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Benton & Bowles 


Gets $4,500,000 
Schick Account 


Switch from Warwick 
& Legler Is Company’s 
Sixth in Past 8 Years 


New York, March 14—After an 
18-month stand at Warwick & Leg- 
ler, Schick Inc. is moving to Ben- 
ton & Bowles. 

The $4,500,000 account moves 
over July 1. It will be Schick’s 
sixth agency shift in eight years. 

Robert H. Kremin, account ex- 
ecutive at Warwick & Legler, told 
ADVERTISING AGE, “We parted the 
best of friends, and we wish them 
the best of luck.” 

Kudner Agency handled Schick 
for many years prior to 1949, when 
the electric shaver manufacturer 
switched to Batten, Barton, Dur- 
stine & Osborn. In 1950, Schick re- 
turned to Kudner and stayed there 
four years. Kenyon & Eckhardt 
went to bat in 1954. K&E, however, 
was retired after one year, in favor 
of Warwick & Legler. 

During this time, Schick sales 
have gone up and up. Net sales vol- 
ume soared from $10,500,000 in 
1951 to $24,600,000 in 1955—a gain 
of nearly 150%. 


® Preliminary results indicate that 
1956 was the best sales and earn- 
(Continued on Page 4) 


If Dodge Is Representative ... 


ABC Works to Cut 
Costs of Auditing, 
Wolcott Tells MPA 


New York, March 13—Charges 
that auditing practices of the Au- 
dit Bureau of Circulations have 
failed to keep pace with rapid 
changes in the publishing business 
were denied today. 

Alan Wolcott, vp of the ABC, 
speaking before the two-day cir- 
culation seminar of the Magazine 
Publishers Assn., said ABC not 
only has kept abreast of changes 
but is developing experimental 
audits to meet future demands. 

The bureau, he said, always has 
cooperated with publisher mem- 
bers in working out procedures to 
ease record keeping and audits. 
He cited the two-year audit to 
help non-urban weekly newspa- 
pers, new auditing procedures for 
magazines sold exclusively in 
chain stores and the congregation- 
wide plan for religious newspa- | 
pers and periodicals. | 

“Within the past two years, 
experimental audits have been ini- 
tiated on several of the publica- 
tions of Time Inc. and on Ameri- 
can Home,’ Mr. Wolcott said. 
These procedures, he emphasized, | 
are eliminating the costly need for 
retaining subscription orders for | 
the life of the order. 


s “Under procedures developed, | 
it will be possible to determine at | 
any time during an audit period 
the paid circulation of each issue, | 


as well as to examine complete 
(Continued on Page 100) 


Abolition of ‘Co-op’ Advertising Is 


Making an Impact on Auto Business 


Detroit, March 13—If Chrysler 
Corp.’s Dodge division is repre- 
sentative—and apparently it is— 
then the abolition of the old co- 
operative advertising system is 
having quite an impact on the 
auto business. 

In an interview with ApveRTIs- 
inc AcE, W. D. (Pete) Moore, 
Dodge’s assistant sales manager in 
charge of advertising & promotion, 
had this explanation of what it 
means to no longer assess dealers 
so many “co-op” dollars for each 
car delivered to them: 

It is gradually shifting the auto 
industry over to planned advertis- 
ing in place of advertising that is 
based immediately on day-to-day 
production and sales. A corollary 
of this is that auto companies can 
now move ad funds in (or with- 
draw them) pretty much as the 
trend of the market demands. 


s (American Motors Corp. last 
week joined Chrysler, General 
Motors and Ford in dropping “co- 
op” payments by dealers and as- 
suming that part of factory ad- 
vertising fund-raising itself. AMC 
dealers have been paying from $30 
to $50 per car into the company’s 
co-op fund. In assuming that bur- 
den AMC, like the others, will 
tack a roughly equivalent amount 
onto the wholesale price of each 
car. Among the five major auto 
companies only Studebaker-Pack- 


j of the old co-op system.) 


le Mr. Moore carefully qualified 


jard has yet to announce an ending 


| his estimate of changes in the auto 
advertising pattern. But it still 
spelled quite a difference from 
earlier judgments that the end of 
dealer “co-op” assessments would 
make virtually no difference at all. 

For instance, said Mr. Moore, 
the old system under which a cut- 


(Continued on Page 100) 


TV Shows Helped 
Sales Gain a Lot, 
Revion Tells SEC 


‘To Learn How Much, 
We’d Have to Drop ‘em,’ 


Says Company Prospectus 


WasHInctTon, March 14—Revlon 
Inc. told the Securities and Ex- 
change Commission today that tv 
shows probably contributed sub- 
stantially to its dramatic increase 
in sales during the past three 
years but that it finds it difficult 
to assess the effect, if any, that the 


(Continued on Page 8) 


THE NATIONAL NEWSPAPER OF MARKETING 


‘Theres a 


spectal eleyena 


to soning soup! 


. 
"ee seessemeensced® 


SILVER OFFERING—This Campbell 

Soup Co. premium offer will ap- 

pear in the April Better Homes & 

Gardens and McCall’s and in First 

3 Markets Group April 7. Batten, 

Barton, Durstine & Osborn, New 
York, is the agency. 


New Reach 


vamped agency makes its bow 
Monday, when H. L. (Hay) Mc- 


| Clinton, who resigned recently as 


president of Calkins & Holden, 
joins the Reach, Yates & Mat- 
toon operation. The latter shop 
will then change its name to 
Reach McClinton & Co. 

The ink was scarcely dry on the 
contract between Messrs. Reach 
and McClinton when the Pruden- 
tial Insurance Co. this morning 
notified C&H that it was taking 
its $5,000,000-plus account out of 
the shop 60 days hence. Prudential 
will then move to Reach McClin- 


‘No True Post Office Deficit‘ When Public 
Services, Welfare Considered, Group Says 


Washington, March 15— 
Postmaster General Summer- 
field jumped the gun with a 
statement for release Sunday. 
He said the report—to be re- 
leased Monday—of the citi- 
zens’ council of the Senate post 
office committee is “erroneous 
and absurd. 

“It seeks to continue indef- 
initely the massive postal de- 
ficit—to protect the subsidies 
so long enjoyed by those who 
use the mails for profit.” 

He promised full rebuttal 
when he appears before the 
committee Thursday. “The 
basic fact which the council 
refuses to face,” he said, “is 
that the losses of the Post Of- 
fice Department are due to un- 
realistic postage rates.” 

He admitted Post Office 
renders some public services 
but contended, “The alleged 
council magnifies them to 15 
times their actual size.” 


WASHINGTON, March 15—The 
House post office committee goes 
to work Tuesday on the admini- 
stration’s big postal rate increase 


|bill, but the Senate post office 
committee is running off in the 
opposite direction. 

While House post office com- 
mittee Chairman Tom Murray (D., 
|Tenn.) is pressing for quick ac- 
tion, Olin Johnston (D., S.C.), Sen- 
ate post office chairman, has an- 
nounced that his committee is go- 
ing to try to draft a basic postal 
rate policy before taking up any 

(Continued on Page 97) 


Admen Hear New March 
at Meeting, but They 
Waltz Through Agenda 


For more news of the ANA 
meeting see Page 2. 


Hot Sprincs, Va., March 15— 
The throbbing question of agency 
compensation will have to wait an- 
other six months before anything 
definite is produced by the man 


Last Minute News Flashes 


Ralston Names D’Arcy for Latin American Effort 


St. Louis, March 15—Ralston Purina Co. is embarking on a major 
marketing effort for its feeds and sanitation products in Latin America 
and has appointed D’Arcy Advertising Co. to handle the account. Rep- 
resentatives of Ralston and D’Arcy are meeting now in Mexico City to 
discuss media plans. The account—the first Ralston business D’Arcy 
has had—will be handled in the agency’s Mexico City office. 


Nucoa Moves to Guild, Bascom & Bonfigli 


New York, March 15—Best Foods Inc. has appointed Guild, Bas- 
com & Bonfigli as aBency for Nucoa margarine, effective April 17. 
The agency has had Best Foods’ Skippy peanut butter division since 
1949. Dancer-Fitzerald-Sample, which has been the Nucoa agency, will 
continue with the other Best Foods products it now services. Worth 
about $1,500,000, the Nucoa account will be handled from both New 
York and San Francisco offices of the agency. 


Speed & Co. Regains Crown Cork from Mathes 
BALTIMORE, March 15—Crown Cork & Seal Co. has returned ic ad- 

vertising account to Speed & Co. here. J. M. Mathes Inc., New York, 

was named to handle the account a year ago. Speed had handled it 


for the previous 24 years. 


(Additional News Flashes on Page 101) 
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McClinton 
Shop Gets Prudential 


Calkins & Holden Loses 
$5,000,000 Account to 
Former President's Shop 


New York, March 15—A re- 


ton & Co. Also moving from Cal- 
kins to Reach will be Berlitz 
School of Languages, which also 
has given C&H a 60-day termina- 
tion notice. 

The switches in agency alle- 
giance mean that the Reach shop 
will jump from the $7,000,000 
billing level into the circle of the 
$10,000,000-or-more giants. Reach 
McClinton & Co.’s billing, begin- 
ning May 15, should be in excess 
of $12,000,000. 

In addition to Mr. McClinton, 
who has purchased “exactly a half 


Chas. Reach 


H. L. McClinton 


interest, for cash,” and will serve 
as president and chief executive 
officer of the reorganized agency, 
the following people are switch- 
ing from Calkins & Holden to 
Reach McClinton & Co.: Robert 
W. Robb, vp and account super- 
visor on Prudential and Boeing 
Airplane Co.; Thomas Crolius, ac- 
count executive on Prudential, 


(Continued on Page 101) 


‘Objective Scrutiny of Ad Business 
Long Overdue, Frey Advises ANA 


commissioned to study it. 

Albert W. Frey, professor of 
marketing at Dartmouth, gave the 
ANA a preview of the areas the 
study will cover and a wry sum- 
mary of the problems he has so 
far encountered. As for the areas, 
the report will: 


e 1. Cover and analyze the func- 
tion of the advertising agency in 
today’s marketing picture. 


e 2. Develop specific information 
on advertising agency organization, 
policy, services and compensation 
methods. 


e 3. Develop information on the 
structure of the advertising agency 
industry. 


e 4. Analyze attitudes of agencies, 
advertisers and media toward each 
other. 


e 5. Report different approaches 
to client-agency relationships. 


e 6. Report changes in compensa- 
tion suggested by the agencies, ad- 
vertisers and media to whom the 
interviewers speak. 


® Mr. Frey reported that man- 
agement is taking increasingly 
close scrutiny of advertising ex- 
penditures, and is skeptical of how 
well advertising is doing its job. 
He points out that advertising has 
undergone comparatively little 
change while other elements of the 


(Continued on Page 100) 
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Owens Yacht Alters Sales, Ad Setup 


to Sell Speedboat Line Like Autos 


BALTIMORE, March 13—Owens 
Yacht Co.’s coming spring and 
summer drive to sell its new line 
of popular-price speed boats will 
incorporate many of the advertis- 
ing patterns and promotional gim- 
micks successfully used to mer- 
chandise automobiles for the mass 
consumer market. 

The company last month named 
S. A. Levyne Co. to handle its ad- 
vertising, succeeding the Gus Berle 
agency. According to Murray Val- 
enstein, vp of Levyne and account 
executive on Owens Yacht, an ex- 
haustive market survey of the boat 


"How We've Grown.’ 
Pepsi Bubbles in 


Ad to Business Men 


New York, March 12—Pepsi- 
Cola Co. took a page in the Wall 
Street Journal today to tell the 
financial and business communi- 
ties that it “is the hottest success 
in soft drink history.” 

The ad, headlined “How a Cold 
Drink Got to Be Hot,” will not run 
anywhere else. 

It stated: “In the U.S., Pepsi 
sales have zoomed 132% since 1950 
and Pepsi has doubled its share of 
the market. Abroad, Pepsi is now 
a leading seller in 75 countries 
located on six continents.” 


® The ad asked, “What’s behind 
this spectacular rise?”—and gave 
this answer: 

“One important answer is Pep- 
si’s feeling that its business is in 


pleasing people. During the past 
few years Pepsi-Cola has launched 
dozens of new ideas in the soft- 
drink business, such as the big 
beautiful hostess bottle introduced 
in other markets two years ago 
and now being distributed in 
greater New York. And these ideas 
are setting the new soft-drink 
trends.” 

With a leer in the direction of 
its competitors, Pepsi added, 
“Watch, whoever you are, wher- 
ever you may be—you’'ll see Pep- 
si’s marketing methods being imi- 
tated by competitors. 

“It’s fun to be followed. Yet— 
where the chips really count—no- 
body is even close to following the 
Pepsi-Cola growth pattern.” 

A chart at the bottom of the ad 
indicated that while Pepsi’s sales 
have more than doubled since 
1950, the bottled soft drink indus- 
try has increased its sales by only 
25% in the same period. 

Kenyon & Eckhardt is Pepsi's 
agency. e 


Polk Appoints Knevals 

Ed Knevals Jr., who joined the 
creative staff of the direct mail 
advertising division of R. L. Polk 
& Co., Detroit, last September, has 
been appointed creative director. 


retailing field revealed a pressing 
need for merchandising taking into 
greater account the point of view 
of dealers. 

A network of dealers in some 80 
localities on both coasts and the 
Great Lakes has been organized 
and franchised to sell an entirely 
new line of Owens Speedship 
“16,” “19” and “22” inboard and 
outboard boats. These models are 
aimed squarely at the popular- 
price boat buyer and are priced 
from $399. 

Mr. Valenstein revealed that 
most members of the new dealer 
organization have had automotive 
retailing experience and are look- 
ing for the same type of merchan- 
dising in selling boats on the mass 
consumer market which they knew 
in the auto field. 


® The agency’s survey indicated 
that many dealers feel there is a 
great need for more help from the 
manufacturers. Advertising and 
sales promotion techniques must 
be expanded on the consumer lev- 
el if boats are to sell like automo- 
biles, the survey showed. 

In producing its first lines of 
popularly priced boats, Owens rec- 
ognized the fact that boats must 
increase their advertising frequen- 
cy if they are to aim for the auto- 
motive retailing level. Edward 
Cusworth, Owens’ new vp in 
charge of sales, who was formerly 
with the Chrysler Corp., brings 
with him an understanding of the 
problems facing dealers who are 
looking for the application of auto 
promotional techniques. 

Since low-priced boats are ex- 
pected to meet their keenest com- 
petition in the coming years, the 
agency has gone all out to employ 
the most current merchandising 
techniques. 
schedules have 


s Year ‘round 


'|}been planned for boating mag- 
_;|azines, including Boating Industry, 


(Continued on Page 99) 


LOTS OF IT—A mountain of salt dramatizes “the right salt for every 
industrial use” in this color spread, the first in a new series for 


Morton Salt Co. Business Week, 
Chemical Week, and U.S. News & 


Chemical & Engineering News, 
World Report will carry the ad. 


Needham, Leuis & Brorby, Chicago, is the agency. 


‘Post’ Got Most Magazine Pages for Autos; 
‘Life’ Led in Dollars, ‘Farm Journal’ Finds 


PHILADELPHIA, March 12—The 
Saturday Evening Post topped the 
list of 13 magazines which ac- 
counted for two-thirds of all pages 
of magazine advertising placed by 
auto manufacturers for passenger 
cars in 1956. 

This assertion is made in Farm 
Journal’s annual analysis of car 
advertising in magazines. 

The Post carried 246.22 pages of 
a total of 1,918.27 pages. Others in 
the list of 13 were Life, 222; Time, 
173.36; Newsweek, 137.11; The 
New Yorker, 104; U. S. News & 
World Report, 91.36; Look, 85; 
Collier’s, 58.25; Holiday, 49; Grit, 
46.58; Farm Journal, 46; and Sun- 
set Magazine, 46. 


® In terms of dollars, Detroit di- 
vided 88.11% of its passenger car 
magazine advertising appropria- 
tion among 12 magazines—the 
only ones which received as much 
as 1% of the $27,766,721 the indus- 
try invested in periodicals. 

In this breakdown, Life led 


with $7,460,070, followed by the 
Post, $7,020,607; Time, $2,592,- 
662; Look, $2,042,064; Collier’s, 
$1,079,819; Newsweek, $1,076,354; 
Better Homes & Gardens, $657,654; 
Reader’s Digest, $630,270; Farm 
Journal, $566,810; U. S. News & 
World Report, $557,644; The New 
Yorker, $405,896; and Holiday, 
$368,435. 


# Chevrolet was the big spender 
in magazines, with a total of $3,- 
605,234. Divided by its production 
of 1,621,005 units, however, its 
magazine advertising cost per car 
was the lowest in the industry— 
$2.22. Ford was second, with $3,- 
550,979 and $2.59 per unit. Buick 
was third, with $2,750,057 and 
$5.14 per unit. 

Chevrolet, Ford and Buick in- 
creased their magazine budgets in 
1956, though the total investment 
of passenger car manufacturers in 
magazine advertising dropped to 
$27,766,721 in 1956, from $29,100,- 
916 in 1955. e 


ANA Meeting Staples: Advice, Success Stories... 


Client Should Be as 
Convinced, Creative as 
Agency, Says Strouse 


Hot Sprincs, VA., March 15— 
The Assn. of National Advertisers 
listened to a variety of advice on 
the improvement of advertising 
and how to direct it during its ses- 
sions here this week. Samples: 


e Areas of opportunity. Norman 
Strouse, president of J. Walter 
Thompson Co., thinks there are 
seven: 

1. Agency-advertiser relation- 
ships—“We must work jointly to 
create relationships which will re- 
sult in a decreasing number of 
agency changes among national 
advertising accounts .. . An agency 
must win a relationship with its 
client as intimate and confidential 
as that of a general legal counsel.” 

2. Creativity—Agencies are obli- 
gated (1) to provide a creative 
working climate, (2) to teach crea- 
tive people to harness their crea- 


| tiveness to “the possible” in a busi- 


ness situation, and (3) to be sure 
the rest of the agency organization 
gets creative thinking through to 
the client’s organization. He added 
that the client might avoid “the 
vitiating practice—of subjecting 
advertising themes and copy to 
committee approval.” The client, 
he said, ought to have the same 
understanding and conviction 


about good advertising as the agen- 


ley 


3. Personnel—He repeated his 
theme of the needs of agencies for 
people in the years to come, adding | 
young people must be encouraged 
in imagination and enthusiasm and 
not be “squashed under the foot of 
cynicism, captiousness or submis- 
siveness on the part of their 
elders.” 

4. Research—“We look to re- 
search not merely for fact gather- 
ing, nor simply for documentation 
of judgment, but rather as a vital 
spur for original marketing ideas.” 

5. Budgeting—Gains can be made 
if objectives are clearly defined, 
appraisals accurate and methods of 


(Continued on Page 73) 


Median Advertiser 
to Spend 10% More 
in ‘57, ANA Told 


Hor Sprincs, VA., March 14— 
Advertisers plan to boost their 
expenditures about 10% in 1957 
over 1956, a survey by the Assn. 
of National Advertisers indicates. 

The survey shows that of 259 


| responding companies, 179 (69%) 


plan to increase their advertising 
investment this year, with the 
median percentage increase being 
10%. 

Another 54 companies (21%) 


Scrutinize, Analyze, Admen Urged 


Bickmore Tells National 
Biscuit's Ad Planning; 
3Ms Industrial Ads Cited 


Hor Sprincs, VA., March 14— 
The Assn. of National Advertisers 
usually listens to a group of adver- 
tising success stories. This year’s 
included: 


e National Biscuit Co. Lee S. Bick- 
more, vp for sales and advertising, 
described how the company’s ad- 
vertising structure was revamped. 
Nabisco has five-year sales fore- 
casts by product categories. In lay- 
ing out next year’s campaign, the 
company begins with a strategy 
meeting in March, which reviews 
the past and analyzes selling prob- 
lems. The process proceeds through 
a July meeting, when the plans 
of the advertising department, the 
agency and the marketing and 
sales departments are synchro- 
nized. At a final December meet- 
ing, to which 550 branch managers 
and field supervisors are brought 
in, an annual sales, advertising and 
marketing conference provides a 
preview of the next year’s plans. 


e Minnesota Mining & Mfg. Co. 
Charles Moosbrugger, director of 
advertising, explained how Scotch- 
gard stain repeller hit the market. 
The fluorochemical met with no 
success in sales calls on textile, 
clothing and upholstery manufac- 


expect to maintain 1956 rates of 
(Continued on Page 32) 
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Advertising Age, March 18, 1957 


Administration 
to Tell Policy 
on Outdoor Ads 


Ike, Leaders Reportedly 
Debate How Stringent 
Measure Should Be 


WASHINGTON, March 14—The ad- 
ministration’s program to curb the 
construction of outdoor boards 
along the new interstate highway 
system will be revealed Monday, 
when Commerce Secretary Sinclair 
Weeks is scheduled to appear be- 
fore a Senate public roads subcom- 
mittee. 

There were reports early this 
week that the secretary is consid- 
ering a plan which would prevent 
the erection of advertising signs 
within 750’ of highway right-of- 
ways. 

But there have been additional 
conferences at the department later 
this week to consider modification 
of the proposal. 

News that a drastic control pro- 
posal was being considered was 
“leaked out” after congressional 
leaders met with President Eisen- 
hower, Secretary Weeks and Fed- 
eral Highway Administrator Bert- 
ram D. Tallamy. The President 
reportedly told congressional lead- 
ers that he feels Congress ought to 
act promptly to prevent the erec- 
tion of unsightly commercial struc- 
tures along the interstate system. 


® The secretary and Mr. Tallamy 
jare to appear Monday before a 
| subcommittee under the chairman- 
|ship of Sen. Albert Gore (D., 
|Tenn.). Tuesday the subcommittee 
|is to hear a long list of individuals 
who favor restrictions on outdoor 
advertising. 

Some opponents of federal con- 
'trol are to be heard Wednesday, 
| but leaders of the outdoor industry 
will not appear until March 26. 

The tentative administration 
program discussed at the White 
House this week would be consid- 
erably more drastic than S.963, the 
Neuberger bill, which was intro- 
duced earlier this year. 

Unofficial reports on the admin- 
istration program as_ discussed 
early this week indicated an effort 
would be made to withhold por- 
tions of highway funds from states 
which fail to provide controls over 
outdoor ads. 


= The plan discussed at the White 
House was drafted by Mr. Tallamy 
and submitted to Mr. Weeks. Later 
this week, Secretary Weeks re- 
viewed the proposal with other of- 
ficials, and it was reported at the 
Commerce Department that no 
final decision on his recommenda- 
tions would be made before this 
weekend. 

At meetings with top Commerce 
Department officials, outdoor in- 
dustry spokesmen already have 
taken the position that regulation 
should be handled at the state level. 
|They say that controls, if any, 
must also extend beyond outdoor 
advertising, to include all types of 
commercial and industrial struc- 
tures. ao 


WABC-TV Appoints Curtis 

John Curtis, formerly a _ sales 
representative with WABD, New 
York, has been named to head a 
new sales development and re- 
search department at WABC-TV, 
New York. 


‘Farm & Ranch’ Raises Rates 

Farm & Ranch, Nashville, will 
raise its rates effective with the 
July issue. The increase brings the 
b&w page rate from $4,000 to $4,- 
500. Volume discounts also are be- 
ing instituted. 
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Advertising Age, March 18, 1957 


B&B Gets Vote 
of Confidence on 


Florida Citrus 


Fruit Growers’ Bid 
for Hike in Ad Tax May 
Boost Billing $1,250,000 


LAKELAND, FLA., March 15—With 
a hefty boost in billing almost a 
certainty for next season, the Flor- 
ida Citrus Commission has given 
Benton & Bowles a unanimous vote 
of confidence and told B&B that 
no other agencies will be given an 
opportunity to make presentations 
soliciting the account this spring. 

B&B is winding up its second 
year on the $3,000,000-plus account, 
after winning it in a public “con- 
test” at which J. Walter Thompson, 
the commission’s former agency, 
and several others made elabo- 
rate presentations two years ago 
(AA, June 6, 13, ’55). The com- 
mission is a state agency, which 
operates on tax money raised 
through a levy on citrus fruits, and 
competition for the account is 
classified as public business. 

Commission members said at 
their March meeting that they are 
well satisfied with the campaign 
being carried on by Benton & 
Bowles and declared, “There is no 
reason to waste our time or the 
time of other agencies in listening 
to presentations this spring.” 


s The official announcement of 
the decision came after visits to 
the industry by representatives of 
at least three major agencies in the 
past few weeks. 

The commission and Florida 
Citrus Mutual, powerful grower 
cooperative, are combining their 
efforts to get a raise in the orange 
advertising tax from 3¢ a box to 
5¢, beginning with the 1957-58 sea- 
son. The legislature, which meets 
in April, is expected to go along. 

The joint recommendation, if 
approved, might add as much as 
$1,250,000 to the billing. 

Total consumer advertising ex- 


penditures the past two or three | 


years—on oranges, grapefruit and 
tangerines—have ranged from $3,- 
000,000 to $3,500,000 annually. e 


P. O. Is Gentle with 
Ist Class; Asks Big 
2nd, 3rd Class Hikes 


Cuicaco, March 13—Western 
Union Telegraph Co. apologized 
to ADVERTISING AGE this week for 
a transmission error in a story 
from Washington on the adminis- 
tration’s postal rate program (AA, 
March 11, Page 1). 

The error was in the lead, 
which appeared in AA as follows: 
“The long delay in drafting the 
administration’s postal rate pro- 
gram ended today with a decision 
to go easy on third class.” 

W. J. O’Rourke, manager of 
customer service, in a letter dated 
March 12, wrote AA, “Our inves- 
tigation reveals that the under- 
scored [italicized] words in the 
paragraph quoted below were 
omitted by the sending operator: 

“The administration’s postal 
rate program ended today with 

a decision to go easy on first 

class, and to hit hard at busi- 

ness men using second and third 
class.” 

Mr. O’Rourke told AA, “Be- 
cause we know you value your 
reputation for accuracy as much 
as Western Union does, you are 
authorized to state we assume full 
responsibility for the omission, 
and we apologize to the editor 
and his readers for the subse- 


convenience.” e 


only the Englander Red-Line guarantees 


sleep as relaxed as you sleep on vacation | 


Englander Ads 
Suggest Hitting Hay 
as Ideal for Sleep 


Curcaco, March 13—Breaking 
away from the bedding advertising 
convention of illustrating a mat- 
tress ad with a mattress, Englander 
Co. in its spring campaign for the 
Englander Red-Line mattress is 
resting its case with a lass resting 
—not on a mattress, but on the 
ground. 

To symbolize its new theme— 
“Sleep as relaxed as you sleep on 
vacation,” in a four-color spread 
in the March Living for Young 
Homemakers, Englander uses about 
three-fourths of the ad for the un- 
usual illustration of the sleeping 
girl. In the remaining space the 
copy describes how the Red-Line 
mattress “guarantees” relaxed 
sleep. 

Similar spreads and color pages 
will run during the next few 
months in American Home, Better 
Homes & Gardens, House & Gar- 
den and McCall’s, supported by 
outdoor in several markets and lo- 
cal tv advertising. 


® This Red-Line drive follows 
another Englander campaign last 


month which also deviated from 
traditional bedding promotion. 
The company ran an eight-page 
| color section in the February Cor- 
onet for its new Tempo 57 group, 
which it calls “the world’s first 
contemporary styled double duty 
furniture at pin money prices.” 

Copy, written as a narrative, ex- 
plained how a young couple solved 
furniture problems by using the 
coordinated furniture. A page was 
devoted to each of the following 
correlated pieces: Bed ’n Sofa, 
Tuk-a-Bed, mattress and box 
spring, Duo Divan, Hollywood set 
and twin sleeper. Pictures of a girl 
dressed in a gown of the same fab- 
ric as the furniture covers illus- 
trated the ads. 

North Advertising is the Eng- 
lander agency. . 


WILLIAM S. CAMPBELL, formerly busi- 
ness and advertising manager of 
Cosmopolitan, New York, has been 


named publisher. Cosmopolitan 
has not had a publisher since 1953, 
quent embarrassment and any in- when Lionel M. Bishop resigned 


as vp and publisher. 


RELAXED—To tell graphically the story of the relaxing sleep afforded 

by its Red-Line mattress, Englander Co. is using this titian-tressed 

lass comporting herself in an uninhibited setting—sans mattress— 
in magazine color spreads and pages this spring. 


Brown-F orman 


Again Broadens 
Line; Adds Bols 


Exec Shifts at R&R 
Will Not Alter Agency 
Lineup, Says Distiller 


New York,. March 13—Brown- 
Forman Distillers Corp., as of June 
1, will become sole U.S. distributor 
of Dutch brand liqueurs, fruit 
brandies, gins and vodka marketed 
in this country under the Bols 
label. 

Brown-Forman also will manu- 
facture at its Louisville plant do- 
mestic liqueurs and other Bols 
products now made in Englewood, 
N.J., by the American subsidiary 
of Erven Lucas Bols, Amsterdam. 
U.S. production and distribution of 


(Continued on Page 102) 


27 Times; 36% Minutes... 


P&G's Tide Got Most 
Mentions on Net TV 


P&G Had Most Products 
Too, AA Study Based 
on BAR Figures Shows 


By Maurine Christopher 


New York, March 13—If all the 
network tv commercials for a full 
week were clocked, what product 
would show up with the most 
time? 

How much time do most net- 
work tv advertised products have 
to get their sales story across to 
the viewer in this day of multi- 
product shows? 

Which companies have the wid- 
est product spread on the network 
tv airwaves? 

These are a few of the questions 
which are answered in the brand 
standing analysis made this week 
by ApverTisinG Ace. This study is 
based on raw data furnished by 
Broadcast Advertisers Reports, a 
monitoring service. It covers all 
tv commercials on ABC, CBS and 
NBC for the week ending Feb. 1. 


= The answer to the first ques- 
tion—any way you look at it, and 
by a landslide—is Tide. This P&G 
detergent was pitched in 27 com- 
mercials during the study week for 
a total of 36% minutes. 

Tide had a crack at the viewer 
five days a week on “Edge of 
Night” (CBS) and on “Matinee 
Theater” (NBC), twice a week on 
the “Tennessee Ernie Show” 
(NBC) and on Sunday night on 
the Loretta Young dramas, also on 
NBC. 

Many of these commercials were 
shared with various makers of 
automatic washers, including RCA 


Ads That Lay Biggest Eggs Hatched by Men 
Who Ape Competition, Says Ludgin’s Baxter 


Cuicaco, March 12—Ad manag- 
ers who worry too much about 
what the competition is doing are 
among the reasons so many ad 
campaigns lay an egg, according 
to John H. Baxter, vp of Earle 
Ludgin & Co. 

Mr. Baxter, who is also presi- 
dent of the Copy Club of Chicago, 
told the Advertising Executives 
Club of Chicago tonight that many 
ad campaigns go awry because 
they are designed more with a 
view to meeting competition blow 
for blow than toward selling the 
product. 

Toilet soap advertising is an 
outstanding example of this kind 
of ad dueling, Mr. Baxter asserted. 
First, he said, Lux came out as 
the soap movie stars use. Then 
Palmolive offered to give the 
school girl complexion, and Ivory 
promised to be gentle enough for 
a baby’s skin. Later both Sweet- 
heart and Camay proposed to give 
cover girl beauty to their users. 

In choosing among these, Mr. 
Baxter said, the housewife had to 
figure out who or what she wanted 
to look like. 

But then, along came Dial with 
an original idea, the simple claim 
that “it stops perspiration before 
it starts.” It readily became top 
seller in the field, he noted. 


® Now the toilet soap tribe is off 
on a new tack, the “contains facial 
creams” angle, Mr. Baxter went 
on. Woodbury and Camay first 
came out with claims that their 
soaps contained beautifying 
creams, and now Dove advertises 
that 25% of the soap is cleansing 
cream. 


One example of ad idea lifting, 


according to Mr. Baxter, (and an 
example of how borrowing can 
backfire) started with Kellogg’s 
ad with the little girl complaining 
that someone had eaten all her 
corn flakes. Post Toasties came 
out with almost exactly the same 
idea but with the brand name 
switched. 

500 housewives were shown the 
Post Toasties ad with the brand 
name omitted, and two-thirds of 
them thought it was a Kellogg ad, 
Mr. Baxter reported. As a result of 


(Continued on Page 102) 


Now It's Pops 
Who Make Stops 
in Grocery Shops 


New York, March 13—Ladies 
beware! It’s a switch from the 
usual procedure, but the men are 
invading your domain. 

In an average week four out of 
ten shoppers in food and grocery 
stores are men—either alone or in 
the company of their wives, ac- 
cording to a survey of 1,500 stores 
in the greater New York area. 


s Embracing three states, the sur- 
vey was conducted by the food 
brokerage retail staff of Paul 
Sayres Co. It came up with three 
main factors behind the rising star 
of the male as a supermarket shop- 
per—convenience, driving ability 
and physical strength. 

Entitled “The American Male... 
in Ascendancy as a Force in Food 
Purchases,” the report is available 
upon request from Paul Sayres Co., 
35 Beechwood Ave., Mount Ver- 
non, N.Y. + 


Whirlpool, Wizard, Apex, Hotpoint, 
Barton, Blackstone, Hamilton, Cor- 
onado and Firestone. 

The other detergents, however, 
also were getting a sizable chunk 
of network time. There were 23 
products in the BAR index with 
eight or more commercials (if a 
product shared a commercial, AA 
counted it as a single commercial 
for each in this compilation). 


s Of these 23 products, nine were 
in the soap or detergent category. 
Dreft had 12 commercials for a 


(Continued on Page 66) 


Philco Print Push 
Introduces Its New 
Fold-up Scan-Tenna 


PHILADELPHIA, March 12—Philco 
will break an ad campaign for its 
newest development in portable tv 
receivers, the Scan-Tenna, with a 
page in the March 18 issue of Life. 

The Scan-Tenna is a handle on 
top of Philco’s portable ty sets 
which doubles as a 39” antenna 
when the elements are pulled out 
of the sides. The assembly can be 
rotated through 180°. Philco says 
the set has up to three times more 
picture power than the conven- 
tional portable. 

Simultaneously with the Life ad, 
large-space units are scheduled 
for 365 newspapers in 185 cities, 
utilizing the same slant and il- 
lustrations. 


® A second ad in the series, using 
close-up illustration, will appear 


“BHILCO 
PORTABLE TV. 


PON gs 6 he Sharpes! cteeres! proture 
ere! Scared war 2 bush in aerial’ 


“AMAZING” —This close-up of Phil- 

co’s Scan-Tenna will be used in 

The Saturday Evening Post April 
27 and the June Esquire. 


in the April 27 issue of The Satur- 
day Evening Post and the June is- 
sue of Esquire. The May Holiday 
will carry the original Life ad. 
Between the first break and the 
May releases, a second round of 
large-space newspaper ads will be 
used, showing the close-up angle. 
The trade got its first glimpse 
of the Scan-Tenna in business 
papers last month. Dealer ad mats 
and radio and tv co-op spots have 
been prepared for distribution. 
This is the first tv set schedule to 
be handled by Batten, Barton, Dur- 
stine & Osborn since that agency 
took over the account Jan. 1. e 


Mathews Named Manager 

R. H. G. Mathews, formerly di- 
rector of the high-fidelity division 
at Magnavox Co., has been ap- 
pointed manager of a new high- 
fidelity, radio-phonograph depart- 
ment at Westinghouse Electric 


Corp., Metuchen, N. J. 
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Benton & Bowles 


Gets $4,500,000 
Schick Account 


(Continued from Page 1) 
ings year in the company’s history. 
Earnings are estimated at $2.50 per 
share, compared to $2.09 in 1955. 

Schick and Remington Rand 
have been running neck and neck 
in the electric shaver derby, with 
each accounting for about one- 
third of the market. Previous mar- 
ket reports showed Remington 
with a slight edge. 

Schick has been—and still is— 
a heavy bankroller in television. 
Through Kudner, it was one of the 
first sponsors of the “Jackie Glea- 
son Show” (CBS-TV). It currently 
sponsors on an alternate basis 
“Robert Montgomery Presents” 
and “Dragnet” (both NBC-TV). Its 


network television budget in 1956 
was above the $3,000,000 mark. 
Announcement of the agency 
switch comes in the midst of one 
of Schick’s biggest promotions. 
Through four-page magazine units 
and network and tv spots, Schick 
has been pushing a two-for-one 
offer: Buy the $31.50 Schick “25” 
and get a coupon entitling you to 
a free “Lucky Lady” $14.95 shaver. 


® The offer is good until April 30, 
and since Schick is being discount- 
ed widely, it is even more attrac- 
tive than the ads say. Discount 
houses in New York are hawking 
the entire package for $15.90. 

For Benton & Bowles, Schick is 
a choice plum. The agency, which 
added $24,000,000 in new billing 
last year, is now in sight of the 
$100,000,000 mark. At $92,000,000 
in 1956, it was right behind N. W. 
Ayer & Son as the sixth largest 
agency in the country. 

For Warwick & Legler, the 
Schick defection means the agency 
dips below the $11,000,000 level, its 


lowest point since 1952. 

A one-product company, Schick 
has repeatedly denied rumors of a 
merger with General Electric. e 


Badger & Flanagan Adds One 
Show-House, New York, coor- 
dinator and producer of edi- 
torialized advertisements in Good 
Housekeeping, Living for Young 
Homemakers, The Saturday Eve- 
ning Post and Sunset Magazine, 
has appointed Badger & Flanagan, 
Chicago, sales representative for 
Show-House properties in the 
Midwest. Badger & Flanagan was 
formed in January with offices at 
35 E. Wacker Dr., Chicago, by 
John M. Badger and John C. Flan- 
agan, who both had been with 
Crowell-Collier for many years. 


Pines Plans to Publish ‘Miss’ 
Pines Publications, New York, 
plans a beauty and fashion mag- 
azine called Miss, which will be 
published later this year. The mag- 
azine will carry advertising, but 
the rate structure has not been set. 
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Highlights of This Week's Issue 


Government will reveal policy on outdoor 
posters Monday 


Owens Yacht plans to sell its speedboats 
like cars 


Assn. of National Advertisers hears ad- 
vice on improving, directing advertis- 
a e  .  e | 


Advertisers tell their ad success stories at 
ANA meeting 


Advertisers will boost ad spending 10% 
over 1956 in 1957, ANA told .........Page 2 


Pepsi-Cola ad in Wall 
vaunts Pepsi's growth 


Street Journal 


The Saturday Evening Post had the 
most auto ad linage, Farm Journal 


Benton & Bowles gets vote of confidence 
from Florida Citrus Commission ..Page 3 


Brown-Forman gets distributorship for 
Bols, Dutch brand liqueurs 


Philco print drive pushes its 
for portable tv .....cccccceeccseee 


new antenna 
sve age 8 


Englander’s new drive suggests its mat- 
tress gives ‘“‘vacation” sleep 


Ads that copy competitors lay biggest egg, 
Ludgin’s Baxter says P. 


Male is doing greater share of grocery 
shopping, survey says ...................Page 8 
Procter & Gamble’s Tide got most men- 
tions on net tv, Broadcast Advertisers 
Page 8 

Agency media production has gained im- 


portance in the past few years, G. D. 
Crain Jr. says .......... ' Se 8 6—lN 


by Rep. Rad- 


Pay tv attacked in speech 


CBS-TV embodies rate increase for 100 
Stations im NEW CATA ©... Page 16 


No anti-trade-stamp bill seen for New 


York in 1956 ....... —e- FF 
Gala weekend in Seattle offered as prize 
in Coast packer's contest Page 24 


Sharpen up editorial side, 
tells newspapers . 


agency man 
cmeelPage 34 
Two new Chicago agencies combine in- 

dustrial, consumer experience ....Page 40 


$35,000,000 gross reported in film ad field 
a Be: cencens , Page 44 
Drug prescription sales hit new high in 
‘56; tranquilizers show gain ........Page 48 
Toy industry looks forward to record 
sales year in 1957. 
FTC is monitoring tv commercials with 
prospect of issuing complaints ....Page 65 
Execs honor Paul Willis, GMA head for 
Page 8 
New York lawmakers seek to  pre- 
vent sale of obscene literature on news- 
stands Page 06 


Sunday comics get widest 
family, Puck says .................. 


reading in 
Page 96 


REGULAR FEATURES 


Advertising Market Place ............ 


3 Along Media Path ........ 


Coming Conventions ............ 
Creative Man's Corner 
Drawthinks ..... 

Editorials . — 
Employe Communications 
Getting Personal .... - - 
Looking at Radio and TV 
Looking at Retail Ads ...... 
Obituaries ‘ punsupoenempen 
On the Merchandising Front 
Photographic Review 
Production Tips 

Rough Proofs 

Salesense in Advertising 
This Week in Washington 
Voice of the Advertiser 
What They're Saying .... 


Barnes Chase Appoints 
MacPhail Marketing Manager 

In an accelerated new client 
service expansion program, Barnes 
Chase Co., Los Angeles, has ap- 
pointed George MacPhail market- 
ing manager to head a new depart- 
ment. Mr. Mac- 
Phail formerly 
was West Coast 
marketing divi- 
sion manager of 
Ruthrauff & Ry- 
an. In two pro- 
motions, the 
agency has 
named Jerry 
Gorin, anager 
of its San Fran- 
cisco office, a vp, 
and Peter An- 
thony McMahon, a member of the 
San Diego staff since March, 1956, 
to its board of directors. 

The agency also has been named 
to handle advertising for two new 


George MacPhail 


accounts. They are Puritan Pre- 
serve Co., San Francisco, and 
Bourne Products Inc., El Cajon, 
Cal., maker of Bourne aluminum 
windows. 


‘U. S. News’ Boosts Two 

John F. O’Connor has _ been 
named regional sales manager in 
New York for U.S. News & World 
Report, and Walter E. Marek, for- 
merly chief of sales development 
in New York, has been named as- 
sociate advertising director. Frank 
B. Keogh continues as associate 
advertising director with addition- 
al national responsibilities. Myron 
M. Hughel in New York and Nor- 
man O. Mich in Chicago also con- 
tinue as associate advertising di- 
rectors. 


Hutchison Is Named 

Sports Age has named the Ewing 
Hutchison Co., Chicago, its mid- 
western advertising representative. 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens 


4,350.090 COPIES EACH MONTH 


BH&G readers have more, buy more. For instance, only 
23.6% of all people in the U. S. live in households during the year... 


where there’s an automatic washer. But among very 
of America 


holds that own an automatic washer! An average issue 


frequent readers of “the book”, 46.4% live in house- 1 
of Better Homes and Gardens is read by 15,500,000 


people. One third of the 123,800,000 people in the 3 

U.S. 10 years of age or older read one or more of every 

twelve issues. That’s 44,150,000 readers of BH&G— reads Better Homes & Gardens ! 
and over 40% of them are men. Meredith Publishing 

Company, Des Moines 3, Iowa. * A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Ine., 1956 
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Congressman Urges 
No Experimentation 

= ’ * *# ’ 
With ‘Vicious’ Pay TV 

WASHINGTON, March 13—Rep. 
Edmund P. Radwan (R., N.Y.) to- 
day renewed his opposition to pay 
tv in a speech telling House mem- 
bers that the public “can lick this 
thing” by bombarding the Federal 
Communications Commission with 
letters. 

“When this scheme was first 
suggested,” he said, “letters to the 
FCC were 16 to 3 in favor of pay 
tv. Since then the true picture has 
been brought home to the public, 
and the voting has been 9 to 1 
against it.” 

He said the amusing part about 


the argument of the pay tv spon- 
sors is their claim that the system 
is needed to improve the quality 
of programs. 

“If current programs need im- 
provement, the answer is not in 
increasing the profit by skinning 
the public,” he complained. “Spon- 
sor support is now more than suf- 
ficient for the finest programs, 
with some entertainers command- 
ing $1,000,000 contracts and the 
sale of World Series rights run- 
ning into the eight figures. 


es “If there is anything wrong 
with tv—and most people are 
completely satisfied—the trouble 
is not lack of money,” he said. Tv 
already has brought into the home 
great box office attractions, sports 
events, movies, current and patri- 


otic events. 

“Letting promoters take in as 
much as $8,000,000 for a single 30- 
minute program will not improve 
the program. It will just line the 
pockets of the promoters.” 

He said his speech was prompt- 
ed by reports that the Senate 
commerce committee is consider- 
ing a proposal to authorize large 
scale public testing of pay tv. 

“Experimentation with this vi- 
cious proposal sounds like a first 
step toward total approval,” he 
warned. 


® He contended pay tv “would 
render the television owner blind, 
and then rent him a Seeing Eye 
dog at so much a program, to par- 
tially restore the sight he had pre- 
viously enjoyed free as a natural 


right.” 

He said the episode reminds him 
of a story told by Victor Borge 
about an uncle who invented a 
cure for which there was no dis- 
ease. “Then,” he added, “his aunt 
caught the cure—and died.” 

Rep. Radwan exclaimed, “That's 
exactly what pay tv represents— 
a cure for which there is no dis- 
ease.” ° 


Feldon Joins Robert Otto 

Lucien Feldon, formerly with 
|Republic Pictures International 
|Corp., has joined the account ex- 
ecutive staff of Robert Otto & Co. 
At Republic, Mr. Feldon was gen- 
|eral manager for the British West 
| Indies, in charge of sales, advertis- 
| ing and public relations. 


KRON is TV in SF 


San Franctscans are sold on KRON-TV 


GOLDEN GATE 
PLAYHOUSE 
35:45 PM MF 
AVAILABLE 


S. F. CHRONICLE + NBC AFFILIATE « CHANNEL 4 + PETERS, GRIFFIN, WOODWARD 
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Agency Production 
Work Grows More 
Vital, Says Crain 


CuHIcaco, March 14—Notwith- 
standing the growth of tv adver- 
tising in the last ten years, print 
media production work in the last 
decade has gained rather than lost 
importance in ad agency opera- 
tions, G. D. Crain Jr., publisher of 
ADVERTISING AGE, said here today. 

Speaking at a joint meeting of 
the Chicago Federated Advertis- 
jing Club and the Advertising 
| Agency Production Men’s Club, 
| Mr. Crain said that recent repro- 
|duction innovations have compli- 
|cated the production man’s labors 
while space cost increases have 
intensified the cost risks involved. 

One evidence of this new im- 
portance of production, he noted, 
is the tremendous increase in the 
last decade in the number of pro- 
duction men with agency vp titles. 

Increased use of roto presses, 
newspaper r. o. p. color and comic 
section ads are some of the new 
operations increasing the produc- 
tion man’s burdens, Mr. Crain 
said. 

Better liaison has been the main 
answer to these problems at most 
big agencies, he said. He quoted 
the following statements by agen- 
cy executives to bear out this 
point. 


e F. Strother Cary Jr., adminis- 
trative vp of Leo Burnett Co.: 
“Our production supervisors and 
the manager of the production de- 
partment work very closely with 
our creative people, account ex- 
ecutives and service managers ... 
/On the outside they work closely 
| with media, keeping abreast of the 
new developments in the media’s 
|own printing facilities. Naturally 
they work very closely with the 
engravers, typographers and print- 
ers ... From time to time our pro- 
duction people visit major media 
and learn first hand the medium’s 
printing facilities and work di- 
rectly with the production man- 
agers of those media. . .” 


e Faitfax M. Cone, president of 
Foote, Cone & Belding: “We en- 
courage our production executives 
| (and all their people too) to main- 
| tain liaison with creative, contact 
‘and other departments of the 
|}agency and with media and sup- 
pliers ... I think every serious 
advertising agency has always re- 
garded production as one of the 
areas where close attention and 
close supervision could make a 
great difference in advertising 
without adding to its cost.” 


e Melvin Brorby, senior vp of 
Needham, Louis & Brorby: “... 
Any good agency production man- 
ager today is really not the same 
as the man who held a similar 
title 10 or 15 years ago. He just 
has to know more about the com- 
plex techniques, materials and 
methods which now are such im- 
portant parts of our business.” 
The joint meeting today marked 
the tenth anniversary of the found- 
ing of the production men’s club. e 


Baker Agency Appoints 3 


John E. McEachern, formerly 
senior account executive of Baker 
Advertising Agency, Toronto, has 
been appointed assistant general 
manager, a new post. At the same 
time, Lloyd W. Converse was 
named manager of the Montreal 
offices, and Miss E. M. Sutherland 
was named secretary-treasurer of 
the company. 


Storecast Business Up 11% 

The Storecast System, super- 
market point of sale service, re- 
ports an 11% increase in sponsors 
during January and February, 
making it the best in two months’ 
business in the company’s 10-year 
history. Storecast now operates in 
nearly 1,000 stores. 
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Take a good look at the heavy 
part of home building! 


Sure,housing starts have dropped from their 1955 peak...but did you 
know that housing starts which are part of large scale projects have 
actually increased? And that the proportion of home building now classi- 
fied as heavy construction has grown from 18% in ’51 to an expected 
43% in ’57? 


The planning, designing, financing, construction and maintenance 
of mass home building projects... require the whole range of construction 
“know-how.” Contractors, consultants, owners and government all influ- 
ence the selection of methods, materials and equipment used in these big 
residential construction projects. 


That’s why this market must be sold the same way other areas of 
construction are sold... by reaching all buying levels. Companies who are 
not aware of the trend to “heaviness” in home building... who think of all 
home building as “carpentry jobs”...and whose approach is to the “one 
man buyer”’...may be missing opportunities to broaden their selling base. 


Engineering News-Record is the basic magazine of the construction 
industry. It is the one best advertising buy to cover all levels of construc- 
tion. Best testimony to this is the fact that about twice as many advertis- 
ing dollars are invested in EN-R as in any other publication in the field. 


In building and construction ... If you're important, you either read 


ENGINEERING [ie 
NEWS RECORD [4 


or you advertise in it, or both 


A McGRAW-HILL PUBLICATION * 330 WEST 42ND STREET * NEW YORK 36, N. Y. 


IS THERE A HOUSING SLUMP? 


TYPICAL HOME BUILDING PROJECTS TODAY are out in 
the country where they must be started from “scratch” 
...and where practically every aspect of construction 
is involved from site development and road building to 
water supply, sewage disposal, schools, shopping, etc. 
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TV Shows Helped 
Sales Gain a Lot, 
Revlon Tells SEC 


(Continued from Page 1) 
termination of these programs 
would have. 

In a proposed prospectus which 
the company expects to use in 
marketing a new stock issue, Rev- 
lon reported its sales zoomed from 
$28,300,000 in 1953 to $85,700,000 
in 1956, while expenditures went 
from $4,689,190 to $15,503,079. 

Revlon’s filings with the SEC 

included copies of contracts with 
Louis G. Cowan Inc. (now known 
as Entertainment Productions) 
giving the company exclusive 
rights to the “$64,000 Question” 
and the “$64,000 Challenge” for 
five-year periods, plus a letter 
from Young & Rubicam transfer- 
ring to Revlon rights formerly 
held by General Electric for par- 
ticipation in the 20th Century Fox 
hour. 
The contracts showed that Rev- 
lon paid the Cowan organization 
$27,800 per program during the 
initial year of “$64,000 Question” 
and agreed to pay $29,800 per pro- 
gram for the second year, $31,300 
the third year, $32,800 the fourth 
year and $34,300 the fifth year. 
The schedule for “$64,000 Chal- 
lenge” specified $31,700 the first 
two years, $33,250 the third year, 
$34,750 the fourth year and $36,- 
250 the fifth year. 

According to figures supplied to 
the Celler committee by CBS, Rev- 
lon’s expenditures for time on 
“$64,000 Question” in the first 
half of 56 were at the rate of $42,- 
983 per week. Including the cost of 
the show package itself, Revlon’s 
weekly figure was $70,783, and the 
annual rate for the show at that 
time, according to these figures, 
was some $3,680,716. 


® The prospectus, which is sub- 
ject to review by SEC, said the 
company believes the tv shows 
have been a factor in the big in- 
crease in sales “but since the com- 
pany’s sales have been rising con- 
tinuously over the years, it is 
difficult to assess how much of the 
increase sales since the programs 
began can be attributed to them 
“Conversely it is not possible to 
forecast what downward effect, if 
any, termination of these pro- 
grams would have on the com- 
pany’s sales or what effect any 
modification of the programs or 
development of similar types of 
programs by others might have,” 
it said. 

The company plans to issue 241,- 
020 shares of common stock but 
179,020 shares would be used to 
recoup 15% of the grade B com- 
mon shares currently held by 
Charles Revson, Charles H. Lach- 
man and Martin Revson, who 
currently contro] the largest per- 
centage of the company’s stock. 
Revion said the purpose of the is- 
sue is to enable these individuals 
“to diversify their investments and 
to enlarge the public base of own- 
ership of the company.” 


® The prospectus describes Rev- 
lon as a leader in the quarter- 
billion dollar cosmetics field, 
claiming that its 1956 sales topped 
all other cosmetics firms except 
one company which sells directly 
to housewives door-to-door. The 
company’s progress since it was 
founded by Charles and Joseph 
Revson and Charles Lackman in 
1933 (who were soon joined by 
Martin Revson) is credited to ag- 
gressive merchandising. 

In the proposed prospectus the 
company said it was the first to 
sense the possibilities of opaque 
nail enamels in a wide variety of 


shades. Its merchandising involved 
the use of “carefully selected 
names” like Fire & Ice, Cherries in 
the Snow, Kissing Pink and Queen 
of Diamonds. 


® By 1939 it had expanded into 
lipsticks and its slogan “Matching 
lips and fingertips” was promoted 
in color spreads with high fashion 
models in women’s magazines. 
Moving to diversify its line in 
1950-55 it added such products as 
Touch and Glo, a liquid makeup, 
Love Pat, compact make-up, and 
Silken Net hair spray. 1955 addi- 
tions included Living Lipstick, 24- 
hour type lipstick, Futurama lip- 
stick cases, Satin Set pincurl] hair 
spray, Silicone medicated skin lo- 
tion, Clean and Clear liquid facial 
cleanser, Sun Bath sun tan lotion 
and medicated baby silicon lotion. 
The prospectus reported in 1956 
lipsticks and rouges accounted for 
22.94% of sales and hair prepara- 
tions, shampoos and sprays 20%. 


® Data submitted to SEC gave 
these comparable figures for Rev- 
lon’s advertising and sales: 


Advertising 


and Promotion Sales 

1950 $ 1,793,320 $19,147,286 
1951 2,614,585 22,342,062 
1952 3,172,230 25,490,613 
1953 4,689,190 28,306,898 
1954 6,145,374 33,604,037 
1955 9,881,305 51,646,612 
1956 15,503,079 85,767,651 

® The “$64,000 Question” had 


been on the air for seven months 
before the understanding with the 
producer was reduced to a formal 
contract in February, 1956. 

Under the contract Revlon has 
the program exclusively for five 
years, including simulcast rights 
if it wants them. Revlon is obli- 
gated to keep the program in its 
present time period on CBS, but 
the contract said Revlon could 
consider other time if the Trendex 
dropped below 35 for the fifth or 
sixth telecasts in the 13-week series 
beginning Dec. 7, 1956, or the 13 
week series beginning March 5, 
1957, or if the program dropped out 
of the top six. 

Revion’s contracts with the 
Cowan organization specify that 
the program is to be paid for at 
William Morris Agency, within 
seven days after broadcast. “In- 
cluded in the package prize” for 
“$64,000 Question,” the contract 
says, is $15,300 as average prize 
money per broadcast. If actual 
prize payments are found to be 
below this amount, Revlon is to get 
rebates. On the other hand Rev- 
lon is required to maintain a $25,- 
000 “contingency” fund which can 


be drawn on by the Cowan organ- 
ization if prizes exceed the esti- 
mated average. 


® Contestants who win a Cadillac 
or more on “$64,000 Question” are | 
to agree not to appear on any pro- 
gram lampooning the series for a 
year after their final broadcast and 
on any program of a competing 
product, or during a competing 
time period for six months. 

The contract for “$64,000 Ques- 
tion” specifies that in event of 
change of time, it must not be put 
in a spot opposite any program 
sponsored by a client of Biow, 
Beirn & Toigo Inc., presumbably a 
concession to Milton Biow, who re- 
portedly owns the title, and gets 
an income from the show. Like- 
wise the contract specifies that 
Revlon must not use a spot oppo- 
site “The Big Surprise,” another 
Cowan production. 


® Since “$64,000 Challenge” is co- 
sponsored with P. Lorillard, the 
contract includes special provision 
regarding the fate of the program 
in the event Revlon withdraws 
while eontinuing to sponsor “$64,- 
000 Question.” Under the contract, 


“$64,000 Challenge” continues so 
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New lady Kenmore Washer has first full time lint filter / 


LADY KENMORE DEBUT—Sears, Roebuck & Co. kicks off its magazine 

campaign for its new Lady Kenmore washer with this full color 

spread in the March 18 issue of Life. Cunningham & Walsh, Chicago, 
is the agency. 


long as P. Lorillard sponsors it 
alone, but in the event a third 
party replaces Revlon, the program 
must find another name. 

The agreement with P. Lorillard 
specifies that Revlon is to include 
the statement “Tune into $64,000 
Challenge” at the end of all broad- 
casts of “$64,000 Question,” but 
that no sponsor is to be mentioned 
unless both are. Revlon had auto- 
matic right to drop “$64,000 Chal- 
lenge” if its Trendex dropped be- 
low 21 by the seventh program in 
the first 13-week cycle. 7 


Where's Charlie? ... 


‘$64,000 Question’ 
Jacks Jackpot 
to Fat $256,000 


New York, March 15—Time was 
when a $64 jackpot was enough 
to keep a radio quiz lively if the 
contestants were interesting and 
the quiz master a showman. 

Years later when Producer Lou 
Cowan resurrected the old show 
and used it as the nucleus for one 
of television’s hottest programs, 
the price of baiting the audience 
and luring the contestants immedi- 
ately shot up to $64,000. 

But that was way back in June, 
1955, when the super duper quiz- 
whiz Charles Van Doren had never 
been heard of on television and 
Producer Jack Barry hadn’t fig- 
ured out how to play a video game 
called “Twenty One.” 

This week the daddy of the cur- 
rent crop of big money quizzes, 
“$64,000 Question,” which has been 
watching the erudite Mr. Van 
Doren hog the headlines lately, 
decided to fight back. Revlon, 
sponsor of “$64,000 Question,” an- 
nounced that it is boosting its 
grand prize to a potential $256,000 
—“to keep up with the times.” 


s A contestant who reaches the 
$64,000 figure can make it to the 
$256,000 level by successfully ne- 
gotiating three more rounds— 
worth $64,000 each. His earnings 
would be spread over a three-year 
period to help him with his tax 
problem. 

To the casual reader this may 
sound as though Revlon will soon 
have to rob a bank to pay off its 
winners on the weekly show. But 
the past record of the “$64,000 
Question” would indicate that such 
an eventuality will not occur. 

Fact is this high rating giveaway 
undoubtedly is one of television’s 
cheapest buys at a talent-produc- 
tion price of $29,800 a week. (See 
story in adjoining column.) In the 
21 months the show has been 
on the air, it has had only seven 
top winners and it took each of 
them four or five weeks to get 


there. The average amount of 
money handed out weekly is only 
$14,000. The total amount of loot 
given away since the show started 
June 7, 1955, is $1,219,160. In ad- 
dition, eight contestants, who gam- 
bled on the big money and lost, 
drove away in consolation Cadil- 
lacs. 


8s The first quizee who will get an 
opportunity to benefit from the 
program’s inflated jackpot is 10- 
year-old Robert Strom, who col- 
lected a $64,000 check for his sci- 
entific knowledge last Tuesday 
(March 12). 

The night before, “Twenty-One”, 
which is sponsored by Pharmaceu- 
ticals Inc., lost its star box office 
attraction when the personable 
Mr. Van Doren was knocked out in 


a re-match with Vivenne Nearing, | 


who now takes over as the new 
champion on the NBC telecast. 
Mr. Van Doren’s weak spot was 
kings. This Columbia University 
instructor, who had reeled off 
every answer from capitals of ob- 
scure South American countries to 
long-dead statesmen, was unable 
to name the current king of Bel- 
gium. However, before he was 
dethroned, Mr. Van Doren three 
times managed what nobody else 
has ever done—he outrated the 
ever-popular “I Love Lucy.” + 


Pabst Has Net Loss 
in ‘56 of $767,000; 
Sales Decline 4.7% 


CHICAGO, March 12—Pabst 
Brewing Co.’s sales last year hit 
$128,340,838—a decline of 4.7% 
below 1955 sales of $134,340,713. 
The decline was the smallest since 
the Milwaukee strike in 1953. 

Pabst showed a net loss of $767,- 
000 in 1956, as compared with net 
profits of $2,376,000 for 1955. The 
company attributed the loss to a 
six-week shutdown of its Peoria 
area plants by a strike, coupled 
with rising costs. 

In commenting on the sales pic- 
ture, Harris Perlstein, chairman, 
and Marshall S. Lachner, presi- 
dent, said, “The decline has not 
only been slowed down, but pros- 
pects for 1957 look favorable, 
based on an upturn of sales in 
certain areas.” 

The company reported sales in- 
creases ranging from 10% to 135% 
with an average increase of 40% 
in several markets where it is of- 
fering coupons giving customers 
25¢ off on the purchase of a 6 Pak 
of Blue Ribbon beer. e 


Carling Buys on ABC 

Carling Brewing Co., Cleveland, 
will sponsor 20 Martin Block five- 
minute programs on each of seven 
selected weekends over ABC Ra- 
dio, beginning March 15. The spon- 
sorship in behalf of Carling Red 
Cap ale is through Benton & 
Bowles. 


Advertising Age, March 18, 1957 


Park & Tilford May 
Win Import Brands 
in Schenley Suit 


WILMINGTON, Del., March 13— 
A hearing has been ordered March 
28 for discussion of a proposed set- 
tlement of a year-old suit by mi- 
nority stockholders of Park & Til- 
ford Distillers Corp. against 
Schenley Industries (AA, Feb. 20, 
56). Key to the settlement was re- 
ported to be the compromise of a 
suit brought by P&T against Distil- 
lers Co. Ltd. (AA, Nov. 26, ’56). 

The proposed settlement would 
include a long-term agreement by 
which Distillers Co. would furnish 
scotch whisky in bulk to P&T. 
Schenley also would make funds 
available to P&T enabling it to ac- 
quire and package this scotch. 

Marjorie D. Kogan, and other 
P&T stockholders brought suit in 
February, ’56, alleging that Schen- 
ley’s purchase of approximately 
70% of the outstanding stock of 
P&T from the estate of David A. 
Schulte in December, 1954, violat- 
ed federal anti-trust laws. She 
claimed it resulted in the loss of 
valuable franchises of P&T for im- 
portation and distribution of for- 
eign wines and liquors. 


s The allegation referred to can- 
cellation in ’55 and ’56 of Vat 69 
scotch, which was later given to 
National Distillers Products Corp.; 
Martel’s cognac, which was moved 
to Browne Vintners Co., a division 
of the House of Seagram, and 
Booth’s House of Lords gin, which 
was moved from P&T to W. A. 
Taylor Co. (AA, Feb. 20, ’56). 
The March 28 hearing was or- 
dered yesterday by federal judge 
Caleb M. Wright in U.S. district 
court. Under the proposed agree- 
ment also, P&T stockholders would 
be able to sell their stock to Schen- 
ley at $43 a share, the same price 
paid in 1954 by Schenley to the 
Schulte interests. ° 


WALTER TUSHINGHAM 

CAMDEN, March 14—Walter L. 
Tushingham, 81, retired vp and 
general manager of the Camden 
Courier-Post, died suddenly March 
13 at his home in Haddonfield, N.J. 

Mr. Tushingham had been a 
newspaper man for 57 years until 
his retirement in 1947. He rose 
from cub reporter to bookkeeper 
and general manager of the old 
Camden Courier in 1890. 

When J. David Stern bought the 
Courier in 1919, he named Mr. 
Tushingham vp and business man- 
ager. He also was treasurer and di- 
rector of the now defunct Phil- 
adelphia Record under Mr. Stern. 

His two sons also entered the 
newspaper business: Herbert W. 
is advertising manager of the 
Memphis Press-Scimitar and Rob- 
ert E. is advertising manager of the 
Wichita Falls News. 


LEE J. EASTMAN 

STAMFORD, CONN., March 13— 
Lee J. Eastman, 80, formerly exec 
vp of the Packard Motor Car Co. 
and founder of the New York State 
Automobile Merchants Assn., died 
yesterday at a nursing home here. 

Born in Potsdam, N.Y., Mr. East- 
man started his career as a news- 
paper reporter in Albany. In 1911 
he started his own trucking com- 
pany. This led to his appointment 
as general manager of Packard in 
Philadelphia. 

His success there was followed 
by his appointment as president 
of Packard Motor Car Co. of New 
York and his subsequent appoint- 
ment in the parent company in 
Detroit. He was a former president 
of the Broadway Assn., and a vp 
of Advertising Club of New York. 


Baby Publications Move 

My Baby and Congratulations, 
Shaw publications, have moved to 
larger quarters at 302 Fifth Ave., 
New York. 


—_—— = 


Dre ek TR ie cy Dae Be meee rs Se A EROE RRO oo eee Ss Ra ee eae See 7 C5 ok Sepa cls er ‘ey —_ i. Ce eee ae ee é biviaehe mel mil a ST a sii Saal ae. ra Ca a a 7 ee 
"red ESE SS pala tes meee : OM st ee oe ee Bae SIH YS etter Re OR as eR MEE See i > Ri ee ge 
pb ata: << htc Dan Sales i ag MATER Ew. 9 SQ) en eee : é ae oa eee Pa aay ig cel ee aie Snes lie ean od Ht? 3 Fa oe Eee to mh 
oe Sie ee eo oe a eS GaN a ie n, Lg, es a OS 3 ee =a a ee yin, ck ~ St i ce eee ae as WE, Oi a eis i eee rile”: 1 oe Jiavee os i ie elie. agi en MR se gst re b Fata th. 5, 
% n i: et ee ee oe ‘eo E Sn) eee a BE etch eae eee ae la ie gi i et Se i pane Be ARS ae ads a tk re rrr a Pere ia i, 
ee oe ie se Nog: : ie SOE” eee eS gs i 3 eat in ee ae” ae Sel pes ee ee Ee = Be lad ; 
ia : a F “ EH 2 4 i iad aa . 2 ey: - - 4 = i se 5 P ees awn 3 cre 
i ae . : s : ’ 
aac . 
Ses 
by la 8 
ai i) ee 
Sas SAN 
a | | Si MIR aca ip a ed | a | 
| 
| i 
’ 4 at oo wun onan « mem aneys O~e: OF me ORE | 
"yy = 4 . i 
| — J 
5 i as , +. 
| ) —— a are 
a 2 .f y - ' . co d 
i “le ¥ J : 
Sen i etl fe i) yl ~ 
ae & _ 
F - > - J 3 } 
~ 4 — ass = 
= Lo, _ ‘* ‘ - - | 
i . * 4 ~ s 
Ce as fq yw * 2 4 
Boer Ca 4 | * 
Tee: P 
Nae : _. fk ee rnin tidleaeoninn 
es , “iC > aa 
wee 4 é ‘ S eit WE Sree cs 
EE Deve § ' ae a ™~ ——_— 
ray ; . Ag pa ba - 
eg iat HAE By , ian) 
ee a 
ale 
sf ag 
Bene 
ae 
: | 
ar 
ae 
cae ; : 
ee ‘ 
PAN. | a 
ie as e 
Beads a 
ane ae a 
meee 
¥ hg : ‘i 
ie rE 5 7 | 
Re ; 
ye: | a 
“a pono el 3 
a cseeal ee 
ee . 
i em 
Sey ie 
sae ie iP: 
ae : 
. Meee. ny 
aes 2 = 
SO ee ‘ 
oe ae 
ae aie 
~ ? 
te 
ins 
_ ae 
eons. 
ae : 
oe 40 
ni. = i 
oy « * 
ay <a . 4 
Beet as 
pert, * ae 
eae a 
Bei hs, | : 
Prt ea Bi 
eae so zi 
cebe take an 
7 ox ee is 
eee oe ue vif 
agg A 
eee Rigs ; 
oy iat as 
PE sa : : 
te ‘ 
re Sales _ i 
ls eae vee 
Sy erage G 
ee oi 
safe el Fy 
Hi 08 te Tae 
La met si 
ae leh br 
’ p 
4 A 
Bs ‘ 
Li he f aad 
san j 
oe i a 
eee ' : 
ae & | eo . 
ee E | ; 
ak } re 
_—_—_ ee 
{ 
! 
reek sa me ORL gcse 45) kde ep OE: AE a oe ene TCT ee ee er yk Beer eet ee ae 
ip), ae & Pi eb any Guy war: ; iid preeegeu tre Nee les eee eee oe ee ce eh Caer id Lf oS meer eee earls Hee ty Ore pS eae roe wap pe hm ae TRE De 
net ; at : ; “ ‘ Sve hemi ec #C ae ae PGR i i ae Re ENR eR IRE? iE! A) ae Foe one oe RL tag eye ad gg LR ERE eee ABE Ay Sat Mee ee Seay = Brig ae ae ae 
a See ee pated ce Eis? Me gcd bent oh dh Sip eas Da ie A Rema Ra lees Boe sags ak Ss SES Spore aaa Demme meee 2) Sey OR ele Sagan erties D1 RR ohy ge Gi hr igen gee ey ames gen hg. ee 
z ie So ne a) eee ee pee eres See SE aeons eet ek Ws a ange | mae Maa | Oe. ae dee teeta ie 2 i | RSet cs pas ta, oe 22 de areas og ee ne a ei aa Nine: é 


ot at ek ale Pee 3 é a 


a 


‘Shake hands with the’ 


IOWA IS RICH in fertile soil, rich in live- 
stock, and rich in farming men like Carroll 
County’s Clark MacDonald (above). Iowa 
is one of the wealthiest agricultural states in 
the union, where farming, the biggest indus- 
try, produces farm income of around $2 
billion a year. 


SHAKE HANDS 
WITH IOWA 
++» THROUGH 


~ 


Iowa farmers’ incomes are nearly twice the 
U. S. farm average. This fertile market is 
yours to sell through Wallaces’ Farmer and 
Iowa Homestead. It’s the publication prac- 
tically all Iowa farmers look to, listen to and 
prefer (see chart) above all others. 


WALLACES’ FARMER 
and [OWA HOMESTEAD 


RICHARD &. PIERCE, PUBLISHER * DES MOINES, IOWA 


Iowa farm families tell you how you 
can communicate with them most effec- 
tively in the new 


"'INFARMATION PLEASE, No. 3” 


a comprehensive report of an informa- 
tion study by the Statistical Laboratory 
of Iowa State College. Write for your 
copy (on your letterhead, please). 


od 
Papers and Magazines carrying farm- 
ing information which lowa farm 


operators would choose if they could 
“take only one”. 


PUB. A 
10.8% 
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Another true-to-life story about some make-believe characters 


How to make hay 
when the sun shines 


in Chicago 


\ Vitbur always wilted in hot weather. ‘3 § 
As a small boy, he was first to shed his shoes and socks, first into the old 


swimming hole—first to turn the crank and last to lick the dasher of Grandma’s ice 


As Wilbur grew older, new-fangled gadgets replaced old-fashioned summer stand-bys. 


Beating the heat became big business. And Wilbur became president of Kalm, Kool 


» 


& Kollected, manufacturers of central air-conditioning equipment 


for factories and stores. 


One sunny day a year ago Wilbur’s envious eyes strayed to a hot new prospect. 


*“Wouldn’t it be peachy (besides being profitable),’’ mused he, “‘if our 
Uw 


Kompany could cool off America at home as well as at work and play?” 


The only difficulty was that Wilbur didn’t want to slight his industrial 


business in order to cash in on the residential. So while Wilbur was trying to 
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figure out how to go about it, along came Joe, the trusty ad hound from 
the Chicago Tribune pack. 


‘*Psst,’’ whispered Joe, “I know a place where summer temperatures soar—and business 


and industry are sizzling. The natives there have money to burn 2 e>)ive: Be 


and new $50,000 split-level lean-tos are a dime a dozen.” 


“Sounds like heaven,” sighed Wilbur. “‘No,”’ replied Joe, “‘just the 


hottest town this side—Chicago! And here are figures that prove just how hot it is: 


a i ae 
“On the industrial side, there are 12,000 factories S} JUL 
oe eeconeema 


and 47,000 stores in Cook County alone—many needing new air conditioning; and a 


10-12% increase in non-residential construction is estimated for the next 6 months. The 


them. 12% of metropolitan Chicago families earn over $10,000 a year (compared to 
the national average of only 5%).” 

*‘Now, I hesitate to mention names,”’ continued Joe, “but I happen to 
know a newspaper that covers 81% of the metropolitan Chicago households earning over 
$7,000. You should see how those home-loving big-shots eat up financial pages .. .”’ 

So Wilbur used those financial pages to advertise his air-conditioning equipment. 
And this cool calculation really paid off! So much so that Wilbur will be back in 


the Tribune when the swelter season sets in again in Chicago. 


Now maybe you sell afghans or aiguillettes instead of air conditioning. 


ILS 
But if you want to sell more of them in Chicago, call on Joe. || VS 


Nobody knows Chicago like the Tribune. Nothing sells Chicago like the Tribune. 


And Joe’s the one to give the facts to you. 


Chicago Tribune _ hy 


THE WORLD'S GREATEST NEWSPAPER 
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Heating Up the Movie Ads 


Not too many moons ago two Apvertisinc AGE columnists burst 
into print simultaneously (each completely unaware of the other’s 
interest) on the subject of movie advertising. 

Jim Woolf and Clyde Bedell said they thought some movie adver- 
tising was in extremely poor taste, and that in many instances the 
advertising was “heated up” sexually, even when the movie itself 
committed no sins of voluptuousness or immoral exposure. 

For these opinions, these men and Apvertistnc AGE became the 
favorite whipping boys of the movie exploitation business. They and 
we were denounced vigorously, at length and often, by spokesmen for 
the movie industry and by a couple of publications in the industry 
which seemed determined to make a permanent career out of pillory- 
ing AA and its columnists. 

For these reasons if no others, it is interesting to learn that a mem- 
ber of the fraternity—movie actress Arlene Dahl—is now echoing the 
sentiments of Bedell and Woolf. She has filed suit in New York 
against Columbia Pictures for $1,000,000, on precisely the “heated up 
advertising” allegations which AA’s columnists discussed. The adver- 
tising for a picture called “Wicked as They Come” (the original title 
is said to have been “Portrait in Smoke’) depicts her, Miss Dahl 
says, “in obscene, offensive and sexually suggestive poses which have 
no relationship to the motion picture and for which I did not pose.” 

Miss Dahl’s suit insists that the ads contained in the studio’s press 
book for the picture, have “created an atmosphere of salaciousness, 
sensuousness, lust and unwarranted and false stimulation of sexual 
connotation by the device of starting with a true likeness of my face 
and, through retouching and other tampering by artists, depicting 
backgrounds and scenes in which I never posed.” And she says the 
same methods were used to show a female figure in various stages of 
disrobement “and in compromising positions’—all superimposed on 
reproductions of her face. 

We have no idea whether Miss Dahl’s charges are valid or not, but 
it is interesting that they should have been filed. The filing could 
indicate that there are actresses who are seriously concerned about 
their dignity “and general reputation as a married woman of refine- 
ment, culture and good morals”; it could indicate that “heating up” 
picture advertising is more widespread than it used to be; or simply 
that people everywhere are more crochety than they once were. 

Whatever the answer, the very filing of suit will have a toning 
down effect on the movie admakers. Not only might such a suit 
be won some time, but the publicity itself is bad because of its as- 
sertions that the advertising is much more exciting than the picture. 


Changes in the Gasoline Picture 


The spread in Life for Atlantic Refining Co.’s new Imperial gaso- 
line is an interesting tip-off of what to look for in the gasoline mar- 
keting field. 

Atlantic currently operates in a 17-state area, and a spread in Life, 
going to many states where Atlantic gasoline has never been heard 
of, seems wasteful. But all the indications are that there will shortly 
be a considerably smaller number of regional gasoline brands in the 
United States, and a considerably larger number which are marketed 
throughout the country. As we have pointed out before, there are 
clear indications all over the lot of this type of national brand de- 
velopment. 

It is interesting that the economics of gasoline marketing and ad- 
vertising seem primarily to be causing this very drastic change in the 
marketing pattern. More widespread travel, greater economy of na- 
tionwide advertising and sales efforts, and lesser importance of re- 
gional blending differences are all contributing to making national 
brands more important and regional brands less so. 


—Chariles 
“Well thought of? Why, when he 
cocktail lounge retired his stool.” 


A. Hollis, Campbell-Ewald Co., Detroit. 
left the agency the boys at the 


What They're Saying 


Speaking of Conformity 


expect to sell lumber from the ad; 


Advertising Age, March 18, 1957 


Rough Proofs 


Publishers who have noted the 
steep increases in postal rates now 
before Congress might not be 
blamed for thinking that the Post 
Office Department regards them 
as second-class citizens. 


There’s a debate raging over 
which sport attracts the most at- 
tendance, racing or baseball, .but 
there’s none as to which takes the 
most dough out of the pockets of 
its devoted followers. 


President Eisenhower told a 
news conference that he drinks 
Mountain Valley mineral water 
when he’s away from Washington. 
And the plug wasn’t even off the 
record. 


Arlene Dahl has sued Columbia 
Pictures for using photographs in 
the promotion of ““Wicked as They 
Come” which she regards as “ob- 
scene, offensive and sexually sug- 
gestive.” 

Maybe she should have objected 
earlier to the title. 


The astounding movie success of 
Jules Verne’s epic, “Around the 
World in Eighty Days,” shows that 
the great American public is still 
interested in the finer things of 
life, especially when accompanied 
by Cinemascope, color, wide screen 
and stereophonic sound. 


“Fictitious price claims drew 
most beefs in 1956: NBBB.” 
It would be a lot easier to police 


Conformity is not a special char- | he realizes it’s a donation, but he 
acteristic of business; it is a char- | projects that thinking into ali ad- 
acteristic of all organizations of | vertising. You couldn’t get him to 
whatever nature. I am inclined to| step from his El Dorado Cadillac 
think that, man for man, the large into a frayed buggy, drawn by a 


them if anybody could find out 
what the standard list price of any 


business unit provides greater op-| 
portunities for individuality and 


| requires less in the way of con- 


formity than other institutions of 
comparable size—the government 
service, say, or the academic world, 
or certainly the military. 

I realize that it is popular to re- 
gard the large business unit as a 
machine in which human toler- 
ances are held within precise limits 
and some All-Seeing Eye charts! 
the manners, dress, and political 
views of each candidate for ad-| 
vancement. One of the magazines | 
devoted to business has the curious 
conviction that the wives of busi- | 
ness executives are screened criti- 
cally as part of the criteria for 
promotion. 

All this of course is pure fiction, 
at least according to our experi-| 
ence. The Gray Flannel Suit is a 
pretty superficial symbol after all 
(I don’t own one), and among my 
most valued associates taste in 
dress covers a pretty broad pat- 
tern. The same goes for personal 
habits and enthusiasms. As for 
wives, I can report that among my 
close co-workers there are a num- 
ber whose ladies I have never 
seen. 

~—Crawford H. Greenwalt, president, 

E. I. du Pont de Nemours & Co., in 


“The Culture of the Business Man,” 
The Saturday Review, Jan. 19. 


Lo the Poor Lumberman 

The average lumberman is about 
as promotion-minded as a Hol- 
stein cow. His idea of a big adver- 
tising campaign takes place when 
he spends ten dollars on a two- 


inch advertisement in his town’s 
high school annual. No, he doesn’t 


| mid-twentieth 


|time he is concerned about his 
| profit margins. So—okay—how do 


sway-backed grey, for requited | 
love, or two-dollar old-growth | 


stumpage. But he’s running his 


century business | 
just as his father ran it, and his | 
grandfather ran it. 

And the world is passing him by. | 


—Bob Smith, senior editor, 
Lumber Digest, Feb. 14. 


Crow's | 
Creativity Is the Factor 

In essence, point of purchase is | 
another medium, but a medium | 
over which there is no control of | 
circulation, so you can’t buy it asa | 
medium. And you have to sell it to 
those who use it. The retailer has 
to deal constantly with hundreds 
of promotions. And he is concerned 
about costs and time and space 
factors. He wants an air of excite- 
ment in his store but at the same 


you go about promoting p.o.p. to 
the retailer? I think the answer is | 
that you apply the same rule you 
do to promote effectively in any 
medium: The most important fac- 
tor is creativity. 


—Russell Nagel, vp and merchandising 
director, Foote, Cone & Belding, Los | 
Angeles, speaking before the San 
Francisco Adclub. 


She Likes the Yeast 

Women like to dream. Dreams 
are the yeast of living. That is why 
women should never be put on a 
job that requires straight, solid 
thinking. She’ll wear out. Her emo- 
tion of wonder is too strong. Let 
her use her imagination. 


—Dr. Cleo Dawson, professor of psy- 
chology, University of Kentucky, 


speaking at a Rotary Club luncheon | 
in Chicago. | 


ja “Togetherness” 


product actually is. 
e 


Art Nielsen Jr., who often teams 
with his old man to win tennis 
tournaments, has captured the 
Chicago district squash racquets 
championship. 

Give Nielsen a racket and he’s 
at home on any court. 


Mrs. Pat Nixon has received 
award from 
McCall’s, a notable achievement 
when the traveling schedule of the 


Vice-President is considered. 
. 


Cleveland’s Indians and Browns 
are looking on with a touch of 
nostalgia as Bob Feller and Otto 
Graham start pitching for Motor- 
ola. 


Magazine buddies of Bill Sittig, 
who is becoming a vice-president 
for Clint Frank, hope he won’t be 
in conference when they drop 
around to ask for that order. 


“Women are wonderful,” asserts 
Charm, which proceeds to prove it 
by showing how they expose their 
toes in those open-faced slippers 
they wear bravely through the 
worst of snowy winters. 


“Does the thought of taking an 
ordinary photo and making it dra- 
matic by cropping excite you?” 
asks an agency looking for an art 
director. 

Frankly, no. 


Copy Cus. 
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YOU CANT PUT A NEWSPAPER 
TOGETHER LIKE A SALAD! 


““Mix ’em up and make it do’’ won’t work when 
make-up time comes at The Inquirer. Every page is 
planned with attractiveness aforethought. Every effort 
is made to provide a well-balanced presentation of 


the news and an inviting appearance, so that readers It tak / . 
are led skillfully from page to page, section to section, anes pranning —a 


story to story. devotion to journalism’s 


Perhaps this accounts for the extremely high reader- 


tiger . great traditions—an eye 
ship enjoyed by The Inquirer, as proved in recent 


studies by impartial research organizations—reader- f or the needs of today — 
ship that includes the advertising as well as editorial ; . : 
content. Such readership, plus the devoted loyalty of to pr oduce a distir us uished 


its readers, accounts for The Inquirer’s unquestioned 

leadership: more advertisers place more linage in The 
4 Inquirer than in any other Philadelphia newspaper. 
{i 


newspaper. 


The Philadelphia Pnrquirer 


a Now in its 24th consecutive year of total advertising leadership 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS - FIRST 3 MARKETS GROUP 
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Today, in the manufacturing industries, your fastest-growing and most important buying 
influence is the PLANT OPERATING GROUP . . . the management men and engineers 
with operating responsibilities for production, plant engineering and maintenance, and 
direction of people. Here an actual case study from the files of FACTORY — only publication 
serving this group exclusively — demonstrates the PLANT OPERATING GROUP 


in action after a manufacturer changed his steel specifications . . . 


McKENNEY (Methods Engineer) 
... yes, “Methods” had plenty to say 


CHARLIE (Chief Engineer) ... 
he liked “the good old days” 


BARNEY (Plant Manager) .. . 
it all started with the customer 
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of the Engineering Department of a good- 
sized outfit that makes railroad equipment. 


NCE UPON A TIME there was a man 
/ named Charlie Chugwater who was head 


As the scene opens, we find Charlie standing by 
the plant lab, beefing to a tall, skinny fellow who 
happens to be Barney Gallup, one of the com- 
pany’s “brass.” Barney, who’s been doing most of 
the listening, finally sneaks a word in, “Look, 
Charlie, we’ve got to meet the new specs, no matter 
whose steel or what kind of steel it takes. It’s the 
customer's dime and we've got to deliver.” 

Charlie, red in the face, replied, “So, we'll do 
it. We'll test suppliers’ steel till it comes out of 
our ears. I'll keep the lab open day and night.” 

“Okay,” said Barney, “but think about poor 
Howie over in Planning — he’s gotta know soon. 
If he needs new equipment, he can’t turn around 
on a dime. And...” 

“Sure, sure,” interrupted Charlie. “And Paul 
McKenney in Methods, and those slide rule jokers 
in Production Control, and that new bird in Plant 
Services. I got more cooks stirring my stew .. .” 

“I know,” smiled Barney. “It’s not like the good 
old days when you and I made all the decisions. 
Anyway, I'll stay out of your hair until Monday. 
But then, brother . . .” His voice trailed off as he 
walked away. 


MEANWHILE, ACROSS THE STREET at the 
company office, a young sales engineer (whose 
calling card said his name was Jeffrey Howell, 
representing a well-known steel company) was 


PANGVITCH (Plant Services) ... 
turned out, he was in the act, too 


YOUNG JEFF (The Salesman) .. . 
well, it looks as though the kids will eat 


conducting what's known in the trade as a “recep- 
tion room pitch”. . . 

“But, Mr. Weiser,” he said, “I’ve told ‘you a 
dozen times that new high nickel steel of ours 
will do it. Why don’t you try...” 

“Look, Jeff, do me a favor,” Weiser answered. 
“The name is Howie. You've been calling on me 
a long time now.” 

“Two years,” said Jeff impatiently, “and still 
nothing but trial orders. My boss is going to hand 
me my head one of these days.” 

“If I ran the place, you'd be made,” acknowl- 
edged Howie, “but there’s a few other prima 
donnas around here. This is a fact I may have 
mentioned to you before.” 

“Yes, you have,” Jeff frowned, “and I've even 
latched on to a couple of them. Took a lot of doing, 
too. Besides, you know I've got other customers. 
My kids would starve if I counted on you.” 

“I’m crying,” said Howie. “Anyway, I got your 
samples on the test line. What's more, to show you 
my heart’s in the right place, stop back at noon, 
and I'll buy the lunch. Nothing we can do now. I 
hear the showdown is Monday.” 


MONDAY WAS THE BIG DAY. Charlie and 
Barney were there, and Howie Weiser, Paul Mc- 
Kenney from Methods, and the boys from Produc- 
tion Control, Pangvitch, the new man from Plant 
Services, and some others. The conversation was 
hot and fast. Here’s the “net” of it: 

There were two alloys that came close to filling 
the bill exactly. The question was whether they 
had to be hot or cold formed to make the product 


4. HOWIE (Planning Engineer) . . . 
all he had to do was tool up for it 


... and whether present equipment could be used. 

McKenney produced an ad he had come across 
in a business publication (nameless, but edited 
exclusively for the Plant Operating Group). It 
concentrated heavily on the working characteris- 
tics of a certain alloy steel . . . just what a Methods 
man would be interested in. Naturally, he had in- 
vestigated further. So had the others. 

We won't keep you in suspense any longer. Jeff 
Howell did finally get the business . . . thanks to 
his dogged persistence—a product that met speci- 
fications—and his company’s foresight in covering 
all bases with dominant, intelligent advertising. 

Although the form of this story is fiction, the 
facts can be found right in one of the many buying 
histories in FACTORY ’s files. They cover a wide 
variety of actual purchases of plant equipment, 
materials and supplies. The situations are all dif- 
ferent, but each has this identical, inescapable 
common denominator . . . 


DUSTRIES, you must sell the Plant Oper- 

ating Group ... the management men and 

engineers with operating responsibilities 
for production, plant engineering and mainte- 
nance, and direction of people. 

And this Plant Operating Group is the biggest, 
the fastest-growing, and most important, and the 
most difficult-to-get-at influence in manufactur- 
ing plant buying. 

FACTORY, and only FACTORY, concen- 
trates its coverage and editorial content exclu- 


sively on the PLANT OPERATING GROUP. 


‘ik SELL THE MANUFACTURING IN. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


Edited Exclusively For The Plant Operating Group 
A McGraw Hill Publication (ABC-ABP) 330 W. 42nd Street, New York 36, N. Y. 
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35.5% of the heads of g/& ery Seba 
Magazine households surveyed | Rate Card No. 13 


New York, March 12—CBS Tel- 

. * . evision has published a new = 
are Officials or proprietors — sw, ncororuog inten tr 
have raised their prices since the 


Of businesses. This is by far sansirssg. 2 vente ee 


F The increases, some of which po 
t . t already in effect, range from 

the largest percentage In 1S in smaes “mares te 300, fo 

“o . which has been revised by network 

classification of any of pa eS 

new card adds Albany, Fresno and 


the 54 magazines ~ Cand NO. 12 offered an hour of 


Class A time on 101 required and 
. ~ optional basic stations for $85,175. 
appearing in t e atest Card No. 13, effective March 10, 
prices an hour of Class A time on 

106 required and optional basic 

Sta rch Consumer stations at $98,975. The rest of the 
network’s 226 affiliates are priced 

° individually only, though they are 
Ma azine Re ort arranged as part of the supple- 
g p . mentary, extended market, Can- 

. . ‘ ‘ adian or Alaska-Cuba, etc. group. 
1,176,014 Elks comprise a mass market with class incomes the median = The rate card was accompanied 
of which is $6,050. The Starch 51st Consumer Magazine Report gives | @ new production manual cov- 


. . ering fees for facilities and o- 
the complete picture. Just write or phone to see a copy. Guides cad GEE cicelase, “Tes 
hourly rate for live camera re- 
hearsal has been raised from $450 
to $500. . 


*Includes managers and officials 
in both private and public 
organizations. 


Critchfield Names Heckscher 

MAGAZINE Mrs. Jeanne Heckscher has been 
named media director of Critch- 
field & Co., Chicago. Mrs. Heck- 


New York + Chicago + Los Angeles - Portland, Ore. | Scher was in the media department 
of Beaumont & Hohman. 


LATEST ABC PUBLISHER'S STATEMENT OF SEPT. 30, 1956 


Now, almost 4 to 1 lead 


... in covering more of the Mississippi market than 


any other publication. 


PLUS . . . lowest milline rate to reach the Jackson trade 


area and state markets. 


... Still leading by nearly 3 to 1 in coverage of both 


Jackson & 16 county retail trade area. 


THE 


‘CLARION * LEDGER’ 


JACKSON DAILY * NE 
Morning — Evening ~ Sunday 


FPRESENTED BY THE KATZ AGENCY INC. 
CO-OWNERS WJTYV (TV) WSLI (RADIO) 


Advertising Age, March 18, 1957 


Getting Personal 


Frederic R. Gamble, president of the American Assn. of Advertis- 
ing Agencies, has accepted an invitation as commencement speaker 
this June from his alma mater, Knox College, Galesburg, Ill. Mr. 
Gamble received his bachelor of arts degree from the college in 1920 
and later studied at Oxford under a Rhodes scholarship. . . 

Don Brennan, pr director of Curtis Publishing Co., Philadelphia, 
has been named chairman of Section 5 in the drive to raise $1,000,- 
000 for the Girl Scouts’ Camp Development fund. He will cover pub- 
lishing, advertising. and graphic arts firms. . . Elisabeth M. Beck- 
jorden, network station representative, has joined the Radio Pi- 
oneers, New York. . . 


kK ETY 


QMAHA WOR D-HLAALD 


STATION 


CEREMONIAL—Herald Corp. president Ben H. Cowdery stands by as 
his daughter, Constance, adds the finishing touches to the corner- 
stone for the new Omaha television station KETV. Present at the 
ceremony was Sigurd S. Larmon, president of Young & Rubicam, 
New York, who placed a plastic-encased tv set in the cornersione 
with prophecies and current items to be re-examined 50 years hence. 


Walter J. Thompson, manager of publicity and advertising for the 
Niagara Mohawk Power Corp. Western Division, Buffalo, has been 
appointed chairman of public relations for the annual Catholic 
Charities Appeal in Buffalo. . . 

Julian Gross, head of Gross-Harrison Inc., Hartford agency, and 
former president of WKNB-AM-FM-TV, was given a testimonial 
dinner March 17 to mark his 25th year in advertising. . . 

A new dormitory at Missouri State Teachers College, Kirksville, 
Mo., is being named Brewer Hall in honor of Basil Brewer, pub- 
lisher of The Standard-Times, New Bedford, Mass., an MSTC 
alumnus, and author of the college song back in 1902... 

After 39 years with the News-Star and World, Monroe, La., Mrs. 
Irene Simms Reid has retired as advertising director to enter a new 
field as a real estate broker. Her organization, the I.E.S. Realty Co., 
is located in Monroe. . . 


45TH ANNIVERSARY—Griswold-Eshleman Co., Cleveland, gave a dinner 
Feb. 12 to mark the agency’s 45th anniversary and present service 
awards to 24 long-time employes. Here, John F. Davis (left), secre- 
tary-treasurer (32 years’ service), presents a gift to Lorna Borth, 
newest member of the ten-year service group. At right is Kenneth 
W. Akers, president, who has been with the agency for 23 years. 


A one-man show of paintings—oil and casein—by Andrew Nelson, 
senior art director of Hazard Advertising Co., will be on exhibit in 
the lounge of the Art Directors Club of New York from March 18 to 
March 30. It’s the first of six shows by art directors of New York 
agencies to be sponsored by the club... 

Claudette G. Briskie of Brooklyn was married March 9 to Robert 
Weisser, account exec of Ehrlich, Neuwirth & Sobo Inc., New York 
agency... 

To his many other civic interests, Walter C. Kurz, ad manager of 
the Chicago Tribune, has added membership on the board of the 
Tuberculosis Institute of Chicago and Cook County... 

Al Paul Lefton, president of Al Paul Lefton Co., Philadelphia, 
was reelected president of the Convention and Visitors Bureau at 
its annual meeting. Roger W. Clipp, general manager of WFIL and 
WFIL-TV, was reelected vp... 
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Grit reaches more and more small-town people every year 


The most important things we have to sell are the 
character of Grit readers and the fact that Grit 
really reaches America’s least exploited market. 
And these are things that scarcely lend themselves 
to charting. 

But we've become aware that many advertisers 
are not aware of the healthy persistency of the Grit 
circulation uptrend. A simple graph can set that 
matter straight. So here it is. It covers the history of 
Grit since its price was increased to 10c January 1, 
1949, and shows, you'll note, a circulation gain of 
better than 3344% in these 8 years. 

Actually, the story of Grit since its inception 74 
years ago has been one of consistent growth. And 
Grit has always concentrated in America’s true 
small towns, removed from both farm and Suburbia 


—the most difficult towns for any advertiser to 
blanket. 

Equally as noteworthy as growth itself is that it 
has been achieved without gimmicks, special offers, 
or circulation-fulfillment buys. Grit has never 
sought circulation alone. Its concern has been to 
find people to whom it has something to say. 

Grit readers are enthusiastic readers—as its 90% 
ratio of individual-copy sales testifies. And 59% of 
them are concentrated in towns of 2500 and less. 
Thumb through every national circulation break- 
down; you'll find nothing even close to that. 

Without Grit, it’s pretty hard to sell Small 
Towns, U.S.A. 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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The BOARDMASTER Visual Con- 
trol gives you Graphic Picture of 
your operations at a glance. You 
see in seconds how to save time 
and money. 


Over 100,000 organizations are 
using this simple, flexible tool to 
get things done. Ideal for sales, 
inventory, production, traffic, etc. 
Type or write on cards, snaps in 
grooves. Made of metal. 


Full price $4 9-50 with cards 
24-page Illustrated 

FREE | 800KLET No. v-300 
Without Obligation 

Write or Cali Wisconsin 17-8444 

GRAPHIC SYSTEMS, 55 West 42nd St., New York 36, N. Y. 


More Legal Slings, 
Arrows for Stamps 
in U.S. and Canada 


PHILADELPHIA, March 12—Oppo- 
sition to trading stamps among 
small business operators in Penn- 
sylvania has taken shape here in 
the form of the newly organized 
Pennsylvania Small Business Assn. 

A prime objective of the new 
group is legislative relief from the 
“inequalities” trading stamps exert 
against the small retailer. 

Maurice Kail of the United 
Businessmen’s Assn. of Philadel- 
phia and William S. Livengood, 
former state secretary of internal 
affairs, are heading the new asso- 


ciation as co-counsel. They plan, 
to speak against the stamps in talks 
to various groups around the state. 
Mr. Kail made one such talk re- | 
cently at a local chapter meeting | 
of the American Marketing Assn. 
He charged that stamps are threat- 
ening the survival of small retail- | 
ers throughout the state and called 
for legislation for control and es- 
cheat of unredeemed stamps. 
Taking issue with Mr. Kail at the 
meeting was Bernard Brown, 
treasurer of Lit Brothers depart- 
ment store here and president of 
the Gold Square Trading Stamp 
Co. Trading stamps are the “surest | 
and best of all premium promo- 
tions,” Mr. Brown asserted. 
“Philadelphia, which for many 
years was not a good stamp city, 


& tf . 


An 88% Increase 
Since 1954! 
Another Reason 
Why We Say... 


the only medium reaching 
every part of Metropolitan 
San Jose! 


Y 110,000 Daily Circulation® 
Up 12.2% 


93,000 Sunday Circulation® 
Up 13.4% 


V’ Food Linage 4,894,186** 
Up 18% 


* Publisher's Monthly Statement 
* Media Records, 1956 


Up and Coming... 


Billion Dollar Market! 


The Mercury and News is 


Food Sales $188,454,000 in San Jose... 
This Mercury and News estimate for 
1957 represents a 15.5 per cent gain in 
one year and an 88 per cent increase 
from food sales of $100,344,000 just 
three years ago! 


SAN JOSE 


Mercury ano News Be 


MEMBER 


| 


OF THE METRO SUNDAY COMICS NETWORK 
REPRESENTEO NATIONALLY BY RIDDER-JOHNS, 


INC. 


Heart of California’s Second Gold Rush! 


| 


Advertising Age, March 18, 1957 


will in three to five years become 
like western cities,” Mr. Brown 
added. 


s More anti-stamp organizing, 
meanwhile, has been going on in 
Canada. Representatives of a dozen 
local organizations, headed by the 
Canadian Assn. of Consumers, met 


| with crown attorney Raoul Mercier 


in Ottawa last week to ask for 
court action against companies is- 
suing stamps. 

The group is specifically asking 
that a legal test case be pursued to 
determine once and for all if the 
stamps are illegal under the crimi- 
nal code of Canada, according to 
A. F. W. Plumptre of the Ca- 
nadian Assn. of Consumers. The 
group is also requesting clarifica- 


|tion and revision, if necessary, of 
\the criminal code section dealing 


with trading stamps. 

Meanwhile, Gold Star Stamps, 
biggest operator in Canada, has 
started a subsidiary, Gold Stamp 
Co., designed to operate and pro- 
mote stamp plans for big retail 
chains. The new company is busy 
trying to sell groups like the Inde- 
pendent Grocers Alliance (which 
has its own Gold Bond stamp 
plan) on the idea of being first in 
the field with a giant stamp pro- 
motion. 


® Back in the U.S., meanwhile, a 
new twist in trading stamps has 
been developed by a dry cleaner 
in Pikesville, Md. Irving N. Hack- 
erman, operator of the establish- 
ment, is offering his customers six 
red U.S. savings stamps worth 10¢ 
each for each $20 worth of dry 
cleaning ordered. 

Along with the stamps, Mr. 
Hackerman provides stamp books 
which, when filled, are valued at 
$18. By adding 75¢ cash, the cus- 
tomer can receive an $18.75 U.S. 
savings bond worth $25 at matur- 
ity. 

The Treasury Department fur- 
nishes valuable promotional aids 
such as stamp books, posters and 
newspaper ad mats encouraging 
thrift via U.S. savings bonds and 
stamps, Mr. Hackerman says. 

“The Treasury Department has 
no objection to the use of savings 
bonds or stamps as premiums, gifts 
or discounts,” according to Jarvis 
M. Morse, national planning rep- 
resentative of the savings bond di- 
vision of the Treasury Department, 

. but the department wishes to 
have it understood that such use 
does not imply any official en- 
dorsement or sponsorship by the 
U. S. Treasury,” he said. 


NO ANTI-STAMP BILL 
SEEN IN N.Y. THIS YEAR 

ALBANY, March 12—The Harri- 
man administration has decided 
against offering any legislation this 
year to curb the use of trading 
stamps in the state of New York. 

A spokesman for Dr. Persia 
Campbell, Gov. Harriman’s con- 
sumer counsel, said her office 
would “continue to keep in touch 
with the trading stamp problem.” 

Arthur Startz, her executive as- 
sistant, said data compiled at pub- 
lic hearings last fall were insuffi- 
cient as a basis for any legislation. 

At the hearing, trading stamps 
were termed both “a racket” and 
a useful service. 

Trading stamp companies main- 
tained that use of the stamps does 
not result in higher retail prices 
and amounts instead to a cash dis- 
count for shoppers. 

Merchant groups argued that the 
consumer does pay for the stamps 
and has no guarantee that the 
stamps will be redeemed. +. 


Ostrander Opens Agency 

R. C. Ostrander, formerly vp of 
Cline Advertising Service in Boise, 
Ida., has formed a new agency with 
| headquarters in Billings, Mont. The 
agency, to be known as Ostrander 
Advertising, will have offices at 
18% N. Broadway. 
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You're Inside Russia when you read the vivid 
Gunther report in the current LoOoK— 

his first Inside story written for a magazine. 
You talk to the rulers and the ruled. 

You get their reaction to 


One of the world 's Eisenhower, co-existence, de-Stalinization. 
You see how people live in a country 

great reporters. One of “so secretive you can’t even find a phone book”... 
so regimented that all suits are black . . . 

the year’s 4 reat stories. so austere that the white lines in the streets 


are for parades—not automobiles. 


John Gunther takes you 


Issue after issue, LOOK introduces you 


. e to the people who give meaning to the issues and 
Inside Russia. events of our day. You will like some of these 
people. You will dislike some. But only by knowing 


them will you understand fully the world we live in. 


This is the exciting story of people that 


attracts over 20,000,000 readers to the pages of 
Look. Their interest in LOOK helps explain 

why, since 1946, Look has become America’s 
fastest-growing major magazine in both circulation 


and advertising revenue . . . why LOOK is 
such a big, convincing salesman for the 


products of American industry. 


LOOK 


the exciting story of people 
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The importance of HOW MANY 


In the period 1950-56 ‘“U.S.NEws & WoRLD REporT”’ 
more than doubled its circulation, scoring the big- 
gest gains among news and management magazines, 
both numerically and percentage-wise. ‘“U.S.NEws & 
Wor.p Reporr”’ circulation is now past the 900,000 
net paid mark—and is still growing. 


ONLY MAGAZINE IN THE FIELD TO MORE THAN 
DOUBLE THE CIRCULATION IT HAD SIX YEARS AGO 
More and more people—important people—are 

telling their friends and associates 


about the magazine they like— 
they need—they use. 900,000 


382,732 


1950 1951 1952 1953 1954 1955 1956 Jan. ’57 


Source: Figures through 1955 are publisher's statements filed 
with the Audit Bureau of Circulations. 1956 figure filed with the 
ABC, subject to audit. Jan. 1957 figure, publisher's estimate. 


The importance of WHO 


Three out of four “U.S.NEws & WorLp REpor?T” 
subscribers are high-income managerial men in busi- 
ness, industry, government and the professions. They 
comprise a big and important segment of the volume 
market for all quality goods and services—for busi- 
ness and for personal use. 


LARGEST GAIN IN MANAGERIAL COVERAGE 
News and Management Weeklies 1950-57 


363,676 


“USN&WR”’ Magazine B Magazine C Magazine D 
Source: Comparison of each publisher's data 


Soa 


»S.News BGs 


FOR IMPORTANT 
eat 2 PEOPLE 


Americas Class News Magazine 


An essential magazine . . . essential to more and. more } 


readers ... essential to more and more advertisers 


Advertising offices at 45 Rockefeller Plaza, New York 20, 
N. Y. Other offices in Boston, Philadelphia, Cleveland, 
Detroit, Chicago, St. Louis, Los Angeles, San Francisco, and 
Washington, D. C. 
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The importance of HOW ACQUIRED 


More than 97% of “U.S.NEws & WoRLD REPORT’ 
circulation continues to come from the three most 
voluntary sources—mail direct to publisher, cata- 
logue agencies, and newsstand sales. ““U.S.NEws & 
Wor.p ReEpor?”’ leads its field in newsstand sales 
gains; it also leads the field in percentage of circula- 
tion acquired through these three most voluntary 
methods. Advertisers are generally agreed that circu- 
lation obtained through the more voluntary methods 
may be expected to be more productive of readership 
than that produced by other methods which involve 
a high degree of sales pressure. Readership, obviously, 
is the cornerstone for sales results. 


ONLY MAGAZINE IN THE FIELD TO SCORE 
CONSISTENT NEWSSTAND GAINS, YEAR AFTER YEAR 


“USN&WR?” is on sale at only 30% of the 
nation’s outlets—choice counters in the better 
business and residential areas. More and more 
people buy it at newsstands—more and more 
people find it useful to be well informed. 


Newsstand Sales Average, 107,295 
Ist six months, Jan.-June 


a 
c 
; 
x 
52 
ye 


1950 1951 1952 1953 1954 1955 1956 


Source: Publisher's statements to the 
Audit Bureau of Circulations 


Now more than 900,000 


PERCENTAGE OF “CLASS A” CIRCULATION 
HIGHEST IN THE FIELD—YEAR AFTER YEAR 


% of “‘USN&WR?” purchases made with mini- 
mum of sales inducement: newsstand sales, 
mail direct to publisher, catalogue agencies. 


9%2 97) 972 97.3 979 97.2 978 


1950 1951 1952 1953 1954 1955 1956 
(1st six months) 


Sources: Figures based on analysis of publisher's statements 
to the Audit Bureau of Circulations. Definitions based on a 
Study in Evaluation of Circulation Methods conducted among 
the 100 leading national advertisers, October, 1954. 


not duplicated by any other magazine in the field 


NET PAID CIRCULATION ... a market 


The reasons for this growth record 


Why this remarkable record of growth, concentrated 
among America’s high-income people of importance? 

The answer is in the content of the magazine. Never 
before has the essential news of national and interna- 
tional affairs had such an impact upon the day-to-day 
plans and decisions of intelligent people of responsibility. 
“U.S.News & WorLD REpor’’’ is the only magazine 
which dedicates its content entirely to this kind of news. 

“U.S.NEws & WorLD Report” is for people who 
frequently participate in the news—often make the news. 
“U.S.NeEws & WorLpD Report’ reports and analyzes 
the useful and original news—more of it than is reported 
anywhere else, much of it reported nowhere else. Its 
singular publishing achievement is in helping its readers 
put this news to work for them. It shows them how to 
use it to their advantage. 

Advertisers recognize these strong values in “U.S. 
News & WorLD Report,” and the kind of audience they 
attract. ““U.S.NEws & WorLD REpor?’”’ was first among 
all magazines in advertising page gains in the period 
1950-56. More and more advertisers find ““U.S.NEws & 
Wor.Lp REporT”’ essential— because its readers do. 


oe ee To. ee ae en ee Ne Bee ere Nes SR it et, oo i ee I oe ae. ges fo > ele I ey Ra i Sable. ae moa oe ‘ia nM Woe st Fc eller? acpi ic Gin! The ti 
(ni eR to 7 eet 0 ee oe es i. ee ewe a Oe eo | chen ae aaa Ie 
(oS lees Mies 8 epee yelled, a i tee Be tire. Veter Ppt Yo ae BA Gc, Ae wen 8) ie, Se a a oe aS Aaa 1 oe ee aS hs. aes ee ce 
a one on ee OU ee ee es se a) eine Be ma gee at tc a gota : Bo te gai por am af ae. aA 
lee oS  yag p35 oe ea ae ae “ees ee Be ae aU Be Aa WS ho eee ane oes oo % cet See ‘val ; Aes eee eee "a ig eile ne oh mal hy yore mu Tip ate: ty ere aa Me. 
On ae ae e peed a SO ae a ae 3 ” eee - — : eee ay = q an ee Pas wa A ee ae A ot ea wR ae * oa aco pite 
f ie , gee eStats ; % Ara | sree aes ‘See ae pect at el ee AR 5 Ria peer; eh Fay pe De | ete See a oder ae Bate 3 (eee; 
oe Ga Nd , ¢ Seca See 12 aioe | lis agi! i" = é = : gy ar = 
sein eae 
ioe regen ee 
P. MEL iy 
aa ree 
5 ; es 
oS 
= 
a 
Pe, 
ea 
BA J 
are 
1 
er = 
r. =, 
a ‘ ’ oe 
3 ; 7 * . oe 
a ‘ eyes De) he 
eas: . 3 S A ee Bea Ne 
= a Ud eee 4 aH: ; pe ae 
. ’ i |: as ia i act a. 
: a eo : ¢ e 
es t ; . 3 s ) m 
ile : eS Pea . d yea ae 
aa a 3 > 3 : ‘. a ceed 
eu P 2 y a Se ae 
2 ats ‘ : a 2 Rae 6 
Bi ; wa 
ne ad eae 
on peor 
ce peat 
3 aaa 
am poe oe. 
Af a 
a a a: 
- Bai a 
orn me 
ie ag 
_ idl 
; “205 
2 ¢ ie |. 
Pre ae 
aes ve 
ce 
mn — 
¢ . " i Ai 
‘Se 
pee e . os saps: 
fhe ; 3 . : &a aie), 
Ae +, : wae , heater 
te aa ee 
oe : . . r a 4 eee Pe wes 
oe * i a 4 wg a 
ate et . af ins e ek eo 
Dar Gs 2 bre * ¥ eto 
F 2 Ff “ P rase ; PRES ag 
im S : ‘ § et ae 
bigs 2 * Si a ae a 
tame be a a, 
Ene * 4 * a cs 7 _ 
ms ; : 4 an 
ae ; ; e “ § | 
ao : 
Sy 
tity ae 
See 
’ . ee 
oe 
er 
co Dll aa 
ae Bet ean 
pt, Sin 8 a, 
J ae 
oe oom ee. 
3 mF 
Gs fae 
wn 
ous 
= ie - : 
ce a, 
ee, Ree 
ee bes Sea: 
lige has 
a ers a 7 
re ee er = 
vate Le es 
= abe a 
7 ae 
4 Orr 
oe a. 7 
ned 9 3 * = 
Fae al , os .. 
rs | 2 cs. +e . Borie 
= “ - ’ eee 
ee ry i r io ne 
ee . Bi Pay = f ol chy 
v Py " fe ; a as 
| 41,073 ; j 7 ae 
’ ay * ee ro he ee 
ie ' i 8 * oe * ayeens fh 
eae > | “43 a i i 
Pat 3 m = ne Spek 5 
eis a t. sli Big es 
As a “ , a ¢: ‘ - ‘ Be res 
Sar : «3 te Tele eae 
7 ti : ‘ ‘ * Piet 
i 7 R F MP ‘ 
ae os to “= = * Bo = é 
in . vw 
a a ye < 
‘am 4 apse, ee 
seri ae 
ne pe 7 Pas 
cheers cn 
ie at, oS 
Bs Fin pet a aol 
: Baal eae 
: i ; 
- $$$ fF 
apie! 
an ig as 
a ee are a: 
ree De ae i 
% Siig et 
* oa Pe eee ie 
~ peta bade 
ihe ee ge 
ig r 
ini, E 
at all 
ewe war fc 
« oer 
ag ears 
- : 
m a oes j " "3 giles =. 5 F P Ses 5 P ‘ so Bea ees 
iad Pog ne = a dee pe a : aes ah ( F rar i eTas See et ee eee is gp ie & Sie ei cia P as eee ee aa 
ee Pain Pa re ae Ee) . aa esi 3 eg ede. ie ae ees f ee igi ae cs hy ee ee er es ki were 2 eee ws Sarees 3). Sole feaacling sty eg es 
fat eee ca Coa tn ae i : fe Ai ee = Oe aes ; kes : cies i. es ts es a ap et eee ; : tiie: 
ae ge et wae Be ee ee ge QE SP ey eee PN oe eho ree aot we ea - a ee eo fe ak ta et Sel i ae eeu ee eer Wore sa iE sued eee eens 4 a eee me a fe ee cee ere Sh EE a ae ete ee eS ; 1 Sedtgs 
Be SP SR PRET Sel ee AO RR SIRS 0 Na oe PO NSS ORR i SSS laa RNR ALR A PALL dds 0 RS 2 RE 8 2 a Ng 


24 


Deadline: Mar. 20 


for Midwest Purchasing Agent's 


April ROSTER 


% Best industrial ad-buy for '57 


¥%& Directory of P.A.'s in industry's 
$100-Billion midwest market 


%& Names, companies, addresses 
—cross-indexed 


% Reference data for P.A.'s 
% Year around value 
% Low regional rates 


Get details now! 


The Midwest Purchasing Agent 
647 Penton Bidg., Cleveland, Ohio 


Sutton Sets Radio-TV Drive 


Sutton Cosmetics, New York, 
will launch two 13-week radio-tv 
spot campaigns for Sutton deodor- 
ant stick in major markets. The 
first, starting April 1, will run in 
six radio and one tv markets; the 
second, beginning July 1, will ap- 
pear in five other radio and two 
other tv markets. Lawrence C. 
Gumbinner Advertising Agency 
handles the account. 


McMurray Succeeds Wood 

Maurice E. McMurray, with the 
Storer Broadcasting Co. national 
sales office in New York since 1956, 
has been named national sales di- 
rector of the company, succeeding 
the late Bob Wood. 


WPLM Names Breen & Ward 
Breen & Ward, New York, has 
been appointed to represent 
WPLM, Plymouth, Mass. The sta- 
tion was formerly handled by 
Walker Representation Co. 
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The friendly Free Press 
is now TOPS in circulation! 


Detroit’s brightest and sprightliest paper 
has more readers than any other Michigan newspaper! 


And the Free Press is growing faster, too! 


Specify the friendly Free Press—and you’re advertising 
in Michigan’s most popular newspaper! 


Detroit Free Press 


FIRST IN 456 16 o 
CIRCULATION ‘ 


—you see the friendly FREE PRESS everywhere! 


*Daily circulation, Publisher's Statement 9/30/56, 
as filed with the Audit Bureau of Circulations 


Mational Representative: Story, Brooks & Finley . Retail Representative: Kent Hanson, New York 


Southern Resort Representative: Hal Winter Company, Miami Beagh 


Advertising Age, March 18, 1957 


Be a Carstens Hygrade 


PLUSH TREATMENT—A newspaper ad 
promotes the VIP contest being 
conducted by Carstens Hygrade. 


Coast Packer's 
TV Star Contest 


Is Prize Package 


Tacoma, March 12—A _ gala 
| weekend in Seattle is offered as 
| the weekly prize in a new contest 
|launched on behalf of Carstens 
| Hygrade meat products. 
| The contestant sends in the label 
| from a package of Carstens meats 
and selects his favorite tv star and 
tells why in 25 words. 

Each week, starting March 7 and 
running through May, Carstens 
will select the winner to receive 

(1) use of a chauffeur-driven 

| limousine, provided by Avis Rent- 
a-Car for the weekend; (2) a gro- 
cery shopping tour at the store 
where he bought Carstens Hygrade 
meat; (3) luncheon and a “VIP 
tip-to-toe” shopping tour (limit 
$200) at Frederick & Nelson de- 
|partment store; (4) $10 each for 
dad and the kids; (5) dinner at the 
‘Colony restaurant; (6) two nights 
in the Presidential suite of the 
| Olympic Hotel; (7) Sunday break- 
fast in bed; (8) a year’s subscrip- 
| tion to TV Guide, and (19) a 14” 
portable Motorola tv set. 

TV-Guide’s Washington edition 
carries a half-page schedule week- 

|ly for the 13 weeks of the cam- 
paign. A 13-week schedule is also 
|}earried on KOMO-TYV, Seattle. 


@® The radio schedule includes 
KBKW, Aberdeen; KVOS, Belling- 
ham; KBRO, Bremerton; KRKO, 
Everett; KGY, Olympia; KONP, 
Port Angeles, and KTAC and 
KMO, Tacoma. 

Newspaper promotion is in the 
Aberdeen World, Bellingham Her- 
ald, Bremerton Sun, Everett Her- 
ald, Centralia-Chehalis Chronicle, 
Longview News, Olympia Olym- 
pian, Port Angeles News, Seattle 
Post-Intelligencer, Seattle Times, 
;and Tacoma News Tribune. 

Pacific National Advertising 
| Agency, Seattle, handles the ac- 
| count. ~ 


‘Architectural Forum’ Appoints 

S. Chapin Lawson, formerly 
|eastern advertising manager of 
Architectural Forum, has been 
named advertising director. He 
| succeeds Herbert Bippart, who has 
joined Time on special assignment. 
John Beard has been named ad- 
vertising manager of Forum, a new 
post. He was formerly western 
manager in Cleveland. Bruce El- 
liott, formerly of the Chicago sales 
staff, takes over as the Cleveland 
manager. 


RKO Names Kaufman 

Arnold Kaufman, chief exec- 
utive aide to Thomas F. O’Neil, 
president and chairman of RKO 
Teleradio Pictures, New York, has 
been named a vp of the motion pic- 
ture and broadcasting company. 
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to misinformation-mongers: 


“DOWN, BOYS!” 


Imagine our fascinated surprise to learn in the past couple of weeks IT AIN'T SO...1N CLUBS (either)! 

that we were about to sell one of our trade magazines, ELECTRICAL ELECTRICAL DEALER is an acknowledged and legitimate child of 

DEALER. We had it on the most impeachable authority, too! a prosperous parentage. It is one of a thrivin ng family of five 
Haywood trade publications. It’s a vigorous an 


Bn yee 29, 
part of a publishing line which goes back into last century. 


IT AIN'T SO...1N SPADES! 


We're sorry to disappoint anyone who thought they might pick up WE'RE NOT SELLING ELECTRICAL DEALER... 

a good publishing property at a push-cart price. We're also sorry to It wouldn’t make much sense to let a magazine get away from us 
deprive anyone on Madison Avenue or Boul Mich of a rumor-over- which we sincerely believe to be the best buy in its field, for such 
the-rocks. reasons as these: 


* ELECTRICAL DEALER has proven national coverage of the Appliance-TV-Kitchen Dealers 
who sell 85% of the annual U.S. volume. 


* ELECTRICAL DEALER has the finest circulation in the field—because it is scientifically 
selected, carefully verified, and balanced to fit Buying Power Index figures. 


* ELECTRICAL DEALER has the only “at home” coverage of Distributor Salesmen—and 
the only regular special section devoted to distributor interests. 


* ELECTRICAL DEALER has the highest continuity of readership in the field. 


+t i, J bubold Haguerd/f 


PRESIDENT 


ELECTRICAL DEALER - Electric Light & Power 


HAYWOOD PUBLISHING COMPANY - 22. nuron $1 mean mL | 
NEW YORK- — — * WEST 4 McDonc 
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Growing 
with Chicago... 
the new Sun-Times 
building aow under 
construction 


71) W. WACKER DAIVE CHICAGO 
250 PARK AVENUE, NEW TORK * 
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Ee nee eager cer ro 


HERE'S WHY: 


In the City of Chicago...more people under 45 read the Sun-Times than 
any other newspaper. 


This eager young market buys 72% of all washing machines sold —63% of all refrigerators ~ 62% of all ranges! 


Chicago retailers know these figures (and others just a5 spectacular) .. . that's one of the reasons why the Sun-Times has climbed to 


second largest newspaper in total retail linage — leading either evening newspaper! 


In the Chicago area...the Sun-Times ~—Tribune combination delivers greater 


coverage and more unduplicated circulation than any other 2- paper combination. 
No single Chicago daily newspaper covets even half the market. That's why it takes 2... ama for best results, the right 2 must include 


Chicago's Young Family newspaper, the Sun-Times! 
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Modern nationwide Direct Selling is 
big! Eight to nine billions’ yearly 
volume big, and versatile, too, Few 
products or services aren't suited 
to it, and a big-ticket price makes 
no difference—today's Direct Sell- 
ing Specialist can sell anything you 
can sell him. What's the secret of 
selling him? Send today for a free 
copy of “The Truth About Modern 
Direct Selling’’ and find out in 
mere minutes of reading time. It's 
most authoritative text on modern 
direct Selling, filled with facts all 


Authoritative Free Book Discloses 
Secrets of Nationwide Direct Selling Success 


sales executives and agency ac- 
count men should know. Write for it 
today on business letterhead; learn 
why this powerful nationwide dis- 
tribution force adds volume fast, 
perils no part of present over-the- 
counter retail sales, can be tested 
virtually cost-free. Just pin, paste 
or staple this ad to your letterhead 
and mail to: SPECIALTY SALESMAN, 
The Magazine of modern Direct 
Selling; Room 812, 307 N. Mich- 
igan Ave., Chicago 1, Ill. 


Annual Reports Competition 
Deadline Is June 1 

Acceptance of entries in the 17th 
annual report survey conducted by 
Financial World, New York, will 
close June 1. Winners of Oscars 
for the best reports in various in- 
dustrial classifications will receive 
trophies in October. In addition to 
corporate reports, there is a sup- 
plementary competition for annual 
report advertisements, statistical 
yearbooks for security analysts and 
post-meeting reports to share- 
holders. 

Weston Smith Associates han- 
dles the competition for Financial 
World. 


Wood Joins Barber-McCann 
John K. Wood, formerly with 
Macfadden Publications, has 
joined Barber-McCann Co., New 
York, publishers’ representative. 


Newspaper Ad Film 
Will Be Highlight of 
NRDGA Convention 


New York, March 12—First 
showing of a new layout, art and 
production film, “How to Prepare 
Better Newspaper Ads,” will high- 
light the mid-year convention May 
20-22 at the Hotel Statler of the 
sales promotion division of Nation- 
al Retail Dry Goods Assn. 

Sponsored jointly by the sales 
promotion division of NRDGA and 
the Newspaper Advertising Exec- 
utives Assn., the film will review 
the fundamentals involved in cre- 
ating and preparing advertising 
for newspaper reproduction. It is 
being produced under the guidance 
of Charles Edwards, dean of the 
school of retailing, New York 


Some 
b iw 


go 77 


It pays to cross 
the Delaware 


Represented nationally by GEORGE A. McDEVITT CO., INC., New York © 


There are two sides to most situations... 


Cartoon idea contributed by Les Worden, The Knox Co., Los Angeles 


And there are two sides to the 


DELAWARE VALLEY 


If you'd like to make an indelible impression with your Delaware 
Valley advertising, don't choose your media in the dark. Study 
your ABC and retail sales figures—and you'll find (1) that the 


Chicago = 


Valley is made up of two separate, virtually-independent markets; 
and (2) that you need local papers to capture either one. 


In the booming New Jersey half of the Valley, where ‘‘all buying 
and selling are local,’ you need the CAMDEN COURIER-POST and 
TRENTON TIMES, the key dailies serving the area. 
saturation coverage as no other newspapers can. 


They give you 


CAMDEN COURIER-POST 


Established 1875 


TRENTON TIMES 


Philadelphia © 


Pittsburgh . 


Established 1883 


Detroit . los Angeles 


Advertising Age, March 18, 1957 


University. 

In addition to the film, which 
will be shown May 21, the day’s 
session will feature a workshop on 
layout, art and production prob- 
lems and an extensive question 
and answer period. 

The convention will open May 20 
with a detailed presentation on 
how to use direct mail success- 
fully. This will be followed by a 
presentation on telephone selling 
by the Chesapeake & Potomac Tel- 
ephone Co., Baltimore. In coopera- 
tion with local department stores, 
the telephone company made a re- 
cent study of consumer buying 
habits in the Baltimore area. 


s The afternoon session May 20 
will be a closed-door meeting on 
budgeting and planning of adver- 
tising and promotion budgets by 
department stores. It is estimated 
that about $500,000,000 is spent by 
retailers for advertising annually, 
and the discussion will center on 
more effective use of this money. 

On May 22, William Zeckendorf, 
president of Webb & Knapp, real 
estate operator, will speak on “The 
Road Ahead for Downtown and 
Suburban Retailing.” 

The Television Bureau of Adver- 
tising will stage a “bread and but- 
ter” presentation on how to use 
the plans of tv advertising to best 
advantage. 

An added feature of the meeting 
will be a display in the NRDGA 
board room of the winning entries 
in the gold awards advertising con- 
tests for department stores of vari- 


ous sizes. . 


Brown-Forman Markets New 
Brand in Barrel Lots Only 
“The most distinquished whisky 
ever offered in America,” Presi- 
dent’s Choice, is being marketed by 
Brown-Forman Distillers Corp., 
Louisville. The eight-year-old 


/bourbon whisky will be bottled in 
|barrel-lots only, with each pur- 


chaser receiving total contents of 
the barrel packed 
in 10 white pine 
chests each con- 
taining 12 bottles 
of four-fifths of 
a quart. Each 
bottle of Presi- 
dent’s Choice will 
bear a label en- 
graved with 
name of the pur- 
chaser, the whis- 
ky proof and se- 
rial number of 
the barrel. Pur- 
chasers of the 
whisky will also 
receive a docu- 
mented history of 
his barrel and the 
finished white 
oak head of the 
barrel. 

Each bottling will be chosen by 
Geo. Garvin Brown, president of 
Brown-Forman, and will be bot- 
tled at barrel proofs, which range 
from 109 to 116 proof. There will 
be 163 such barrels available for 
sale at approximately $1,200 each. 
Ruthrauff & Ryan, Brown-For- 
man’s agency for whisky brands, 
said no promotion is planned for 
the new brand. 


President's Choice 


WMGM Transfer Okayed 

The transfer of WMGM, New 
York, from Loew’s Inc. to WMGM 
Broadcasting Corp., a wholly 
owned subsidiary of Loew’s, has 
been approved by the Federal 
Communications Commission. Ar- 
thur M. Tolchin, now director of 
the 50,000-watt independent sta- 
tion, has been named vp of WMGM 
Broadcasting Corp. He said there 
would be no change in the person- 
nel or policy of the station. 


"Western Electronic’ Moves 


Western Electronic News has 


moved to larger quarters at 10373 
W. Pico Blvd., Los Angeles. 
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LEE S. BICKMORE 
Vice-President for Sales and Advertising 
National Biscuit Company 


The Vice-President 
for Sales and Advertising 
Knows... 


WHY NATIONAL BISCUIT PRODUCTS 
SELL SO WELL IN LOUISVILLE! 


“During the past decade, Louisville has come of age 
as a major metropolitan market. The influx of indus- 
try, with an attendant population growth, has con- 
tinuously increased Louisville’s potential for our 
grocery products, such as Ritz Crackers, Premium 
Saltines and Honey Grahams. And our local adver- 
tising and promotional efforts have enabled us to 


appropriate an ever greater share of the lucrative 
Louisville market.” 


Last year the National Biscuit Company ran over 24,000 lines 
of advertising in the Courier-Journal Sunday Magazine and 
over 12,000 lines of ROP in The Courier-Journal and Louis- 
ville Times . . . newspapers which invariably rank at or near 
the top in every quality survey of American newspapers. 


Sell LOuIsVILLE for all iti. worth! 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Ghe Convrier-Zonrnal - THE LOUISVILLE TIMES 


392,500 Daily Combination © 313,633 Sunday 


Represented Nationally by The Branham Company 
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It’s been another banner year for TRUE STORY WOMEN’S GROUP. In fact, the past 
five years have been ones of outstanding growth and development. And the future looks 
even brighter. More than ever, we’re the picture of... 


IN CIRCULATION. Over the past five years, 


we have consistently delivered substantial bonuses over our guarantees. 


Here is our circulation record... 


Our progress has been steady, our gains noteworthy. 


ViGOR IN ADVERTISING REVENUE. 


Here is our advertising revenue record... 


$10,000 ,OOO 


$ 9,000 ,COO homes 


es 


$ 8,000 ,000 
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$ 7,000 ,OOO 


$ 6,000 ,000 as 
1952 "53 "54 "55 "56 


Sourees; (Circulation) Audit Reports of ABC (1952-1955); Publisher’s Estimate (1956). (Revenue PIB). 
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four months of 1957 represent a gain of 7.4% over the comparable 


period of 1956 ...a gain of 19.0% over the same period of 1955. 


Source> Publisher's figures. 
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VITALITY IN GENERAL CORPORATE HEALTH. 
Not only TRUE STORY WOMEN’S GROUP, but the entire Macfadden Company 


has reflected the successes achieved by sound, realistic management. Here is... 


A STATEMENT FROM THE PUBLISHER 


We are pleased to report comparative 
results for the years 1956, 1955 and 1950. 


Year to December 31st isoss6 isss isso 
NET SALES $18,260,067. $17,158,254. $13,723,752. 
‘ NET INCOME $ 635,758. $ 501,847. $ 104,229. 
; SHARES OUTSTANDING 407.561. 407,561." 272.126.** 
(COMMON) 
PER SHARE EARNINGS $ 1.56 $ 1.23 $ 073 
(COMMON) 
: Respectfully, 


DS. drRanKerimes 


Irving S. Manheimer 
Publisher and President 
* Represents a 50% stock dividend 


™ In addition there were 53,535 shares of participating 


preferred stock, since retired by present management. 


THE SERVICE MAGAZINES READ IN WAGE EARNER FAMILIES 
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HEADQUARTERS FOR 


TOY 


McCREADY PUBLISHING 
71 W. 230d HY. 10 


Median Advertiser 
to Spend 10% More 


in ‘57, ANA Told 


(Continued from Page 2) 


|}expenditure, and 26 companies 
| (10%) plan to cut back advertising 


efforts. 

Another part of the survey cov- 
ered actual performance in 1956. 
Of 255 respondents, 187 (73%) 
increased advertising expendi- 


tures, with the median increase 
10%. Another 41 (16%) main- 
tained the same rate of expendi- 


ture, and 27 (11%) reduced ad in- | 


vestments. 


= Interestingly, with ad expendi- 
tures expressed as a percentage 
of net sales, the median for re- 
porting companies in all indus- 
tries showed a constant 2.9% rate 
for the three years surveyed. 

In an analysis of 26 industry 
groups, percentage of advertising 
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The Hope of America Is in the Encouragement 
Of Youth’s Constructive Pursuits . . . 


Back in 1948 the Battle Creek Enquirer and News concluded that there was a definite 
need to encourage youth’s constructive pursuits. Thus was born the Youth Talent Ex- 
hibit. This area-wide event offers boys and girls the opportunity to compete for prizes 


and glory with their displays in the arts. crafts and sciences. 


In Youth Talent’s nine years nearly 6,000 students have entered over 15,000 exhibits. The 
week-long public display attracts thousands of visitors each year. It is youth’s big show 
of talent . . . and has been hailed as one of Battle Creek’s outstanding events. 


Youth Talent, however, is but a part of the newspaper’s programs designed for youth. 
Another is “Youth Today” . . . a newspaper within a newspaper, edited and written for, 
by and about young people in the Battle Creek area. “Youth Today” was one of the first 


such newspapers features in the nation. 


MICHIGAN 


BATTLE CREEK 


RPE PRESENTED 


NATIONALLY 


Such confidence is-important to the newspaper . . . and to its advertisers 


SAW YER-FERGUSBON - WALKER 


are 
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ces The Enquirer and News is deeply interested in the citizens of tomorrow. This is evidenced 
oan in the newspaper’s varied programs for the boys and girls of the area. This sense of re- 


sponsibility to our youth is only one of the reasons why the Enquirer and News is a re- 
spected and trusted leader in the community. 
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Advertising Age, March 18, 1957 


| to sales showed three groups with 
a steady upward trend, three with 
|a downward trend, and 14 with 
variations and no consistent trend. 

The ANA advertising manage- 
ment committee confessed to a 
common frustration in advertis- 
ing statistics: The items of ex- 
pense making up total advertis- 
ing expenditure differ widely from 
company to company and from 
industry to industry; so that the 
percentages serve as mere indi- 
cators. 


s Following are the 26 industry 
groups, with the three sets of fig- 
lures following each representing 
1955, 1956 and estimated 1957 
| percentage of sales for advertis- 
ing (median percentages in all 
cases). 


Classfication 
Agriculture «0.0.0... 
Ale, beer, wine ........ 
Building materials, 
Clothing, textiles ........ 
Confections, soft drinks 
Cosmetics, toiletries .... 
Drug products ............ 
Food, grocery products 
Gasoline lubricants .... 
Home appliances ........ 
| Home furnishings ........ 
Ind. machinery ......... 
ind. basic metals ........ 
Ind. chemicals ............ 
a 
SINNED saisclcscctcsnnnnstiies 


Office equipment, 

Stationery .........0600 
Paper (household) ...... 

Soaps, polishes, deter- 

ED cxscenssenciestneiens 13.5 17.5 17.8 
Tv, radio, phonograph 49 5.1 48 
Transportation, travel, 

communications ...... 
Watches, cameras, opti- 

esnahiagptaneres 10 85 80 69 


05 05 05 


® Also included are two classi- 
fications for which three-year 
percentages were not available— 
automotive and tobacco products. 
In automotive, five reporting 
companies showed gains for 1956, 
with 5% as the median gain. In 
|tobacco, one company reported 
|}the same expenditure for ‘56 as 

in 55, and two reported their ex- 

penditures would be up in 1957. 
} 


‘Concrete Products’ Will 
Separate from ‘Rock Products’ 

Maclean-Hunter Publishing 
|Corp., Chicago, effective with the 
|June, 1957, issue, will separate 
|Concrete Products wholly from 
Rock Products and will publish 
both independently. Now an in- 
tegral section of Rock Products, an 
|ABC publication, and also sepa- 
rately distributed as a BPA publi- 
cation, Concrete Products will pro- 
|vide a circulation base of 16,000, 
/subject to BPA audit. 

Philip D. Allen, Maclean-Hun- 
ter president, said the “demand of 
the expanding building material 
manufacturing industries” moti- 
|}vated the separation of the mag- 
| azines. 


‘Panorama’ Offers Space 

Panorama, a Belgian weekly 
published in Flemish and French, 
is offering advertising space on a 
no-contract basis. Single pages 
are 16,000 Belgian francs. The 
weekly, which started publication 
in May 1956, has now reached 
50,000 circulation, the publisher 
says. The U. S. representative is 
Gerald P. Weeren, 55 W. 42nd St., 
New York. 


Kilbride Joins Knox Reeves 

Knox Reeves Advertising, Min- 
neapolis, has appointed Thomas B. 
Kilbride an account executive on 
Gerald P. Weeren, 55 W. 42nd St., 
Mr. Kilbride formerly was vp and 
director of Slocum-Bergren Co. 
and Red & White Stores Inc., Min- 
neapolis. 
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W. call on everybody 
concerned with every phase 


of the product decision.” 


Says Loren H. Bonnett, 


General Sales Manager F . EF e 


Orvisiom OF THE COMPORATION OF Bernice 


“We sell more than our products, we sell our 
reputation, too. For these reasons our sales- 
men go all down the line — calling on every- 
body concerned with every phase of the 
product decision.” 


*HOW BUILDING PRODUCTS ARE SOLD. Dun and 
Bradstreet’s report on a persona! interview study 
made among leading building product sales direc- 
tors and distributors. Write for your copy: Market 
Research Manager, Architectural Forum, 9 Rocke- 
feller Plaza, New York 20, New York. 


“The value of Eljer products and services “So, because we never spend a dollar with- 
must be known and accepted by the men who out expecting a full return, we put most of 
make product recommendations as well as by our non-residential building advertising into 
the men who make product decisions — not Forum. Through Forum we know we are 
only engineers and plumbers but also archi- reaching all! the factors important to Eljer.” 


tects, contractors and building owners.” 


Loren Bonnett of Eljer is by no means alone in knowing the wis- 
dom of actively cultivating and selling every member of the 
building team. Successful building product salesmen every- 
where have learned not to rely on only one man’s support when 
the buying decision is being made. They know that their product 
must have the backing of the entire building team.* That is why 
effective building product sales require the constant support of an 
advertising campaign in Architectural ForuM. More than any 
other magazine FORUM delivers the highest concentration of 
building team members: not only architects, engineers and 
contractors but also decision-making clients who are actively 
engaged in building new buildings, maintaining and modern- 
izing old buildings. 


Architectural Forum/the magazine of building/published by TIME INC. 
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ATLANTIC CITY 
is Newderseys 3-Dmarket! 


< The best big city market in New Jersey is 
Atlantic City . . . and here are the three 
“D"s that round out the picture: 


Density of population. 
(A year ‘round market of 142,000 people!) 
emand for goods. 


(Over $48 million yearly in food sales 
alone . . . 12th highest per family in 
the U.S.A.!) 

\ , Dev of coverage. 


a ast ROE Tine: (Only the Atlantic City Press gives you 


Atlantir City {ir Pag rd real coverage. It is read by over 80% of 


the families in the Metropolitan Area!) 
Put the Atlantic City Press on your media 
5 Rolland L. Adams, President 
> Gallagher-DeLisser, Inc., National Representatives 


list and your sales picture will be a lot 
prettier. 


Young & Rubicam Opens 
New Office in Venezuela 
Young & Rubicam has an- 
nounced the opening of an office | 
in Caracas, Venezuela. The agen- | 
cy has had representatives in this | 
market for some time, working in} 
cooperation with a Venezuelan | 
agency (AA, Feb. 4). The office} 


formerly assistant manager of| 
Y&R’s Mexico City office. 

The Venezuelan office will serv- | 
ice Cluett-Peabody & Co., Bristol- 
Myers, Cinzano de Mexico, Ester- 
brook Pen Co., General Foods 
Corp. and Johnson & Johnson. 


Paulsen to ‘Farmer-Stockman’ 
The Farmer-Stockman, Okla- 
homa City, has opened an eastern | 


office in the Graybar Bldg., New 
| York, and has named Joe Paulsen 
eastern manager. Mr. Paulsen 
formerly was a vp of Austin Le- 
| Strange Co., New York trade jour- 
|nal representative. The Farmer-| 
Stockman recently opened a west- 
ern office in Chicago (AA, March | 
}11). 


| 


will be managed by Jorge Cardoze, . 


Advertising Age, March 18, 1957 
’ : bs = tiie RP ee. 
your castie will have the finest 
FOSTORIA Crystal 


PLANNERS—Fostoria Glass Co. aims 


|at the youth market for its crystal 


with a new series of color pages 

scheduled for Seventeen. Fuller & 

Smith & Ross, Cleveland, is the 
agency. 


Keep the News Side 


| Strong, Agency Man 
Warns Newspapers 


Cuicaco, March 12—An adver- 
tising executive gave the newspa- 


|per medium a bit of advice today, 
| the substance of which was that it 
|should sharpen up the editorial 


= : 
To serve expanding interests of our clients, J. Walter Thompson Company has opened 


a fully staffed office in this modern building at Avenida Wilson 1218, Lima 


Now—in Peru—a fully staffed _ 
J. Walter Thompson Company office | 


| Thomas A. Ehrhart, formerly with 


| 


| 


} 
| 
| 


side. 

Norton O’Meara, vp and associ- 
ate copy director of J. Walter 
Thompson Co., offered an informal 
three-point program to the News- 
paper Representatives Assn. of 
Chicago: “Watch your advertising- 
editorial ratio; keep yourselves 
quotable, and pay attention to the 
teen-age market.” 

With 24% of its billings in the 
newspaper medium, J. Walter is 


| “perhaps the best customer news- 


papers have,” Mr. O’Meara noted. 
From that position he posed this 
question: “What about the vital- 
ity of newspapers—their contribu- 
tions to American living?” 


s Newspapers used to have about 
a 60-40 ratio of editorial to adver- 
tising linage, Mr. O’Meara ob- 
served. “Now there’s been a switch, 
and it’s about the other way.” 
Along with this, he said, has 
come a decline in the newspaper's 
position as an authority. “There 
was a day when newspapers were 
the main quoted source of news 
developments. Now you find other 
media making tabulations of how 
often newspapers quote them.” 
Finally, Mr. O’Meara declared, 
newspapers “aren’t nearly so im- 
portant to today’s youngsters as 
they were to us at the same age. 
“We simply can’t afford to lose 
the teens as active newspaper 
readers,” the agency executive 
said. “You can’t and we can’t.” e 


Selling Research Names Five 
Arne E. Rensvold has been ap- 

pointed exec vp of Selling Re- 

search Inc., New York. He joined 


j\the company in 1948. In other 
|promotions, Alan W. Denton was 


elected vp in charge of field opera- 
tions, and Jerrold M. Hirschberg 
was named vp and comptroller. 


Colgate-Palmolive Co., and Albert 
W. McGrath, formerly with W. R. 
Simmons & Associates Research, 


Will your business share in this growing market? 
U.S. sales to Peru were over $150 million last year — 
U.S. investments in Peru have doubled in the past five years ! 


The outlook for stability in Peru 
today is such that a group of the 
mining companies— who have known 
Peru longest and best—are now 
making a capital investment of 
$200 million in the country’s future. 

Have you made a study to find 
if you might profitably enter this 
market? Perhaps our office on the 
ground can help you. We should be 
pleased to discuss it with you. 


J. Walter Thompson Company has 
long believed that maximum results 
in overseas markets can be achieved 
only by on-the-ground operations. 

That is why—in the past 38 
years—we have opened 34 offices 
in key markets throughout the free 
world. It is why we now have 
opened an office in Lima. 

Like all our fully staffed offices 
—J. Walter Thompson Peruana 


will be manned by advertising spe- 
cialists who know the market well 
—plus a manager and senior per- 
sonnel who are trained and experi- 
enced in world-wide marketing and 
advertising. 

If you would like to have the booklet 
we have just published on Peru, we 
shall be pleased to send it to you. 
Simply call or write: J. Walter 
Thompson Company, 420 Lexington 
Avenue, New York 17, N. Y. 


J. WALTER THOMPSON COMPANY 
New York, Chicago, Detroit, San Francisco, 
Los Angeles, Hollywood, Washington, D. C., 
Miami and principal international markets 


have been appointed client serv- 
j}ice director and manager of field 
operations, respectively, of the 
company. 


Mennen Launches Contest 
Mennen Co., Morris Plains, N. J., 
is launching a _ $100,000 Good 
Health and Good Grooming con- 
sumer contest on May 1. Aimed at 
|increasing retail store traffic, the 
contest also offers $25,000 in prizes 
to retailers. Entry blanks for the 
contest will be available through 
retailers. Magazines and televi- 
sion will be used to promote the 
contest. McCann-Erickson, New 


| York, is the agency. 
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Be hice 


650,000 


more people! 


1 billion dollars 


more business! 


That’s Detroit's 
’ 6-Year Growth Story... 


The Detroit Standard Metropolitan Area is one of the fastest growing major metropolitan 
markets in the U.S. Since 1950, its population has increased by 650,000... . its homes 
by 220,000. This means BUSINESS! 


The bulk of this growth has been in Detroit’s immediate suburbs, where big, busy shopping 
centers have sprung up to provide for the needs of these new households. 


To attract business, Detroit stores place more linage in The Detroit NEWS than in both 
other newspapers combined. In the retail trading area, where 98% of all retail business 
originates, THE NEWS delivers 85,255 more copies weekdays and 174,717 Sundays 
than the morning paper; 70,253 more weekdays and 134,179 more Sundays than the 
other evening paper. Nothing sells Detroit like THE NEWS! 


The Detroit News 


THE HOME NEWSPAPER 
WEEKDAY CIRCULATION 453,579 « SUNDAY CIRCULATION 566,471 


Eastern Office ...260 Madison Ave., New York Chicago Office ...435 N. Michigan Ave., Tribune Tower 
Pacific Office ....785 Market St., San Francisco Miami Beach ....The Leonard Co., 311 Lincoln Road 
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It only takes ONE in Green Bay to move goods and services. ; 


(4 colors or baw) 


GREEN BAY + WISCONSIN 


THE GREEN BAY 


PRESS-GAZETTE™ 


Phil McClosky + Manager 
General 


Chilton’s ‘56 Sales 
of $13,403,536 Up 
16% Over ‘55 Volume 


PHILADELPHIA, March 12—A net 
operating profit for 1956, after 
taxes, of $2.65 per share, was re- 
ported last week by the Chilton 
Co., publisher of trade and indus- 
trial magazines, in its 46th an- 
nual report. 

This is up from $2.23 earned in 
1955. In 1955 an additional $1.73 


sale of securities. 


with $1,577,365 for 1955, but the | 
‘55 figure included a non-recur- | 
| rent $690,037 net gain on the sale 
|of securities. The °56 operating 
income was almost 18% above the 
‘55 operating figure. Revenues in- 
creased by nearly $2,000,000 to a 
total of $13,403,536 in 1956 from 


Advertising Age, March 18, 1957 


in the annual report, said: “1956 
was a year of progress and growth 
for the company. The technical 
and educational book division 
made substantial headway and 
has at present 88 titles in print 
and numerous others in prepara- 
tion.” 

Last year Chilton acquired Bu- 
tane-Propane News, Gas, and Elec- 
tronic Industries. 

Chilton is publisher of 15 trade 
and industrial magazines with a 


per share was obtained from the | 


Chilton’s net income for last | 
year was $1,044,323 as compared | all the publications also were con- 


$11,470,196 the year before. 


combined circulation of more than 
600,000 copies monthly. 

Also, during the past year con- 
solidation of the new offices was 
completed here. Branch offices for 


solidated. New offices were estab- 
lished in Los Angeles, Tulsa, Dal- 
las and Columbus. 7 


Standard Pressed Steel 

Advances Scott, Babb 
Standard Pressed Steel Co., 

Jenkintown, Pa., maker of preci- 


sion metal fasteners and indus- 


trial shop furniture, has advanced 


66 vor tie! ae # G. C. Buzby, Chilton president, | Aldred W. Scott from advertising 


Haven C. Babb Aldred W. Scott 


manager to the new post of di- 
rector of advertising. 
He is succeeded as advertising 


manager by his assistant, Haven 
C. Babb. 


| Strenski Forms PR Agency 
| James B. Strenski, formerly di- 
rector of the public relations divi- 
sion of Robertson, Buckley & 
Gotsch, Chicago, has formed a 
jnew organization, Attitude Engi- 
neering Inc., with offices at 108 
|N. State St., Chicago. The new 
company will offer public relations 
direction, integrating both publici- 
ty and sales promotion, according 
to Mr. Strenski, president. 


KBST-TV Changes to KEDY-TV 

KBST-TV, Big Spring, Tex.., tel- 
evision station operated by Texas 
Telecasting Inc., has changed its 
call letters to KEDY-TV with the 
approval of the Federal Commun- 
ications Commission. 


Massachusetts Investors Trust 


has the largest investment portfolio of all US investment 
companies .. . on December 31, 1955 had a value of 
$971,584,516*—10.7% of the $9 billion plus total. But its 


outstanding size does not fully suggest the extent of its service 
to the public. 


NEW LONDON— 


Big-City Conn.’s 
Best Household, Radio 
And Furniture Market! 


N 


Wr 


Big figures do not always indicate big values. For instance, 
SuccessruL FarMinG has only 1,300,000 circulation—but 
delivers 26°, of all the commercial farms of the US and 
42°, of all farms earning $10,000 or more. 

SuccessFUL FARMING subscribers alone account for more 
than one-third of the national farm output and almost 
two-thirds of the livestock products. They are big producers 
and big earners. In 1955, SF farmers had an average cash 


income from farming alone exceeding $10,000—add up to 
an $11 billion market. 


Here's where your products 
literally “hit home." New Lon- 
don family average spending on 
furniture—household equipment 
—radios is higher than in any 


other Conn. city of 25,000 or 
over.” 


\ I 
VQ 


And the way to make your 
sales message “hit home” with 
95.6% of the 66,547 ABC city 
zone .. . is through THE DAY, 
the ONLY newspaper that sells 
this big, heavy-spending iso- 
lated city. 


Selective in circulation, SuccessFuL FARMING concentrates 
coverage among the 44°, minority who get 91% of the US 
farm income. It is a major selling tool in a major market. 

SuccEssFUL FARMING gets a warm welcome from its 
readers, enjoys unmatched confidence and deep influence, 
the reward of more than fifty years of service helping the SF 
audience live better and make more money. For finer quality 
prospects and to balance national schedules, you need 


SuccessFuL FarminG. Ask the nearest SF office for details. 


*Source: $.M. 56 Survey 


*Source: Investment Companies, 1956 
Merepiru PusutsHinc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 


NEW LONDON, CONNECTICUT 
National Representatives: 


GILMAN, NICOLL & RUTHMAN 
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—a major contribution in the public interest 


— made by 
THE CINCINNATI ENQUIRER 


Newspaper Leadership Clears up Dangerous Pollution of Ohio River 


Until a few years ago, the Ohio River and its tributaries were open sewers, 
carrying the various wastes of thousands of industrial plants and a population 
of 20,000,000 people. 


The solids in the sewage were the equivalent of a dead horse floating past 
Cincinnati, every four minutes. Manufacturing plants promiscuously spewed 
unsavory refuse into the river. In a year's time, 2,500,000 tons of acids seeped 
from abandoned coal mines into the Ohio. But the river was the sole water 
supply of millions of Ohio Valley people. 

Determined that something had to be done, the Cincinnati ENQUIRER 
thundered for action. Day after day, it insisted that a way be found to abate a 
peril to public health, and to save both cities and industry tremendous expense 
in purification. At the outset, there was a solid phalanx of opposition, but The 
ENQUIRER persisted. 

It took a vast amount of doing. Congress had to concur, in permitting the 
states to combine against pollution. Up and down the valley the fight raged; 
but when it was over the Governors and Representatives of eight sovereign 
states — Illinois, Indiana, Kentucky, New York, Ohio, Virginia, Pennsylvania 
and West Virginia — assembled in Cincinnati to sign a compact which would 
pool their police and other resources to clean up the Ohio and all of its tributaries. 

The compact made history. It was the most extensive interstate agreement 
ever undertaken since the founding of the Republic. 


Now, Cincinnati and Pittsburgh, and 67 smaller cities, are engaged in a huge 
cooperative task which has already created safeguards against polltition — the 
“dead horse every 4 minutes”— for two hundred and four thousand square miles 
of the vast Ohio Valley. 


The leadership in this great accomplishment for the public good was provided 
by the alert and authoritative editorial voice of The Cincinnati ENQUIRER. 


NO WONDER the people BUY 
57,000,000 newspapers every day, 


for which they pay over $3,500,000 daily 


It is important for advertisers to remember — People welcome advertising in newspapers 


Published in the interest of all Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


HERBERT W. MOLONEY, President 
Newspaper Representatives Since 1900 
Representing Newspapers Only 
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Bayuk Drops Out 
of Net TV, Will 
Stress Dailies 


But Account Exec Tells 
Reps Their Pitches Are 
Inferior to Magazines’ 


PHILADELPHIA, March 12—Leo- 
nard Shorr, vp of Feigenbaum & 
Wermen, following a speech be- 
fore the Philadelphia chapter of 
the American Assn. of Newspaper 


Representatives last week, re- 
vealed to ADVERTISING AGE that 
marketing strategy changes on 


the agency’s Bayuk Cigar account 

call for dropping network tv. 
The 1957 campaign for the 

Bayuk brands, he said, will be 


built around the use of news- 
papers on a market-by-market 


KOIN-TV 
"High man 
Totem Pole” 


in the a 
4-STATION 
Portland, Oregon 


> Ma 
2. age my, 
—. 


CHECK THE RATINGS 


e@ 49.3% Share-of-Audience in 
Metropolitan Portland. 


@ 13 of Top 15 Weekly Shows. 
@ 8 out of Top 10 Multiweekly. 


Seurce: Janvary 1957 


Portland ARB 


KOIN-TV \/ 


Channel 6 


basis. Last month Bayuk turned 
over virtually its entire account 
to Feigenbaum & Wermen (AA, 
Feb. 4). Mr. Shorr is account ex- 
ecutive on Bayuk. 

Any tv commitments made for 
Bayuk in the future, he said, will 
be limited to local or regional 
markets. The company has been 
sponsoring the “World’s Greatest 
Fights,” following the Friday night 
fights on NBC-TV. 

Bayuk also plans to use radio 
spot saturations, mainly to sup- 


port its newspaper ads, Mr. Shorr 
said. The company also is tenta- 
tively planning a consumer mag- 
azine “prestige” campaign for its 
Webster brand next fall, he said. 

Bayuk’s promotions, in the new 
program, will be year-around, 
rather than sporadic or seasonal, 
he said. 


® Despite the company’s pro- 
jected emphasis on newspapers, 
Mr. Shorr chided the represent- 
atives, urging them to take a les- 


son from magazine representa- 
tives. Magazine reps, he said, 
present complete package plans to 
prospective advertisers. 

Not only should newspaper reps 
bring marketing data and sug- 
gested merchandising ideas; they 
also should suggest size of ads 
and frequencies to help agencies 
handling big accounts produce 
budgets for specific areas, he said. 

Newspapers, Mr. Shorr said, are 


showing improvement in provid- 
|ing merchandising helps, but they 
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still do not compare with national 
magazines, he said. + 


Bailey Takes Kahn Sales Post 


George A. Bailey has resigned 
as account supervisor, hard goods 
division, of Dowd, Redfield & 
Johnstone, to join David Kahn Inc., 
North Bergen, N.J., maker of 
Wearever ball pens, fountain pens 
and mechanical pencils, as assist- 
ant sales manager, a new post. 
Wearever was one of Mr. Bailey’s 
accounts at Dowd, Redfield. 


One-third of all jewelry and ¢ifts 
bought by Reader’s Digest families 


They form a bigger market, 
have more disposable income, 
than readers of any other magazine 


DAY, Americans buy more gifts than 

ever before — not only because more people 

graduate from school, get married, have more 

babies and more birthdays, but because our 

fast-changing life presents more occasions for 
exchanging both personal and business gifts. 


We are buying more watches, more jewelry 
and other substantial items. And we are spend- 
ing more money for them, too, thanks to increas- 
ing buying power of families in the middle and 
upper income groups. 


More than 73 million Americans over 10 
years of age are in these prosperous income 
groups—and an average issue of Reader's Digest 
reaches nearly one-third of them. That’s why 
Digest readers alone can buy nearly a third of 
the nation’s new cars, major appliances, and 
other high-ticket products and services—and 
have plenty left over for gifts. 


For advertisers, the Digest’s “thriving third” 
of the market represents the greatest concen- 
tration of buying power ever found in a single 
magazine audience. 


3 times as many opportunities to sell 


The circulation of the U. S. edition of the Digest 
is over 11 million copies a month—the nation’s 
largest. An average issue is read by more than 
32 million people. 


And now, a giant new market study shows 
that the average person reads his copy of the 
Digest on 5.3 different days. This gives the 


Digest 168 million “exposure days” per issue. It 
gives you, as an advertiser, 168 million oppor- 
tunities to have your message seen and read. 


In terms of these “selling opportunities,” 
Reader’s Digest leads the next magazine by 
three to one. 


Advertisers enjoy these unique values: 


@ Reader’s Digest is read by more people than any 
other publication in the country, or in the world. 

@ People read each issue more often. 

@ The Digest has a greater exposure to people of 
every income group, of every age group, of every 
segment of the market than any other magazine. 


@ In the Digest’s environment of integrity, people 
believe in—and remember—what they read. 


Send for ‘‘Study of Seven Publications”’ 


“Exposure Days,” the new dimension for meas- 
uring magazine readership, is explained in “A 
Study of Seven Publications,” conducted by 
Alfred Politz Research, Inc., and approved by 
the Advertising Research Foundation. 


It covers seven publications: Reader's Digest, 
Life, Saturday Evening Post, Look, Good 
Housekeeping, McCall's, and This Week. It 
provides new facts of value to advertisers— 
including latest comparative data on magazine 
readers by sex, income, age, family status, 
educational levels, household possessions and 
recent purchases. 

For your copy, write Reader's Digest, 230 


Park Avenue, New York 17, N. Y. 
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No Signs on Superhighways, 
Says Burma-Shave President 

The famed Burma-Shave road- 
side signs probably won’t be seen 
on the new interstate highway sys- 
tem, even if there are no restric- 
tions on highway advertising, ac- 
cording to Allan G. Odell, 
president of Burma-Vita Co., 
Minneapolis. 

Mr. Odell believes motorists 
would be traveling too fast on the 
new roads to read the advertising 
slogans on the sets of six Burma- 


Shave signs. The present signs, he 
says, are as large as it is practical 
to make them. 


Becker Joins Durstine 

Fred Becker, formerly a partner 
of Umland-Eastland-Becker, San 
Francisco, has joined the San 
Francisco office of Roy S. Durstine 
Inc. as an account executive. He 
previously was with Abbott Kim- 
ball Co. and was western division 
spot sales manager of American 
Broadcasting Co. 


Bell System Will 
Follow ‘Mr. Sun’ with 


Blood Epic on CBS-TV 


New York, March 12—The sec- 
ond in the Bell System’s series of 
programs combining science and 
adventure, “Hemo the Magnifi- 
cent,” will be seen in color on 
CBS-TV March 20 at 9 p.m. 

The hour color show tells the 
story of blood and its circula- 


tion through animation techniques 
mixed with films of the circula- 
tory system at work. It is but- 
tressed by the acting—as “Dr. 
Research”—of Dr. Frank Baxter, 
who appeared in the first program 
in the series, “Our Mr. Sun”; and 
of Richard Carlson, in the role of 
fiction writer, as an unscientific 
contrast to “Dr. Research.” 
Commercials are integrated. 
Building up to an explanation of 
the heart, for example, the camera 
switches to an announcer who de- 


_ 


> Sa 


People have faith in 


fReader’s Digest 


Largest magazine circulation in the U. S. . .. 11 million copies bought monthly 


It’s gift time! Advertisers have 3 times 
as many opportunities to sell in Reader’s 
Digest as in any other magazine. 


scribes a central telephone office 
as “the heart of a town.” 


® The second commercial points 
out that the company’s Western 
Electric subsidiary offers a “field 
with a future” for young engi- 
neers. The commercial looks over 
the work a typical young engineer 
is engaged in as a member of a 
Western Electric team and notes 
that in less than eight years after 
college, he has become an estab- 
lished member of his community. 
N. W. Ayer & Son is the agency. 


Shulton Slates Radio Spots 

Shulton Inc., Clifton, N.J., will 
run 13-week radio spot campaigns 
in 25 of the top 50 markets, begin- 
ning April 15 and again in the fall. 
The drive for Old Spice products 
will use one-minute units at the 
rate of five to seven a week. The 
company is in the top radio mar- 
kets on a 52-week basis. Wesley 
Associates, New York, handles the 
account. 


to hospitals 
in 1957 


1. Keep telling more new cus- 
tomers about your products. Use 
HOSPITALS for continuous, di- 
rect-line contact with the greatest 
single concentration of people who 
buy for hospitals. 


2. Meet more new customers at 
the American Hospital Associa- 
tion’s 59th Convention at Atlantic 
City, New Jersey—September 30 
to October 3, 1957. 


Send for folder 
“The Hospital Merchandise Mart" 


American Hospital Association 
Sales Department 

18 East Division Street 
Chicago 10, Illinois 

Please send your folder 

“The Hospital Merchandise Mart"’ 


Name_ — 2 


Company 
Principal Product 
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Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphio + Detroit + Pittsburgh | /"¢-, Wilmette, Ill. 


Ted Bates Names Three 

Rollin C. Smith, formerly pro- 
ducer-director of NBC, has been 
named recording director of the 
radio-tv department of Ted Bates 
& Co., New York. Jack Rinstad, 
previously an arranger and chore- 
ographer for the “Wayne King 
Show,” will assist Mr. Smith. | 
Bates also has named Henry H. | 
Arthur, formerly with Cunning- 
ham & Walsh, an account execu- 
tive. 


Paul Lago Co. Bows in Tampa 

Paul A. Lago, formerly presi- 
dent of Lago-Whitehead Adver- 
tising Agency, Wichita, Kan., has 
formed a new agency, Paul A. 
Lago Co., with offices at 1208 Wal- 
lace S. Bldg., Tampa, Fla. 


Britannica Films Names Smith 
Carlton Smith, formerly engaged 
in sales promotion for Encyclo- 
paedia Britannica Inc., has been 
named sales promotion manager of 
Encyclopaedia Britannica Films 


< 


Here are some other statistics about the FLINT 
Metropolitan Area that make it one of the 
Nation’s Brightest Sales Potentials. 


ss ss batecnes cael 352,600 
Consumer Spendable Income........ . $632,844 000 
Consumer Spendabie Income per household. . . . $6,669 
I Ss occa ee wecen ee $535,927,000 


Food Store Sales................$124,837,000 


THE BAY CITY TIMES THE ANN ARBOR NEWS 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


A BETTER PLACE TO LIVE— 


FLINT. MICHIGAN! 


stin the nation 
in retail sales 
per household 


Drug Store Sales........ 
General Merchandise Sales . 
Apparel Sales... .. . ry 
Home Furnishing Soles... . 


THE BEST PLACE TO SELL 


* Retail Sales per household, $5,647.00 
* U.S. Average Retail Sales per household, $3,863.00 
* Number of households in Metropolitan Flint 94,900 


Your sales messages can saturate Michigan's Second Largest Retail Sales Market at 
one low cost when you advertise in... THE FLINT JOURNAL, 


. .$ 20,144,000 
. . .§ 44,227,000 
. . .§ 30,151,000 
. . .§ 43,987,000 


Automotive. ...... -eivenden dan $142,743,000 
CS ++ 4é¢snabdes aun $ 42,336,000 


*Janvory 15, 1957, SRDS Estimates of Consumer 
Morkets for year ending 6/30/56. 


THE FLINT JOURNAL 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 
Superior 7-4680; Brice McQuillin, 785 Market St., Son Francisco 3, Sutter 1-3401;-William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-09772. 


THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


Advertising Age, March 18, 1957 


Two New Agencies 
Combine Consumer, 
Industrial Experience 


Cuicaco, March 12—The two 
new agencies which grew out of 
the dissolution of Van Auken, Rag- 
land & Stevens here (AA, March 
4), are distinguished in their back- 
ground of both consumer and in- 
dustrial advertising. 

Both the former co-owners of 
the dissolved agency—Ben P. Cald- 
well and Byron F. Stevens—have 
formed new agencies in which they 
have stressed the importance of 
both kinds of advertising. 

Mr. Caldwell, in his new agency, 
Caldwell Advertising, will continue 
the use of consumer-industrial ad- 
vertising which he has used with 
his clients at Van Auken, Ragland 
& Stevens. 


® The technique—which has al- 
ready worked for such of Mr. Cald- 
well’s clients as Auto Specialties 
Mfg. Co. and Reynolds Metals Co. 
—consists of advertising to the 
consumer to create demand among 
industrial users of his clients’ prod- 
ucts. 

For example, by pushing Auto 
Specialties’ double disc brakes to 
farmers via farm media, the agen- 
cy helped the company increase its 
annual sales to tractor manufac- 
turers within 18 months from 
$200,000 to $1,500,000. Six years 
later annual sales approached $10,- 
000,000. 

“This public-relations type of 
advertising technique has made the 
mass consumer aware of, first, the 
need for an improved product, and, 
second, the existence of such a 
product. This general awareness 
has in turn greatly stimulated the 
|interest of the prospective buyer of 
ithe product (the manufacturers 
who can install the brakes in their 
vehicles at their factories), thus 
accelerating sales by the client,” 
Mr. Caldwell said. 


® Mr. Stevens has joined with C. 
Victor Hanson Jr., president of 
Hanson & Hanson, to form a new 
agency—Hanson & Stevens—which 
will be a “new kind” of agency, 
according to an announcement. 

“This merger was not effected 
to achieve size or increased bill- 
ings,” the announcement said. “In- 
stead, the purpose is to ‘braintrust’ 
the keenest minds in our business 
—to develop a new kind of agency 
which will have at its command a 
thorough understanding of adver- 
tising and merchandising methods 
in two critical areas of American 
business: consumer and industrial 
products.” 

Top personnel of Caldwell Ad- 
vertising will consist of Ben Cald- 
well, president; John A. Malloy, 
vp and creative director; Richard 
C. Lewis, art director; Dr. Martin 
J. Maloney, research director; 
Lloyd Burlingham, farm special- 
ist; Ida E. Wright, design specialist, 
and Mary Polcin, production man- 
ager. 

Principals of Hanson & Stevens 
are Byron F. Stevens, chairman of 
the board and treasurer; C. Victor 
Hanson Jr., president; William H. 
Dierring, secretary, and Robert T. 
Hardy, Kenneth R. Willert and 
Peter Emanuel, vps. * 


Dan Lawrence Adds New 
Accounts; Appoints Two 

Dan Lawrence Co., San Diego, 
has reported it has added 20 ac- 
counts during February and has 
increased its staff to handle them. 
Among the new accounts are 
Dreamland Mattress Co., National 
Paint Shops, Sterling of California, 
Bohemian Baking Co., Allan Johns 
Mfg. and Mayfield Co. 

The agency has appointed Wal- 
ter Pierre, formerly with Pitluk 
Advertising Co., San Antonio, and 
Gerald Kiely, previously with 
Scrivener Co., Rochester, N.Y., ac- 


count executives, 
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Because it reports... 


programs... pictures... 


and interprets the most important 
new influence in American 


living today... 


LEADING COMPANIES ADVERTISING IN TV GUIDE 


Aluminum Co. of America 
American Tobacco Company 
Bristol-Myers Company 

CBS Hytron 

Chrysler Corp. 

Columbia Pictures Corp. 

Eastman Kodak Company 
Florists’ Telegraph Delivery Assoc. 
Ford Motor Company 

General Electric Company 

General Motors Corp. 

Hallmark Cards, Inc. 

Knox Gelatine 

Kraft Foods Co. 

Liggett & Myers Tobacco Company, Inc. 
Miles Laboratories, Inc. 

Phillip Morris, Inc. 

The Quaker Oats Company 

Radio Corporation of America 
Raytheon Mfg. Co. 

R. J. Reynolds Tobacco Co. 
Joseph Schlitz Brewing Co. 

Swift & Company 

Warner-Lambert Pharmaceutical Co. 


se TOTAL CIRCULATION NOW OVER 5,000,000 — PUBLISHER'S ESTIMATE 


Sneccnenmonee 


ao A 


that wins advertising response 


TV GUIDE brings its huge and vitally interested audience all the glamour, 
glitter and—yes, everyday grist—of the most fascinating subject in our 
lives today. It brings TV editorial comment and content that win the respect, 


repeated attention and response of over 5,000,000 families every week! 


America’s top-ranking advertisers are making a happy discovery. 

Starch studies prove that advertising in TV GUIDE receives the same 

high degree of attention, respect and response that readers vest in 

this magazine’s editorial content. TV GUIDE is today’s best magazine buy— 


for advertisers as well as readers! 


The weekly magazine the whole family reads every day... 
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In addition to four 4-color wet 
° proof presses and 8 precision color 
cameras, we add a liberal measure of 
old-fashioned craftsmanship... they 
are the things that guarantee you top 
quality photoengraving and offset 
plates. Any job that’s important to 
you is worth sending to us. 
*Free Van Gogh print, suitable for framing. Send 
your name on your company letterhead. 


JAHN & OLLIER 


ENGRAVING CO. 
Photoengraving and Offset plates 


817 West Washington Bivd., Chicago, MOnroe 6-7080 


important part 
of your job 


ELECTRO-MATIC 
ENGRAVING CO. 
Photoengraving * A Division of J&O 
817 West Washington Bivd., Chicago, DElaware 7-1277 


‘Philadelphia Bulletin’ Boosts 
Four—Three to New Posts 

The Philadelphia Bulletin has| Ads Share Same 
appointed Alfred J. Westhoff as- . 5 
sistant to the advertising director, Rut, Daniels Finds 
|Frank H. Dilenschneider assistant 
|national advertising manager and : x 
Stenefield P. + ra a ad- niques should industrial advertis- 
vertising sales manager, all new|** " 
< nto All three i have been | tising, if any? And could the con- 
with the Bulletin for many years 
|in various advertising capacities. 

The Bulletin also has named Le- 
land J. Adams retail advertising 
manager, a position that has been 
vacant since Charles W. Detweiler | © ’ fog 4 
was named advertising director.| “Both types are in the same rut, 
Mr. Adams formerly was in the and I shouldn’t like to see either 
Bulletin’s retail advertising de-|° them borrow a lot from the 
partment. other. 


Gibson Names Heinlen A.M. 


pointed manager of advertising 
and sales promotion of Gibson Re- 
frigerator Co., a division of Hupp 
Corp., Greenville, Mich. He for- 
merly was assistant to the manager 
of advertising and sales promotion. 


Advertising Age, March 18, 1957 


Consumer, Industrial 


Cuicaco, March 12—What tech- 
ing borrow from consumer adver- 


sumer side pick up a trick or two 
from the industrial side? 

Draper Daniels, vp in charge of 
Leo Burnett Co.’s copy department, 
spent a week looking at industrial 
ads and reached this conclusion: 


The rut, as Mr. Daniels de- 
scribed it to the Chicago chapter 
of the National Industrial Adver- 
tisers Assn., consisted of these 
among other advertising chuck- 
holes: 

1. Advertising has grown faster 
since the war than people can be 
trained to write good ads—“and a 
lot of ads are starting to show it.” 


Dale H. Heinlen has been ap- 


TOLEDO is the hey Jt the sea 


REPRESENTED BY 


MOLONEY, 


and thee TOLEDO NEWSPAPERS 


are the key /)'to the 
Billion Dollar Toledo Market. 
There are no duplicate keys. 


“first 50°’ in R.O.P. color 


Even with limited color facilities the Toledo 


newspapers were among the first 50 news- 


READY SOON... 


equipment is almost completed and will enable 
us to handle twice as much color—and provide 


a full range of color flexibility! 


TOLEDO BLADE Daily ond Sumdoy. TOLEDO TIMES Mouting 


REGAN 


papers in R.O.P. color last year. 


AND MORE COLOR FACILITIES 


The installation of new presses with more color 


SCHMITT, 


2. Too much imagination is not 
really working to make the sale. 
That is, there’s too much “won- 
derful writing,” not enough “won- 
derful stuff.” 


s 3. Agencies on both types of 
account try to do too much too 
fast, following the “Don’t do it 
well—do it Thursday” theory of 
ad production. “Many clients don’t 
realize how much they ought to 
get out of that 15¢ per dollar,”’ Mr. 
Daniels said. “I’d rather have an 
ad that produced 20,000 inquiries 
next month than one that drew 
1,000 this month.” 

Mr. Daniels did have a couple 
of comparisons. Industrial adver- 
tising, he found, does a better job 
of aiming a specific product state- 
ment at the reader. 

On the other hand, he remarked 
that industrial advertisers could 
learn from the consumer side 
something on how to make a 
clean, uncluttered layout of large 
blocks of copy. And he criticized 
the industrial admen’s devotion to 
two-color ads when there was “no 
apparent reason” for the second 
color except attention-getting. e 


Fricker Joins AMA 

Robert S. Fricker has joined the 
American Management Assn., New 
York, as director of the associa- 
tion’s marketing course, a new po- 
sition. He was formerly with the 
industrial products division of 
Sperry Products Inc. 


Consotiaten 


WORKS CONFIDENTIALLY for 
individuals, groups, firms who 
need facts published in the daily 
press. We “spot” them in 
practically all daily and over 
6000 weekly English language 
newspapers-—an invaluable 
service that costs little. 


CONSOLIDATED 5) svesaus 


431 SOUTH DEARBORN STREET, DEPT. 12 
: CHICAGO 5. ILLINOIS 


170 FIFTH AVENUE, NEW YORK 10. Nw. Y 


inc. 
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Some things just happen naturally! 


_n° Qo. 
Se 


natur 
Lo 7 
7" |Ritds ee « They fly south when winter nears... wing their way back over 


thousands of miles, come night or storm. 
Sextants? Compasses? Maps? No. They just naturally 


know where they're going! 


alps ees e @ « Somebody once said that a bumble-bee’s physical structure violates a basic law of 


aerodynamics. Therefore, it cannot fly. 


But aerodynamics or not—the bee just naturall takes off! 


O V os e e e A healthy, normal schoolboy, happily preoccupied with eating, 
sleeping, housewrecking, sports — suddenly pecks at his food, slicks down his hair 
and stalks about in a stupor. 


Love. How'd it happen? Just does.. turally! 


others 18-4 5 e © © The marriage rate of women 18-35 


is higher than any other age level...and the birth rate among married women 


18-35 is also highest of all. 


Why this concentration of love...of marriages...of new babies? Nature just makes 


it this way.. a S natural! 


PAIRENTS’ MAGAZINE 


Its circulation pre-determined by nature to be highest of any magazine among young 
mothers 18-35... PARENTS’ brings to advertisers a virtual 100% concentration 
in families with growing children... families whose product needs are at their 


greatest! 


natural » PARENTS’ MAGAZINE is the best advertising medium for you! 
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Haber Meagher 


meeting. Shown here are Julius 


John F. Meagher, National Assn. 


Taylor Burger 


ORGANIZING—Promotion plans for this year’s National Radio Week, 
May 5-11, are mapped by the four co-sponsors at a Washington 


Haber, Radio Corp. of America, 


representing Radio-Electronics-Television Manufacturers Assn.; 


of Radio & Television Broadcast- 


ers; Sherril Taylor, Radio Advertising Bureau, and William Burger, 
Washington Appliance and Radio Dealers Assn., representing the 
National Appliance & Radio Dealers Assn. 


Film Ad Field's 
| Gross in ‘56 Was 
$35,000,000: Ross 


| New York, March 12—A gross of 
$35,000,000 was estimated for the 
tv film commercial industry in 
1956 by Ross Reports-Television 
Index. The figure is $10,000,000 


film, were: UPA Pictures, Shamus 
Culhane Productions and Academy 
Pictures, in New York, and Play- 
/ house Pictures, Hollywood. 

| Ross Reports’ “1956 Survey of 
|TV Film Commercials” cross-in- 
dexes 9,078 film commercials, list- 
ing the 759 advertisers who or- 
dered them, the 285 advertising 
agencies involved and the 212 com- 
panies which produced them. 7 


over the estimated total for the 
industry in °55 made by Ross| Physicians’ Program Planned 
Reports. The increase can be at- Chas. Pfizer & Co. and J. B. 
tributed to higher costs, since ap-| Roerig & Co. will sponsor on March 
proximately 10,000 new film com-| 20 the second of a series of closed- 
mercials were made in each year. | circuit tv programs produced ex- 
Ross Reports again this year |clusively for physicians. The pro- 
listed Transfilm, New York, as the! gram, titled “Is Revolution in the 
largest tv film commercial pro- | USSR Possible or Impossible?” 
ducer in the country, with 8% to} will originate in Los Angeles and 


e NS | 9% of the total dollar volume. | will be seen by physicians in 16 
19 pata | Other leaders were listed as | cities in the West Coast and Moun- 
: | Universal Pictures Co. Television, | tain States areas. The MCI division 
| Universal City, Cal.; MPO Tele-| of Paul Klemtner & Co., Newark, 
| vision Films, New York; Hal Roach | is in charge of the program. 
| Studios, Culver City, Cal., and Sar-| 
ra, New York. ‘State Times’ Breaks Even 
| ©. A. Robinson, publisher and 
|# Animation accounted for 25% | general manager, has announced 
of the total dollar volume, the re-|that the State Times, Jackson, 
port noted; quality animation costs | Miss., has reached the “break-even 
were 75% to 80% more than quali-| point” after two years of publish- 
There’s a lot more rolling off the assembly ity live action commercials, it} ing. In 1956, first full year of oper- 


| said. Leading animation production | ation, the newspaper published 9,- 
How big is |) }:) -: 1) [5 


companies, in addition to Trans-| 238,312 lines of advertising. 
in Detroit? 


(Per cent of families reached :) 


ee et, 
¢ dort 


Don’t miss the 


z 


Detroit's $200,000,000 five-level expressway system 
eliminates traffic circles and cloverleafs and lets 
traffic change direction by simple right or left turns. 


in Detroit 


lines in Detroit these days than pretty cars. 
Better take another look. You might be miss- 
ing something. 


What’s up? Population for one thing—up 
34% since 1946 (against the U. S. rise of 
19%). Buying power—up 68%. And retail 
sales have increased nearly 65% in 10 years. 
Industrial capital of the world and leading 
producer of motor vehicles, bodies and parts, 
etc., Detroit also ranks high in drugs, paints 
and varnishes, office machinery. And it’s the 
nation’s second largest foreign trade gateway. 


PARADE... . 32.8% 


Metropolitan Area 


Detroit’s on the move in other ways, too. 
It’s got a brand new Civic Center on the 
downtown waterfront .. . and a magnificent 
new shopping area in Northland Center—the 
largest regional shopping center in the world. 


If you want your share of the big boom in 
Detroit, PARADE and the Detroit Free Press 
will give it to you. Each Sunday they call on 
more than three in every ten homes. Each 
Monday they begin to move goods off dealers’ 
shelves all across town. 


“He's the new media man from that big agency upstairs.” 


2 Fe The Cincinnati Daily Enquirer is solid 
3 No. 1 right down the line. Including 
a 21,000 edge in City Zone Circula- 
tion . . . a healthy lead in Retail 
Display Linage. Get full story from 


Parape ... The Sunday Magazine section of Moloney, Regan & Schmitt, Inc. 


55 fine newspapers covering some 2600 markets... 


with more than 15 million readers every week. Represented nationally by Story, Brooks & Finley, Inc. 
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Would you rather 
sell 4 out of 5 builders 


or the builders of 


FOUR OUT OF FIVE HOUSES? 


Ask any sales manager of building products how many customers 
ordered his products last year, and the odds are he won’t know... 
but he will know to the last dollar the amount of business they 
produced. 


Use the same yardstick to measure advertising media, and it 
becomes obvious that it’s not the number of readers that counts, 
but the amount of business those readers do. In home building, 
where 20% of the builders put up 80% of the homes, large num- 
bers of builders alone mean very little to the advertiser. 


Wise advertisers of building products know this ... which is why 
they invest more advertising dollars in HOUSE & HoME than in any 
other home building magazine. Only HouUSE & HOME helps them 
get their sales message to the builders who build and remodel the 
most homes... plus their architects, lenders, realtors and sup- 
pliers. HoUSE & HOME’s readers count in orders, not just numbers, 
because they finance, specify, supply, install and sell the most 
products for the most homes. 


House « Home 


PUBLISHED BY TIME INC., 9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


1. construction 
2. design and specification 
3. appraisal and finance 
sells all 4. merchandising and sales 


5. supply 
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Retail Grocers Place Over 1,800,000 Lines 


In The Pontiac Press Annually 
ONE OF THE REASONS WHY 


PONTIAC 162nd in Population 


(83,400) 
RANKS 


102nd in Food Sales in U. S. 
$36,870,000 


Sales Management 200 Leading Cities and Counties 


PONTIAC PRESS 


PONTIAC + MICHIGAN 


Scolaro, Meeker & Scott, New York, Philadelphia, Chicago and Detroit 
Doyle & Hawley, San Francisco and Los Angeles 


57,312 
ABC 


7 out of 10 Press Homes 
Take No Other Daily Newspaper 


Broadcasters, Dealers, Set 
Makers Promote Radio Week 

Broadcasters, appliance dealers 
and set makers have agreed to join 
in promoting National Radio Week 
to be held May 5-11. 

The National Assn. of Radic & 
Television Broadcasters and the 
Radio Advertising Bureau are to 
provide kits of promotion mate- 
rials. National Assn. of Appliance 
& Radio-Tv Dealers will encourage 
dealer cooperation, and the Radio- 
Electronics-Television Manufac- 
turers Assn. promised to mobilize 
manufacturer participation. 

A radio week rally, to stimulate 


broadcaster activity, will be in- 
cluded in the program of the 
NARTB convention in Chicago 
April 10. 


Hohmann Joins Rutherford 
Richard P. Hohmann, formerly 
western manager of Woman's 
Home Companion, has joined John 
R. Rutherford & Associates, Chi- 
cago, publishers’ representative. 


« Bigger Than « 
The United States 


S. S. “United States”. 


Built at Newport News, Virginia. Fastest, most 


modern passenger ship ever built in this country. Length, 990 feet. Beam, 
101 feet. 175 feet from keelson to funnel-top. Cost, over $70,000,000.00. 


She cost more than $70 million dollars! Yet the folks who watch 
WTAR-TV could buy a “S. S. United States” every 10th working 
day in the year! For, Sales Management's Survey of Buying Power 
shows that WTAR-TV’s Coverage Area has an estimated Total 


Effective Buying Power of more than $2,407,998,000.00. 


far-reaching Channel 3. 


(Based on Measured Contour Map by Jansky & Bailey) 


5 of Virginia's Busiest Cities are 
within WTAR-TV's Grade-A Signal. 


That’s a lot of market. And WTAR-TV is the 
only station you need to reach it. WTAR-TV 
operates with maximum power and tower on 


IT IS TIDEWATER VIRGINIA’S 
VHF STATION WITH 7 YEARS’ 
TELECASTING EXPERIENCE 


WAR V 


CHANNEL 3, NORFOLK, VIRGINIA 
Business Office and Studio—720 Boush Street, Norfolk, Va. 
Telephone: Madison 5-6711 
REPRESENTATIVE: Edward Petry & Company, Inc. 


Advertising Age, March 18, 1957 


Quincy Censors 
Seek to Abdicate, 


Cite ‘Awful Power’ 


Quincy, Mass., March 12—A 
censorship board here, which is 
empowered to ban newspaper ad- 
vertisements, news stories and 
photographs as “obscene, impure 
or indecent,” wants to quit. Its 
members oppose censorship. 

Catholic, Protestant and Jewish 
members of Quincy’s Literary 
Control Board resigned last week. 
Rev. Peter V. Corea, chairman 
and spokesman, said: “For us to do 
any more would be for us to enter 
an area of censorship to which we 
are opposed,” 

He said he would ask the city to 
wipe out an ordinance that cre- 
ated the three-member board as 
a sort of newsstand watchdog in 
1949. “It is now a potential cen- 
sorship monster,” he said. 

The board was originally cre- 
ated to guard the city’s youth 
from horror crime comics then 
flooding the newsstands. 

“We've accomplished that pur- 
pose,” Rev. Corea said. But, he 
pointed out, the ordinance also 
gives the board power to control 
magazines and “other printed ma- 
terial.” In other words, he said, it 
gives the board the “awful power” 
to restrict adult reading to only 
what is fit for children. 


® He warned: “The board is a po- 
tential censorship monster, which 
could destroy freedom of the press 
}in Quincy. It could become a very 
dangerous weapon in the hands of 
the wrong people.” He said the 
board could actually ban a news- 
paper by ruling its photographs, 
advertisements, or even news sto- 
ries “obscene, indecent or im- 
pure.” It could even control re- 
ligious publications, he said. 

“It allows three people to dic- 
tate to 86,000 residents what they 
should and should not read.” 

Most of the magazines, he said, 
are really no more offensive than 
some tv programs, movies or 
scanty bathing suits which can be 
seen on any beach. 

The present board, he said, has 
never abused this power, “but it 
could some day become a danger- 
ous tool in the hands of the wrong 
people,” he said. = 


Surf Togs to Preiss & Brown 

Surf Togs Swimsuits, New York, 
a division of U.S. Knitwear, has 
appointed Preiss & Brown to han- 
dle its advertising. Full-page b&w 
and color ads in fashion magazings 
will be used. Mervin & Jesse Le- 
vine Inc. formerly handled the ac- 
count. 


Main line 
lo 
Editors 


feature 


SEND FOR a copy of FEATURE — 

America’s only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC. 


1475 Broadway, New York 36, New York 


| 
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| Fawcett and Dell Listings Incorrect 


In the consumer magazine ad linage tabulation in the March 11 


were incorrectly listed under the Fawcett Women’s Group and Faw- 
cett’s Motion Picture was listed under the Dell Modern heading. Also, 


| issue of ADVERTISING AGE all magazines in the Dell Modern Group 
; another Fawcett publication, Mechanix Illustrated, was not listed 
’ in the Mechanics & Science section. 
eh MT AND MAKE TT RA E— To rectify this error AA herewith reprints the Movie-Romance- 
ar aoa =... : Radio and the Mechanics & Science sections in their entirety: 
7 ‘A = | 
Pages——_——- Lines. >) 
Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. Jan.-Feb. Jan.-Feb 
1957 1956 1957 1956 1957 1956 1957 1956 
| Movie-Romance-Radio 
Oell Modern Group: 
Modern Romances ....... 195 143 224 165 8,357 6,117 9,601 7,903 
Modern Screen .......... 84 58 167 108 3,588 2,501 7,163 4,660 
Screen Stories .......... 5.7 51 114 88 2442 2,177 4873 3,778 
Fawcett Women's Group: 
Motion Picture ........ 218 20.2 322 29.1 9,361 8,657 13,802 12,501 
True Confessions ....... 26.6 269 388 349 11,399 11,523 16615 14,991 
Hillman Romance Group .. 2.7 41 32 47 1,169 1,770 1,396 2,04 
Hillman Women’s Group ... 23.3 21.1 37.1 33.9 10,027 9,067 15,942 14,577 
Ideal Women's Group: 
y Intimate Story 241 269 368 385 10,355 11,519 15,774 16,503 
DOUBLE DUTY—A two-page ad for) oitite 2.2! 281 26.6 438 361 12,054 11,390 18.797 15,490 
Thomas J. Lipton Ltd. can be cut| Movie Stars Parade .... 28.1 26.5 43.8 36.2 12,054 11,382 18,785 15,550 
and folded to make a recipe book- Personal Romances ..... 245 268 369 385 10,509 . . . 
é jolned t © tage vst . TV Star Parade ...... 235 22.7 35.1 312 10,082 
let—the first time this device has | secrets Romance Group: 
been used in Canadian rotos, Lip- a Romances fad ord =e -~ i 
P ee J . 36. . . 
ton says. Young & Rubicam, Toron- | siner Seren .........- 1440 105 —— —— 6,018 
to, is the agency. True Story Women’s Group: 
CE sonctsas sree 40.4 376 555 565 17,339 \ . 
TV-Radio Mirror 214 300 30.1 40.7 9,177 Y ; . 
New Press Book Read True Experience ....... 23.0 33.3 324 446 9.863 ; ; . 
el rae f the = Press| True Love Stories ...... 22.9 32.9 33.2 441 9,828 14,098 14,226 18,919 
wae True Romance ......... 214 322 313 436 9,179 13,819 13,438 . 
—1957,” edited by Leonard J.| true story ........... 69.2 578 916 86.6 29,689 24,781 39,303 37,132 
Mordell, has been published by| fotai Group .......... 500.3 511.7 704.1 7058 214,611 219,362 301,962 302,389 
Publicity Media Service, New 
York, at $25 a copy. It includes a| Mechanics & Science 
listing of key personnel of news- | Mechanix Iitustrated 81.2 84.1 155.7 1525 18,195 18,837 34,887 34,155 
papers with 50,000 circulation and | Popular Mechanics ...... 139.7 169.1 255.8 3116 31,293 37.884 57,301 69,790 
se eae ee ace . sare | Popular Science ...... 131.1 158.8 251.1 288.3 29,373 35,573 56.246 64,571 
peat Bar pecan rowearge Of MEWS | science & Mechanics... 108.4 117.2 108.4 117.2 24,285 26,263 24.285 26,263 
SSS VSSSS, SPSS Sees SWS Se"! tele BND... .<000s Ws 5292 Wis B56 1031s W855? 172719 194,779 
vices, foreign news services, fea- 
ture syndicates, syndicated Sunday In addition to the corrections above, here are figures for three pub- 
magazines, special interest dailies, | lications which arrived too late for inclusion in the original tabulation: 
college dailies, Negro press, foreign a vn eae o = = = an oa pm a 
. an an ss “ottye isao (Portuguese) ....... ‘ J . 5 ' F , i 
language dailies and weeklies with | yi0, (weicn) ........ 77 50 150 13 3,220 2100 6300 4760 
ABC circulation. Vision (Spanish) ........ 828 65.2 149.8 120.3 34,790 27,370 62,930 50,540 
‘Teen’ Distributes Nationally (a) distribution with the June is-; Motor Life, Motor Trend and 


Petersen Pubiishing Co., Los|sue, with the initial printing at|other magazines, said "Teen will 
Angeles, has purchased ‘Teen| 250,000 copies and a guarantee of | not accept beer, liquor or cigaret 
Magazine, West Coast regional|125,000. The page rate will be | advertising. Bob King is advertis- 


publication. Petersen plans nation- |$590. Petersen, which publishes|ing manager. 


|Four A’‘s Elect Four 
The American Assn. of Advertis- 

ing Agencies has elected four new | 

members. They are Jaffe-Naugh-| Keller Office Moves 

ton-Rich and Ray C. Jenkins Ad- The midwestern office of Robert 

vertising, both of Minneapolis; |S. Keller Inc., radie representative, 

Selders-Jones-Covington, Kansas | moves to 205 W. Wacker Dr., Chi- 

City, and Ward Hicks Advertising, | cago, on March 18. 


| Albuquerque, the first Four 
agency in New Mexico. 


in the city 


= 86% COVERAGE - 
in the county | 


ABC FIGURES PROVE 
metropoliten papers can't 
possibly do a selling job for 
your product in RACINE. 


PAPER COVERAGE 
Chicago Trib. 8.0% 
Mil. Sentinal 8.7% 


11.5% 
Details on Request 


Mil, Journal 


RACI 


and Sundap Bulletin: 


: Notionally by the 
_ALLEN-KLAPP COMPANY” 
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We have had the pleasure of serving some of our clients from 20 to 45 years 
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wake up to 
point-of-sale for... 


...quick turnover! 


about 4-p* creative research... 


DECHAR 


75 ROEBLING ST., BROOKLYN 11, N. Y. + EVergreen 7-4164 


/ manufacturers 


electrical appliances 


Dechar 4-p* displays ring up more profits! 


Now is the time to call for more information 


designers & 


> 


of 4-0 
displays 


Drug Prescriptions Hit Record in ‘56, with 
Tranquilizers Nearing Top Spot, Studies Find 


New York, March 12—Prescrip- 
tion business in the nation’s drug- 
stores amounted to a record $1,- 
461,200,000 in 1956, an increase of 
18.5% over the previous year. 

There were 585,920,000 prescrip- 
tions filled last year, of which 240,- 
630,000 were refills. The average 
cost of a prescription in 1956 was 
$2.49, compared with $2.33 in 1955. 

These figures are part of the 
18th annual prescription survey 
compiled by Topics Publishing Co. 
The study shows further that last 
year 79% of the independent drug- 
gists did 95% of the prescription 
volume and that the average drug- 
store had an average gain of 1,061 
prescriptions, compared with 1955. 

The complete report appears in 
the March 4 issue of Drug Topics 
and the March 11 issue of Drug 
Trade News, both published by 
Topics. 

The Medimetric Institute, re- 


And the People Who Buy 
the Food for This Kitchen 


Read CAPS .. . too. 


You get all the Memphis market... 


when you put it in CAPS. 


Each morning and each evening in the city of Memphis, 
the Mid-South's greatest sales organization—the delivery 
boys—make house to house calls with CAPS. The combined 
circulation of the Commercial Appeal and Memphis 
Press-Scimitar reaches practically 100°/,* of all Memphis 


homes. 


To cover the South's first—the nation's tenth wholesale 
market, 95.8°/, of all national advertisers use both Memphis 


newspapers. Do you? 


* The Sunday “Commercial Appeal”’ is delivered to 92.2% of all Memphis homes. 


Two Dailics and The South's Greatest Sunday Newspaper 


Combined Daily Circulation 355,159—Sunday Commercial Appeal 263,384—(ABC Published Statistics March 31, 1956) 


THE = ss se” MEMPHIS = a 


SCRIPPS HOWARD NEWSPAPERS 
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The People Who Buy the 
Food for This Kitchen 
Read CAPS. 
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Advertising Age, March 18, 1957 


search affiliate of William Douglas 
McAdams Inc., reports somewhat 
higher prescription figures for 
1956. Medimetrics, which main- 
tains a permanent panel of some 
1,000 drug stores, says there were 
629,000,000 prescriptions issued last 
year, compared to 577,000,000 in 
1955. 

The institute reports that more 
than half of the gain was account- 
ed for by tranquilizers and hor- 
mone products. Blood pressure 
drugs, which also have tranquiliz- 
ing effects, also scored heavy 
gains. 

While tranquilizer sales in- 
creased by more than 200% in 1956, 
the institute points out that they 
are still outsold two to one by 
antibiotics. However, Medimetrics 
feels tranquilizers “have not yet 
reached their peak.” It predicts a 
total of 40,000,000 prescriptions for 
tranquilizers in 1957. 


s The most frequently prescribed 
drug in 1956 was again Lederle 
Laboratories’ Achromycin, a 
broad-range antibiotic. However, 
the combined sales of Equanil 
(Wyeth Labs) and Miltown (Wal- 
lace Labs), identical tranquilizing 
drugs marketed under different 
names, exceeded Achromycin sales. 

The ten leading prescription 
items in 1956 included four tran- 
quilizers, against two in 1955. 

For 1957, Medimetrics says, a 
“volume of 700,000,000 prescrip- 
tions is not beyond the realm of 
possibility.” 7 


Ad Week Called Success 

| This year’s Advertising Week 

| was the largest and most effective 
|in history, with more than $1,800,- 
/000 contributed in time, space 
jand materials, according to the 
co-sponsors, the Advertising Fed- 
|eration of America and the Ad- 
|, vertising Assn. of the West, ap- 
proximately twice as much as was 

| contributed a year ago. AFA's 
|Advertising Week committee, — 
headed by Thomas D’Arcy Brophy, 
chairman of Kenyon & Eckhardt, 
planned the campaign, while the 
| material was created by Cunning- 

|} ham & Walsh, New York. 


| 


Morton Joins ‘Hardware’ 

Clarence L. Morton has been 
named New England sales repre- 
sentative of New England Hard- 
ware, a monthly publication of the 
New England Hardware Dealers 
Assn., Boston. 


Register 
now! 


Sign up now to reach many of the 
most responsible Officers of the U. S. 
Armed Forces. Advertise in The Army- 
Navy-Air Force Register, the weekly 
magazine designed for readership by top 
military people. 

Write or phone the nearest Army 
Times office for sample copies, rates, 
and circulation data. 


“Top Reading For Top Military People” 
ARMY-NAVY-AIR FORCE 


REGISTER 


PUBLISHED BY 


ARMY TIMES PUBL. CO. 


2020 M ST NW. WASHINGION 6 0.C 
Los Angeles New York, Philadelphio, Son Froncisco 
ARMY TIMES + AIR FORCE TIMES « NAVY TIMES 
US COAST GUARD MAGATING 
THE AMERICAN WEEKEND » THE MILITARY MARKET 
THE ARMY WAVY AIR FORCE REGHTER 
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FROM THE DESK OF : 


ee 
I once asked Grover Whalen why he wore a gardenia and he said, ‘Because 
for only 25 cents it makes me feel important all day long’. 


“Well, I buy Ladies’ Home Journal because for only 35 cents it makes me feel 
important all day long. All day—my eye. All week. Sometimes all month. I feel important 
because the magazine is edited for my gender—and nobody else’s. 


“Gentlemen, what’s in the Journal is ‘none of your business’. Everything in the 


MEMO TO BUSINESSMEN 
ABOUT 
"NONE OF YOUR BUSINESS" 


Nobody but nobody has yet shown signs of 
out-Fitzing Bernice Fitz-Gibbon, formerly 
of Macy’s, Wanamaker’s and Gimbels, and 
now head of her own advertising-merchan- 
dising agency, Bernice Fitz-Gibbon, Inc. 


Journal is as personal to a woman 
as a bath towel. Everything has ‘hers’ 
stitched right on it. 


“The Journal says women have a world 

of their own—and they sure do— 

a wide wonderful world. Take a look at the 
March issue. It has everything but 
everything—Dorothy Thompson writing 
from Saudi Arabia, Lord Halifax’ memoirs, 
Daphne du Maurier’s greatest novel, 
Doctor Spock, news from America’s four 
top fashion designers, and a house you 
can build for $22,000. : 


“But gentlemen, the Journal’s none-of-your- 
business-ness means business. The feminine 
appeal of the editorial rubs off on the 
advertising. Remember—the yens and 
druthers of the country are in the minds 

of women. Man wants but little here below 
—but women want a whale of a lot of 
things—and more women look for them in 
the pages of the Journal than in any 

other magazine published.” 


*% * * 


(We think that you businessmen might 

also be interested in some business figures 
from the Journal. For example, the March 
issue is the biggest single issue of a woman’s 
magazine ever. Circulation—over 

5,600,000.* Advertising revenue 

—over $3,116,000!) 


*Pub. Est. 


Women have a world of their own... 
and a magazine of their own... 


"JOURNAL 


A CURTIS PUBLICATION 


...the world’s largest woman’s magazine 


ee og cn re a le Re) eS EM ua a Sie Aan a Mae is en 2 SSS eee ONE SDRC ME NRE SUM af ae ae eee er eee x poe So es ee 
a Be ae ee ro ae ea. i a ee, “ae ee eee eee Es a ae fat Se ae a 
: ake Fate Bo pit pin i : cl oe ae 5 a ee ie ea Boe. = ia Rot 3 = tie ib meng i, ie a maa Pin me a or 3 ac eee Bie cl ete og oe ‘ Te ort oe ee ee 
ae ee ee aC pete ee ae ee, aa Se RM a 
Bea : 7 es AS 
Ped, ee 
ee ee 
Brees 
fete 
oer 
a 
Mr ' 
ie 
es 
‘om j 
a an? ng 
ae 
Beep _ 
aa : 
a, ; ae 
ee Sr es 
ba op be eo 
ac ch Ce 
eo ee ayes 
ay or Berk, ae: 
Big roe 
af nee ater ie 
en 5 
Bee co 
a < 
es 2 3 ar 
a ee a 
oe sa 
- ef wad a 
ie ee. 
hs eo 
ae a Ci 
Be ee 
aes 
: i ‘ 
it ° ‘ : 
Bae - 
ie ee, 
So) OY cage 
s <3 ee 
ae i, foie 
Bae eee 
= ae 
— ees 
? oe 
2 Gtk. ao “f 
ae 
Soak : 
Eee 
ES ah 
43 ee 
e + eo re 
ae a eo 
—_— 
< oo 
we eae: 
: St eel are 
4 A cath patie 
; Pea aia 
ae = 
~ : 
e: 
Be 
ae eer 
. tae 
See Pas aes 
“a; — — heey pat ak 
: F 5 a ae Me 
cs 3 ae ‘ : ' ‘ : ray 
= é a eG * wae 
- eee ed “i [ 
‘ eRe. \ ea 
ae ; : ies fags 
; 2 ae es 
v 3 i, eee 
3 Be. o et 
: M4 . a” ee ae 
r ™ i petal wg io, wae dates Cys io 
ss 4 . i ; ee Hey irate 
a ‘ ; es ao 
‘ee ‘ a 
is .. = : _ : 
: 7 
: | . 
? q t 3 7 
he - , ; Pe . 
A he ; 3 _ —— : 
Mg « = , sok 
é ; : Se 
: - . Seer 
e t - Ms . é 2 sae on 
: i 5 be Oe OP 
H 1 i: = ec lll = aaa 
: F a 4h tgs a es 
zt ae - ” 4 ? 4 Jae 
Rss: / Si ia aaa i ‘ , ick 
‘i ee a ak ™: me 
‘‘ si ee a ee - roe 8 ‘hie ol gs 
=f ; : ae ee ~ one Tee ~~ + Ag ate 
Ee i ‘ , rie ES ay ie EE a an ae ‘ 3 Spee 
m. ae iy, SE SS eae mee a aoe ais en ee a 
ie , et ee eked ire coe. ae : ar perc 
os \ ? ga” + Rares ee ag eee ees : : ’ 3 “a 
ae ‘ MRR O13 Oe PCE as UR ee J a, dete 
e t : od tsa, hae ae ee eee a) —— os 
‘ ae eee eee , a _o~ ere 
j 4 NS eye ae . : % me Bier 
a a Se aa eee . ” TT — ee eet 
5 > eters ae , —— ee ee 
= , eee = “ =F 
7 ne — _—-—~ — een — ib 
Ao Se BP: ‘ a 
: — > 
3 a : 
= ae + 
‘a . F ; ; 
om i es: ae ' 5 za 
2 ‘ : sa ead Sl: x ete ‘tale hae 
hy fe at OR Sen Mega ec lin | it! S ae ee i na ; ote 
eh y Pate a. Pa es 7 ae eh é : : a ? ‘ pe age tes 
ined i ee ee wade ; ee rt 
a i sigs ae oe ee . are p Es r ee 
~ : DR ae Kee 2. ee Es ogi gee a <sltenee 
se 5 hi “agi Bok oT = sae a , 
‘ a ee ino Cee ey. ay : es i, o 
eee 
: fe - 
Cae 
: wae 
ps es 
. % bs aa 
sige oR ai " E : Be Bt : Ci i . La Ahi 
. \ é ae Le ef aN a. ee a ae “ , t ag oo oe ae fae 
| <i eee te potas apr es er ee ie se Peer Gs a fo ee Mba t., 
pete, ey is none J aypahe i & ie vi hae re ae, ete ae a ‘ Peres ar oe Se gh. piteke ls 3 z ‘A Je a Bee rae yee Sepa eee Ss i ym . re Eh Lk = se “ Sr ote hon +s 
BS ac ree ee we tli, ee ee, “ae Se Rie cae ee A i eet Maree es ee ee Ainge a en, es a ee ce agua Ll ee en Renee ee i Mis thet 22.0 -te hk era 
ee Pe ene Ria i = hs, TO Sa. BERET! oF Sab a as! Fcc, scl uli, er ated anil aaa oemeeretese gk aNS are ee ee 7 Sage Gi WN? Ae cco egy ics, ee Oe cea dae ae ee Sen PE ee vue ae me Ee tga 
i nn gg AN ee 


. 


PLETE * DOCUMENTED * NEVER BEFORE AVAILABLE 


| 
= |newspaper ads. 


PELHAM Manor, N. Y., March 
12—“Any pharmacist who oper- 
ates his drug store in a manner 
that deserves physician and pub- 
|lic respect and concentrates his 
| advertising on increasing his pro- 
| fessional reputation can overcome 
any possible competition.” 

David R. Uran, a licensed phar- 
macist, has built an advertising 
copy service on this premise. 


erator of Ethical Drug Advertis- 
jing Co. here. This company sup- 
plies its  clients—“prescription 
minded pharmacists”—with 
weekly, professionally 


| franchised drug store per city. 


Mr. Uran is the owner and op-| 


written | of 
It services one 


In addition to the weekly ad, 


Advertising Age, March 18, 1957 


Ethical Drug Ad Co. Distributes 
Ad Package to 2,000 Pharmacies 


| Mr. Uran’s clients receive: Special 
copy for direct mail, package in- 
serts, employe education informa- 
tion, promotional materials di- 
rected to doctors, articles on how 
to operate a better pharmacy and 
monthly “Pharmocrastinator” let- 
ters reminding them about “some 
|important thing they may be for- 
| getting to do now that they will 
| never be able to do as well later.” 


@ The charge for this service is 
$1 per week, and Ethical Drug 
Advertising now has more than 
2,000 pharmacies as customers. 
The weekly ads are a compound 
institutional and direct sell 
copy. They have to be general 
enough to be usable in many dif- 
ferent cities, yet specific enough 
to promote a single feature: Pre- 


“You're right for $1,390,000,000* 


KSL-TV 


CHANNEL 


CBS-TV Spot Soles 
National Representotives 


c.B.S. 


KTVT 


CHANNEL ~~ 
Ketz Agency, Inc. 
Notional 


N.B.C. 


Offices and studios in Salt Lake City, Utah 


"1956 Effection Buyeng degre for 33 County Moria 


** Market area and coverage from Neisen Coverage Serene No 2 Elke ond White Pine 
Comrie; in Nevada and Swectiater om Wroming added sims March, 1990 


Salt Lake - Ogden - Provo is one of the first forty markets”’ 


‘ This is a prize anyone can win... a share of the $1,390,000,000 
in effective buying income from the Salt Lake - Ogden - Provo 
market. Television coverage is the key to the grand prize. 


TRI-CITY 577,000 pop. 100% unduplicated TV coverage** 
33 COUNTY MARKET 932,100 pop. 88% unduplicated TV coverage** 


KUTV wy 2D 


Avery-—Knodel, inc. 


ci 


A.B.C. 


scription departments of drug 
stores. 

“My clients have one common 
characteristic,” says Mr. Uran. 
“They all want their prescription 
departments to dominate their 
pharmacies.” 

A current series of Uran ads, 
for example, leads off with an 
attention-getting quotation—from 
the Bible or a well known author. 
| An asterisk directs readers to “au- 
thor’s name below.” The quota- 
tion headline is followed by this 
message: “Pick up your prescrip- 
tion if shopping near us, or let us 
deliver promptly without extra 
charge. A great many people trust 
us with the responsibility of fill- 
| ing their prescriptions. May we 
compound yours?” 


= Mr. Uran started his company 
1l years ago. At first, he charged 
$10 per week. His clients were 
mainly high volume pharmacies 
and small ethical chains. In 1953, 
he reduced the charge to $1, be- 
lieving that a lower fee would in- 
terest more pharmacies. Within 
eight months, he says, more than 
1,000 clients were added. In 1956, 
he passed the 2.000 mark. 

“My ambition,” he told Apver- 
TISING AGE, “is to have one pro- 
|fessionally-minded pharmacy cli- 
}ent in every city in the U. S. and 
Canada. There are still more than 
2,000 cities open for franchise.” 
| Mr. Uran was not new to ad- 
vertising when he started his copy 
service. He saw eight years’ serv- 
ice with the old John Baumgarth 
& Co., St. Paul agency, eventually 
becoming manager of its New York 
office. 

In his lifetime, Mr. Uran has 
owned six drug stores at various 
times. Some of them he has used 
to test his advertising ideas. He is 
still the owner of a pharmacy in 
nearby Larchmont, N. Y. . 


All Peters, Griffin Stock 
Acquired by 18 Executives 

All of the stock of Peters, Grif- 
fin, Woodward, New York, has 
been acquired by 18 active ex- 
ecutives of the radio-tv represent- 
| ative. One of the founders, James 
|L. Free, who retired from active 
business in 1946, sold the remain- 
| der of his stock last year. 
| Principal stock holders are H. 
| Preston Peters, president; Russel 
Woodward, exec vp and director of 
radio, and Lloyd Griffin, vp and 
director of television. The com- 
pany, one of the oldest radio rep- 
resentatives, started in May, 1932. 
The corporate name was changed 
in March, 1956, from Free & Peters. 


Garthwaite Named Lee Head 

Albert A. Garthwaite Jr., for- 
merly treasurer and vp of Lee 
Rubber & Tire Corp., Conshohock- 
en, Pa., has been elected president 
succeeding his father, A. A. Garth- 
waite. 
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GENERAL OMAR NELSON BRADLEY 


HARRY S. TRUMAN © ERNEST 


From the words and wisdom of great men in LIFE, we draw 
ideas that provoke serious thought and inspiration that stimu- 
“ late our everyday actions. 


Throughout the year, LIFE gives an eloquent answer to the 
demands of millions . . . who ask for the deeper meaning, the 
wider outlook, the broad but personal presentation of important 
events and ideas of our time. 


Thus, LIFE is a rewarding experience for millions every week. 
Readers look, think and react to LIFE with warm personal 


PEOPLE RESPOND TO 


Copyright 1957, TIME Ince. 


VANNEVAR BUSH 


GREATNESS 


SIR WINSTON CHURCHILL 


ARNOLD JOSEPH TOYNSEE 


enthusiasm. They respond to the emotions and ideas in pictures 
and stories . . . and to the persuasive power of advertisements 
that make a deep and lasting impression. 


1. LIFE leads all other magazines in total advertising revenue—$137,- 
454,372 in 1956—$50,000,000 more than the next leading magazine— 
almost 20% of the total general magazine advertising revenue. 


2. LIFE holds the largest, most responsive weekly audience—reaching 
11,880,000 households and 26,450,000 readers every week. 


Sources: A Study of Four Media; A Study of the Household Accumulative Audience of LIFE, 
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HOW HERCULES H 


ee 


But agricultural chemicals such as toxaphene, a major Hercules development, play a vital 
role in limiting his depredations. Entomologists in the Hercules Laboratory carefully 
spray plants, then release insects on them to test an insecticide’s residual effectiveness. 


AGRICULTURAL “CHEMICAL WARFARE” 
is a farmer's main defense against pests that 
ruin over $10 billion 
worth of crops each year. 
A.E.Forster, President and 
Chairman of the Board of 
Hercules Powder Com- 
pany, says: 

“In our new Agricul- 
tural Chemicals Laboratory, we can put 


At Hercules, 785 Key Men Pay To Read 
One or More McGraw-Hill Magazines 


At Hercules—and wherever men in industry 
must keep up with changing technologies 
and fast-moving business factors—you'll find 
them subscribing to McGraw-Hill maga- 
zines. Here, 485 full-time editors, backed by 
575 field correspondents, report vital news 


THIS BOLL WEEVIL is at his most destructive —biting into a young cotton boll. 


McGraw-Hill Magazines 


McGraw-Hill Publishing Company, Inc. 
330 West 42nd Street, New York 36, N. Y. 


EETH OF A 


Py vs 


more than 300 insecticide, fungicide and 
plant regulatory formulations through ex- 
tensive tests each month. Our research men, 
product development people, and the rest of 
our staff must keep in constant touch with 
what others are doing, and with new devel- 
opments that affect their particular fields. It 
is my opinion that business and technical 
magazines are among their most important 
sources for this essential information.” 


and interpret important developments. This 
editorial leadership builds reader acceptance 
... not only of editorial pages, but also for 
your advertising messages that appear in one 
or more of the 33 McGraw-Hill magazines. 


MORE THAN A MILLION 


+ MEN IN BUSINESS 
AND INDUSTRY 
PAY TO READ 
Mc GRAW-HILL 


BUSINESS MAGAZINES 
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is changing almost daily as giont construc- | The Murchison Tower, now 24 stories. 
the downtown arec opproac it will be 28 stories. (2) The 
by the Murchison interests; 


token recently from the fifth floor | ing, also 24 
1 W. Colfax Ave. it shows: (1) blic building. longtime Denver landmark being store 
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tion projects in 
Latest look is this one, 
of the Zook building, 43 


rado, Climate Capital of the Wo 


Cattlemen Told 


A top executive in @ national chain of supermar- 
kets has told Colorado cattle feeders that Colorado is 
well on its way to becoming the beef capital of the 
world. 

N. L. Chaplicki, vice president in ch 
operations for the National Tea Co., and general man- 


ager of the Nationa 


division, made the statement in 4 speech before the 


Colorado Cattle Feeders Assn. 


the Shirley-Savoy Hotel. 
Chaplicki said that quantity 


e 
Martin Co beef buying in Denver markets 
@ \nhas gone uP 141 pet. in the past 
than double any 


The Glenn L. Martin Co.| gtores was 
has signed @ 
contract with the air force He gave 
for manufacture of guid 
missiles at its new $10 mil-| ine world 


lion plant southwest of| 4—1t —— 


\tle feeding states, 
ing Oklahoma, Colo- 


vorters. Forms in foreground ore for tunéel t 
5,000 workers ore expected to be in action 


of 5,000 


_| Steel starts upward for cadet q 
hub of all pure = ities for the structure. About 


Texas, Mon- 


Denver. 
The contract — one of|tana, Wyoming, 

three the air force has negotiated rado, to name a few. 

with makers of ballistic missile 2—Because the state's tem- 
air frames—is on & cost plus|perate climate cattle can 
fixed-fee basis. It is expected to be fed on open land eliminating 

the need for closed " 
But another and proba more Y U 


r millions of dollars into Den- 
ver’s economy this year as 


The Denver plant, W 
Titan missile is to be aee° said, is that feeders, tO gS pet 
ot the biggest far of the giving beef a 
- o by eeacked corn corn RADO obra tarts = 4 - ~~ 
ay cor a division of General|Prices. struction of the $124 million Air enough to cause any major 
en meral|P' Regardless of _\Foree Academy will hit a spec-| delays will start 
| atamad im the tacular pace in the next few The information office of the Security guar 
construction & said that out(hundreds of Pe 
ted for|the sitc to watc 


Wier oath an estimated 5,000 ruc gency 
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@ SELF LIQUIDATORS 
@ PACKAGE INSERTS 
@ TRAFFIC BUILDERS 


— THAT “TIE-IN” WITH 
ADVERTISING — TELEVISION AND RADIO PROGRAMS 
CONTACT US FOR SEASONED COUNSEL AT 
INCEPTION OF YOUR NEXT CAMPAIGN 


PERFECTION PREMIUMS, INC. 
2306 NO. KNOX AVE. © CHICAGO 39, LL. © HUmboldt 9-3524 


Toy Industry 
Expects Record 
Sales in 1957 


New York, March 12—The an- 
nual child’s version of paradise, 
the 54th American Toy Fair, 
opened its doors March 6 for a ten- 
day run. 

Unfortunately for the kids, they 
weren’t present in the two hotels 
and several office buildings in 
which some 1,600 exhibitors, rep- 
resenting around 80% of the coun- 
try’s toy and game makers, dis- 
played about 125,000 different 
items. 

Indications in the first days of 
the fair were that sales are up 
6-7%, while attendance is off some 
25%, because of a trend among 
retailers of relying on the services 
of wholesalers. The attendance had 


been estimated 
16,000. 

The buyers arrived to stock up 
on the conventional toys, games 
and recreation equipment, ranging 
in price from pennies to hundreds 
of dollars, as well as to ask an an- 
nual question of the exhibitors: 
“What’s new?” 

Answers to the question are 
found by the hundreds. 


in advance as 


® Indications are that 1957 may 
be an extremely competitive year. 
Many buyers arrived in town be- 
fore the official opening to ex- 
amine wares in the permanent 
showrooms of manufacturers who 
are located in the city. They found 
lots of the same items at the same 
price in different showrooms—at 
first—but subsequently discovered 
that some manufacturers began 
cutting prices in efforts to get a 
quick signature on the dotted line. 

Among the new items on display, 


some were apparent feelers to the | 


buyers; if their makers got suf- 
ficient orders, they would move 


Why N.W. Ayer 
Timebuyer 
Selects 
Crosley WLW 
Stations for 


Philip Morris 


"One of the things I 
look for when selecting 
stations is service. 
That's why I always 
consider WLW Stations 
for Philip Morris Cigarettes. 
The Crosley Stations give their 
full cooperation and personal 
attention to each advertiser 
to constantly improve 
time availabilities .. ‘fi 
to really leave a 
‘call for Philip Morris' “ae 


across the board." 
rel On 


Isabel Ziegle 


.W. Ayer Timebuyer. 


Like N.W. Ayer's Isabel Ziegler, you'll get full cooperation— 
availabilities, talent, promotion and merchandising. So before 
check with your Crosley WLW Representative. You'll be glad you 


WLW-T 


Cincinnati 


WLW-C 


Columbus 


Saies Offices: New York, Cincinnati, Chicago 


Saies Representatives: NSC Spot Sales: Detroit, Los Angeles, San Francisco 


Bomar Lowrance & Associates, inc., Charlotte, Atlanta, Dallas 


WLW-D 
Dayton 


7 


> 
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did! 


| WLW-A 


Atlanta 
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Crosley Broadcasting Corporation, a division of \ 
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into production; if not, the samples 
would be scrapped. 

As in several years past, many 
toymakers were highlighting the 
amount of advertising, merchan- 
dising and publicity they intended 
to do this year, particularly in 
television. It constituted an im- 
portant selling point for many 
buyers. 


® Possibly the strongest single 
push in magazines by a toy maker 
will be that of Ideal Toy Corp., 
which will run an eight-page, 
four-color insert in the December 


issue of Coronet. The ad will fea- 
ture 32 items in the company’s 
1957 line and will be followed by 
several pages of local dealer list- 
ings. 

The toy company also is using 
network and spot television this 
year, as well as newspapers, in a 
j}campaign which reportedly will 
|}amount to more than $600,000. 

Ideal is introducing more than 
150 new items at the fair, includ- 
ing many toys and dolls made from 
germ-proof material. A new col- 
jlection of plastic pools, rafts, 
|beach-balls and swim rinks called 
\the “Captain Kangaroo” line, is 
slated for heavy promotion. The 
items are made from Vista-Vinyl, 
a three-dimensional type plastic 
recently introduced by Harte & Co. 


|s Juro Novelty Co. has come up 
|with a competitor for the Revlon 
doll, launched by Ideal last year. 
|It’s called the Hazel Bishop doll 
land it comes, naturally, with a 
|cosmetic kit containing Hazel 
| Bishop lipstick and nail polish that 
/can be applied to the doll. The doll 
‘also features a reversible clothing 
change whereby it can be convert- 
ed from rags-to-riches costume. 
Hazel Bishop’s “Beat the Clock” 
| tv show is expected to plug the 
doll. 

Among its new line, Transogram 
Co. has a game based on “80 Days 
|Around the World” and three oth- 
lers based on television shows: 
| “The Buccaneers,” “Popeye” and 
Jack Barry’s “Tic-Tac-Dough” 
| quiz show. 


® Highlander Sales Co., a division 4 
of W. H. Schaper Mfg. Co., will 
run a series of ads in Parents’ 
Magazine and a tv campaign in 
41 cities for its Schaper plastic 


| 


| games. 
| James Industries, creator of the 
original Slinky spring toy, has 


ladded four new items this year 
|which will be advertised in a color 
|page in Life (Nov. 11) in addition 
to insertions in the November and 
December Parents’ Magazine and 
tv promotion. 

Remco Industries, one of the 
| newer and bigger successes in the 
l toy business, reports it is highly 
pleased with its latest tv promotion 
and expects an expanded program 
lin the medium this year. 


|@ Despite the fact that there were 
|more toy company failures in 1956 
than in the previous 15 years— in- 
cluding several multi-million dol- 
lar operations—the toy business 
had a banner year in 1956 and 
| there are happy expectations for 
another record-breaker, with much 
thanks to the ever-rising birth rate. 
|A retail figure of more than $1.5 
| billion is forecast by officials of the 
Toy Manufacturers of the U.S.A. 


® | Inc. 


TOY PUSH IS SET FOR 
‘LADIES’ HOME JOURNAL’ 


New York, March 12—The an- 
nual American toy promotion, 
which ran in Life around Christ- 
mas time for about eight years, 
will consist of a multi-page ad in 
the December issue of Ladies’ 


|Home Journal this year. In addi- 
tion, it will be supplemented, for 
the first time in its history, by 
pages in Sunday newspapers in 
about 50 markets. A television spot 
campaign is slated for some 25 oth- 
| er markets. 
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Phillips to Simmons- man |research. He succeeds William Mil-| phone System, has joined Sim-|been appointed retail advertising 
P 


who is Kermit C. Phillips, formerly sen- | 'iken, who has been assigned to | mons-Boardman as publicity man- | manager of the Philadelphia Daily 
“old spooky"? ior market analyst of Modern Plas- | Special pont az — ager, a new position. News. For the past six years, he 
tics Research Corp., has joined | the corporation. Shirley . Phillips has been an account executive in 


Simmons-Boardman Publishing! (no relation), formerly with East) Newspaper Boosts Hennessey the retail department of the Pitts- 


j A tee! of Audigtape to each of the first 
Corp., New York, as director of |Ohio Gas Co. and the Bell Tele-| Robert T. Hennessey Jr. has| burgh Sun-Telegraph. 


500 peapie with the correct answer 


anaes " EOE | 


} TEASER—Audio Devices is using this 
f ad in the April Hi-Fi Tape Record- 
ing to promote a name-the-man 
contest (closed to “suppliers who 

i offer less than 2% cash discount”). 
Marsteller, Rickard, Gebhardt & 
Reed is the agency. 


Pittsburgh Sales Promotion 
Executives Assn. Formed 

R. P. Taylor, H. J. Heinz Co.,| 
has been elected president of the 
Sales Promotion Executives Assn. 
of Greater Pittsburgh, a new 
chapter of the National Sales Pro- 
motion Executives Assn. Other of- | 
ficers elected include Thomas 
Pickering, Firth Sterling Steel, 1st 
vp; Robert Critchfield, Overly | 
Mfg. Co., 2nd vp; Paul Fitzsim- 
mons, James H. Matthews & Co., 
secretary, and Robert Murray, 
Aluminum Cooking Utensil Co., 
treasurer. 


SAN DIEGO= 
YOUNG GIANT MARKET 


Lipton Ltd. Names Grant 
Lipton Ltd., London, a division | 
of the United Kingdom Lipton | 
organization which supervises Lip- | 
, ton’s operations outside the United 
Kingdom and the U.S., has ap- 
pointed the Johannesburg, South 
| Africa, office of Grant Advertising | 
to handle advertising for Lipton 
tea bags. 


1956 Population Estimate 
for San Diego County: 864,600 
Greater than 12 States! 


=m | wn 
pact fie Ie 
pl =a 


am ) 


! 
' 


San Diego — Young Giant Market of the West — looms large on the national sales horizon. 


With a 1956 population of 864,600 — as estimated by the State Director of Finance — San Diego 
County ranks higher in population than 12 of the 48 states! And this Giant Market is 
still growing . . . in population . . . in buying power. . . in quality. 


It takes a Giant to sell a Giant. It takes an advertising medium of broad scope, 


’ GREATEST | strong influence, towering stature. 
| FLEXIBILITY | To sell this Young Giant Market of the West, at the lowest cost per sale, advertise 
Use one theatre, or as in The San Diego Union and Evening Tribune. 


, many as 16,000 theatres 
from coast to coast dur- 


ing a week. USE... ae Ne 
THEATRE SCREEN aa — Cy _ | eatleBaande: ae RAR za 
ADVERTISING “The Ring “\ ® of Truth” 


AAPA, COPLEY wewsparers Boe 
peo tarrs nc rt ad | 15 “Hometown” Newspapers covering sass tees. 


: a 2 Caron ate Street San Diego, California — nen al aad Ga a EVENING TRIBUNE 
’ iia a e Served by the COPLEY Washington Bureau and the COPLEY News Service : 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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No. 82 of a series 


The NEWS of the ROCKIES 


In Denver the Women’s Clothing 
Stores classification accounted for 
1,174,473 lines in 1956 . . . these stores 
laced 61.9% of their linage in the 
ocky Mountain News. 
(Media Records) 


Larrabee Names Four 

John Edward Prentice has been 
named account executive and di- 
rector in charge of the new elec- 
tronics and industrial division of 
Larrabee Associates, Washington. 
Mr. Prentice joins the agency with 
15 years’ advertising and promo- 
tion experience in electronics, com- 
munications, aircraft and allied 
industries. At the same time, Bette 
Doyle, formerly copy chief of Mil- 
loy Advertising Agency, was ap- 
pointed director of printed media. 
The agency also has promoted Wil- 
liam Magnes to director of the re- 


search and marketing department | 


and Betty Murphy to radio and 
television time buyer. 


‘American Editor’ to Bow 

A new journalism quarterly, the 
American Editor, will be published 
starting April 1 by the New Eng- 
land Society of Newspaper Ed- 
itors, Box 1619, Hartford. Adver- 
tising rates have not yet been 


Grimes Hirshfield 
GET TOGETHER—Arthur Grimes, vp 
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Tutching 
and general manager of McCann- 


Erickson Corp. (International); Vincent Tutching, an international 
vp of McCann; Casey Hirshfield, publisher of Hablemos, and Angel 
Ramos, publisher of El Mundo, San Juan, are pictured at a party 
celebrating the distribution of Hablemos by the Puerto Rican daily. 


determined. Carl E. Lindstrom, 
executive editor, Hartford Times, 
and NESNE president, will serve 
as editor. Subscriptions will be $5 
a year; $1.50 a copy. 


changes. 


The Baltimore sky- 
line of 1880, show- 
ing many famous 
old landmarks. 


Now you see them, 
now you don'l as 
the skyline of Balli- 
more grows and 


To Sell The New Baltimore, Use The Paper 
More Than Half The New Baltimore Reads! 


Once you could stand on Federal Hill, just 
across the harbor and spot old Baltimore land- 
marks, But today, you can’t see the landmarks 
for the skyscrapers. 

And it’s wise not to lose sight of this especially 


when you think of Baltimore as a market. 


News-Post 
me and ae 


a 


American 


First in the Heart of Maryland 


Ballimore Has Changed! New industries have 


settled in Baltimore and with them .. . new 


people. Shopping centers have sprung up. 
Buying habits have changed. Reading habits 


have changed, too. Today . . . more than half 


of Baltimore’s families read the News-Post 


...a fact confirmed by ABC figures. 


Yes, Baltimore Has Changed! And if you are 


not already using the News-Post to reach 


changed Baltimore, may we suggest that you 


too, change . . . to the News-Post! 


Represented Nationally by HEARST ADVERTISING SERVICE INC. 


Offices in 15 Principal Cities 


Advertisers Flock 
to Daytime Radio, 
Says CBS’ Nesbitt 


Los ANGELES, March 12—CBS 
daytime radio, which was 45% 
sold six months ago, is now 91%- 
92% sold, a group of agency men 
were told here at a special pre- 
sentation last week by Ben Loch- 
ridge, CBS Radio sales manager, 
and Frank Nesbitt, director of 
sales development. 

Mr. Nesbitt said the increase of 
business has come from manufac- 
; turers of low cost, high turnover 
items and from many small ad- 
|vertisers who need the recogni- 
tion network radio can give them. 

He noted that small advertisers 
have been brought in with a for- 
mula they can afford. It consists 
of the sale of blocks of ten 7%- 
minute units. These units provide 
name repetition—not just in one 
strip, but across the daytime 
schedule—Mr. Nesbitt said. The 
weekly cost is $19,810. For this 
the advertiser gets a cost figure 
of 31¢ per 1,000 impressions, he 
said. 

Admitting that no medium can 
do a complete job, Mr. Nesbitt re- 
ported that as the result of a 
Nielsen survey, Colgate-Palmolive 
| bought 25 7%-minute units per 
| week. The survey showed, he re- 
| ported, that in the daytime there 
are 14,000,000 tv viewing homes 
as compared to 21,000,000 homes 
|'where tv is not seen or heard in 
\the daytime. 


« This makes low-cost daytime 
radio a “wonderful” addition to 
high-priced nighttime tv, Mr. Nes- 
bitt asserted. He said that ra- 
dio can add almost 5,000,000 lis- 
teners to even a program like “I 
Love Lucy,” which is heard in 
20,000,000 homes. 

Mr. Lochridge told the group 
about the new CBS Radio price 
structure for nights and week- 
ends. Covering a wide variety of 
programs, rates on an annual 
basis range from $1,100 to $800 a 
unit for the full network, he said. 
This compares with the previous 
rate—from $2,100 to $1,440. 

Mr. Lochridge also declared 
that radio is not like tv in that it 
does not require the advertiser to 
adjust his problems to the medi- 
um. “We are ready, willing and 
able to adjust ourselves to fit your 
problems,” he said. . 


Van Houten Joins Graphic 

L. F. Van Houten, formerly ed- 
itor of American Business and sen- 
ior editor, Dartnell Corp., Chicago, 
has been appointed vp of Graphic 
Pictures, Chicago. He will have 
charge of sales and script produc- 
tion. 


Agel, Lynch Join BBDO 
Jerome Agel, formerly with Mc- 
|Graw-Hill Publishing Co., and 
| John Lynch, previously with Moy- 
|jnahan & Associates, have joined 
the public relations department of 
Batten, Barton, Durstine & Osborn, 
New York, as account executives. 
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Johnson & Johnson 
Again Sets Air Blitz 
for Baby Shampoo 


New Brunswick, N. J., March 
12—Johnson & Johnson again will 
use the “blitz” technique—hitting 
a small number of markets with 
heavy saturation—this spring for 
its Baby Shampoo, beginning in 
early April and extending for 13 
weeks. Radio and tv spots and 
Sunday supplement ads will be 
scheduled in Detroit, Los Angeles 
and the Dallas-Fort Worth area. 

Last year the company used 
Boston and Philadelphia and 
found that lasting sales results 
could be obtained from the tech- 
nique, Addison Gardner, product 
director at the company, said. 

A total of 20 to 30 radio spots 
and about 20 tv spots a week will 
be used in each market. Young 
& Rubicam is the agency. 

Measuring the effects of the 
campaign takes a year, because of 
the far-reaching sales effects, Mr. 
Gardner said. He indicated that 
the market list for “blitzing” may 
be extended next year after re- 
sults of the current drive are in. e 


Guide to National, Regional, 
Local TV Spots Published 


A guide to national, regional and 
local tv spot advertising in 17 cities 
is being published by Broadcast 
Advertisers Reports, New York. 
The company’s first national 
“Guide to Local & Spot Television 
Advertising” lists on-the-air 
schedules of almost 3,000 individ- 
ual non-network products, ar- 
ranged by product category. 

The information was gathered 
by monitoring 62 stations in the 
last quarter of 1956. The new re- 
port will be published quarterly; 
three new cities will be added this 
spring. Markets covered in the ’56 
report were Atlanta, Baltimore, 
Boston, Chicago, Cincinnati, Cleve- 
land, Columbus, Detroit, Los An- 
geles, Miami, Milwaukee, Min- 
neapolis, New York, Philadelphia, 
Pittsburgh, San Francisco and 
Washington. 


Publication Names Arenz VP 

Edward F. Arenz has been ap- 
pointed to the new position of vp- 
trade shows of the Garden Supply 
Merchandiser, Baltimore. He was 
formerly secretary-treasurer and 
director of trade shows. 


NOT ONE 


ese BUYS BOTH! 


The £1 Paso Cimes 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


OVER 92,000 DAILY 


Earnings of Advertisers 


Sales 
1956 
American Smelting & 
Refining Co. 


American Tobacco Co. 1,082,522,617 


“1956 was first full year of operations. 


1956 Fiscal Year 


Earnings a share 


1955 1956 1955 1956 1955 


Jab ednceve $ ee © payne $39,826,820 $33,529,094 $6.67 $5.52 


844,818 52,048,078 51,661,990 7.51 


Beech-Nut Life Savers .... 122,287,855 ae 465.565 7,998,599 6,498,209 249 2.02 
Container Corp. of America 276,008,765 258,463,036 18,230,919 16,411,491 171 1.59 
Crucible Steel Co. of America 263,922,898 237,715,380 12,767,625 13,208,602 7.02 7.26 
Helene Curtis Industries ... 42,090,163 27.750,989 2,165,927 1,395,227 128 91 
Ekco Products Co. ....... 60,677,029 64,509,403 5,245,112 5,171,869 3.85 3.78 
Fibreboard Paper 

Products Corp. ......... 127,384,085 122,736,278 5,876,998 5,807,649 3.80 3.78 
INinois Bell Telephone Co. 416,520,177 378,192.118 50,469,728 45,030,510 9.66 9.70 
rere 113,015,022 93,067,185 8,458,043 6,267,174 490 3.51 
Merritt-Chapman & Scott Corp. 374,030,904 375,416,737 12,881,736 10,745,822 2.26 2.00 
G. C. Murphy Co. ........ 204,828,650 196,423,090 8,724,841 68,576,170 4.10 3.98 
Perfect Circle Corp. ...... 29,516,138 27,764,883 2,430,610 2,247,599 236 2.18 
Pittsburgh Plate Glass Co. . 596,573,825 581,966,244 55,381,729 61,433,716 5.62 6.26 
Whirlpool-Seeger Corp.* 368,220,975 —_ 113,808,294 2235 — 
Yale & Towne Mfg. Co. .. 122,572,526 104,923,172 6,023,869 4,679,837 3.01 2.82 


Sissy Robes to Mendelsohn 
Sissy Robes Inc., New York, 
bath and beach robe manufacturer, 
has appointed David J. Mendel- 
sohn Advertising, New York, to 


handle its advertising. An expand- 
ed campaign is planned which 
will include national magazines, 
Sunday supplements, business pa- 
pers, direct mail and dealer aids. 


IN THE Tulsa 


another... 


322 EAST ELEVENTH . 


SST FIRST... 


Shleppey Outdoor Advertising Co. 


is using the DRYBRUSH 
method of POSTING 


59 


MARKETS 
of OKLAHOMA 


Mr. DRYBRUSH 
“NEAT & CLEAN” 


Shleppey OutdoorAdvertising Co. 


TULSA 20, OKLAHOMA 


Another thinly disguised WJR success story 


That’s a good description of WJR’s Buck Matthews. 
In one night Buck “visited” a construction worker 
in the Arctic Circle, a soldier stationed in Georgia, 
four nurses in New York, a group of students in 
Montreal, and spent the wee small hours of the 
morning with truck drivers from all over. 


These folks were most appreciative and sent Buck 
some very fine thank-you letters, which he added 
to the multitude of letters he’s received from folks 
right here in the Metropolitan Detroit area. 


You see, Buck Matthews is the M.C. of WJR’s all- 


does travel! 


night music show and travels all over the United 
States and Canada via WJR’s strong radio signal. 


The many letters Buck receives support the find- 
ings of a survey made by Alfred Politz Research, 
_ Inc. In the WJR primary signal area, where 196 
other radio stations can be heard, ALMOST 


HALF of the listeners prefer WJR. 


The survey has many other interesting facts—so, 
have your ad manager call us or the nearest 
Henry I. Christal office and find out just how much 
WJR can do for you and your product. 


The Great Voice of the Great Lakes 


_.WJ 


WIR Detroit 


CBS Radio Network 


If you travel by car! 
travel carefully. 
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American Metal Products’ Board Chair- 
man Fred Matthaei outlines o fost business 
itinerary to pilot, as his personal heli- 
copter rises from his Ann Arbor, Mich. 
estate. Photo by Carter Jones. 


Here, the 
excitement of 


the busy week 


Weekend diversions are past . . . Monday 
dawns, fresh, clear, promising . . . early 


birds of business poise for flight... 


The difference between Business Week and generalized 
magazines is the difference between Monday and Satur- 
day, the sheer excitement of first flight into the busy 
week versus the weekend round of diversions. This is why 
Business Week is not a “‘something-like-something-else.”” 
Other magazines that can do other things better have 
neither time nor space to do what our editors do so well: 
to balance the books for the week just closed . . . to report 
current business on all fronts — production, marketing, 
money, labor, Washington, the world... to “goon ahead” 
for its busy readers. To the 91% of our subscribers who 
are management men, there just isn’t a more exciting 
story. And the intensity of their interest offers advertisers 


more management readership here 


per advertising dollar than in any [RRR iGuEE 


other general, general-business, or FF 
news magazine. You advertise in Busi- 
ness Week when you want to influence 


management men. 


A McGraw-Hill Magazine — Member Audit Bureau of Circulations 
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MARKET 


To get the Vermont Market Story 
address Room 516, Statler Office Bidg., Boston 16, Mass. 


VERMONT ALLIED DAILIES 


Barre Times © Bennington Banner © —_ Burlington Free Press 
Brattleboro Reformer ¢ Rutland Heraid « St. Johnsbury Caledonian-Record 


‘Tele-Sell’ Speakers 
Stress Many-Faceted 
Role of Salesman 


New York, March 12—Sales- 
men who say and do things which 
get the buyer’s attention wind up 
making the sale, according to 
Wade McCargo, president of Mc- 
Cargo-Baldwin Co., Richmond, 
Va. 

Mr. McCargo, with five others 
from among the nation’s top 
salesmen, appeared on the second 
session of the closed circuit ““Tele- 
Sell” carried to 34 cities in the 
U. S. and Canada. The New York 
audience of 3,000 matched the 
number attending the first session 
on Feb. 27 (AA, March 4). 

Pointing out the necessity for 


being considerate, Mr. McCargo 
said, “A salesman who says the 
wrong thing is _ inconsiderate— 


and may never get his selling talk 
started.” 


Here are the sales techniques 


presented by the other five speak- 
ers: 

e R. S. Wilson, exec vp of the 
Goodyear Tire & Rubber Co.—To 
be a professional takes fidelity, 
integrity, knowledge and the hard 
work of thinking. No sale will be 
consummated without considering 
the dealer’s problems. Lending a 
helping hand opens the door to 
more sales. 


e John M. Wilson, vp, sales, Na- 
tional Cash Register Co.—Only by 
an appeal to a buyer’s self inter- 
est, desires and will can you con- 
vince him. Listen, then show how 
what you are offering will answer 
the buyer’s need. 


e Mrs. Brownie Wise, vp, Tup- 
perware Home Parties—By want- 
ing something hard enough to 
work for it, you can develop an 
enthusiasm for your job and the 
product or service you’re selling. 
When confronted by a faulty ship- 
ment to a customer, a good sales- 
man develops enthusiasm out of 


the situation by finding the real 


[1% million people with 


It is true .. 


. folks in this huge market have a lot of land area in which 


plenty of 


liwimg roorn...2nd really living it up! 


THE SALT LAKE INTERMOUNTAIN MARKET 


"Altogether a 
bigger and differenter F 
. fken you might think! 2 


Salt Lake City is just 
the beginning of the 


Intermountain Market. 


just 
Salt Lake 


to live. But they also have a lot of money . . . and they are spending it at 


a record rate: $1,532,000,000 in retail sales last year! 


The fact that people 


have plenty of living room doesn’t alter their needs . . . it merely means 


that marketing methods must be different. Experience has shown that 


you can reach and sell this entire 4-state market area effectively ONLY if 


you use the combined power of Salt Lake’s two great metropolitan news- 
papers, The Salt Lake Tribune and the Deseret News and Telegram. 


* Designated as one big market by the Department of Commerce and the National Retail Drygoods Association. 


Think bigger about Salt Lake . . . It'll grow on you. 


The Salt Lake Tribune - 


(MORNING & SUNDAY) 


COLOR 


ae 
the entire 4-state 
market with 1% 


million persons* 


DESERET NEWS avo 
Salt Lake Telegram (eveNING) 


IN NEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, Metro Sunday Comics Network. 


Advertising Age, March 18, 1957 


trouble and often winds up mak- 
ing an extra sale. 


e Joseph Kolodny, managing di- 
rector, National Assn. of Tobacco 
Distributors—When you know 
your stuff, you make a better im- 
pression. Know your buyer’s busi- 
ness, his competition and your 
own product or service. Resist- 
ance to a new product or service 
can be overcome by knowing how 
it can be adapted to the buyer’s 
business. 


e John M. Fox, president, Minute 
Maid Corp.—Go after an order 
with good direction by uncovering 
motives and showing reasons for 
buying. In your persistance to get 
an order, use new and different 
methods of demonstration. 


s Arthur H. “Red” Motley, pres- 
ident of Parade, served as moder- 
ator of the “Tele-Sell.” Secretary 
of Commerce Sinclair Weeks, in 
addressing the session, emphasized 
that the strength of the economy 
depends to some degree on how 
well the salesmen of the nation do 
their jobs. . 


BPA GROUP URGED 
TO ‘KNOW THYSELF’ 

Cuicaco, March 12—Advertising 
Space salesmen should get to know 
themselves intimately in order to 
make progress in their chosen 
field, Dr. A. E. Hoover, psycholog- 
ical consultant, said yesterday. 

In a talk to members of Chicago 
Business Publications Assn., Dr. 
Hoover, a director of A. E. Hoover 
& Associates, told his audience 
that salesmen should critically an- 
alyze themselves, listing their 
strong and weak points. 

By doing this, a man can dis- 
cover his own personality and tem- 
perament, which can aid him in 
his contacts with potential and 
regular customers, he said. 


® The two basic elements in com- 
munications, Dr. Hoover said, are 
a sender and a receiver. There 
must be both if communication is 
to exist, he said. 

He listed the following three 

misconceptions as reasons for 
breakdowns in the communication 
process: 
e The rate of transmission is equal 
to the rate of reception. This is not 
true, Dr. Hoover said, and asserted 
that people always receive mes- 
sages more slowly than they are 
transmitted. 


e The receiver has the same ideas 
and concepts as the sender. This 
also is untrue, he said. He said it 
would greatly benefit the sender to 
find out what and how much the 
receiver knows. 


e Words can be taken at face 
value. There is a large area of non- 
verbal communications, Dr. Hoover 
said. The salesman should try to 
find out how and what the — 
is thinking, he added. 


American News Profit Up 

American News Co., New York, 
had net sales of $171,996,893 and a 
net income of $2,352,531 in 1956, 
according to the company’s annual 
report. In 1955, ANC reported sales 
at $171,322,526 and income at $1,- 
706,332. ANC, which is a wholesale 
distributor of magazines and news- 
papers and which operates hotel, 
restaurant and terminal newsstand 
facilities through a subsidiary 
called Union News Co., earned 
$3.09 a share on 761,280 shares out- 
standing. In 1955, the figures were 
$2.02 on 842,872 shares. 


American ‘Edelstaal Appoints 
American Edelstaal, Unimat di- 
vision, New York, manufacturer of 
precision workshop machines, has 
appointed Atlantic Advertising Co., 
New York, as its agency. Adver- 
tising is planned in the science, 
mechanics and craft magazines as 
well as industrial business pa- 


pers. 
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FLYING 
SAUCERS 


One-Shot Magazine Publishers Seek More 
Advertisers for Their 14,000,000 Copies 


HoLLywoop, March 12—One of 
the phenomena of the publishing 
world today is the one-shot mag- 
azine. Americans will lay out an 
estimated $10,000,000 this year for 
some 14,000,000 copies of maga- 
zines with a life of one issue. 

Petersen Publishing Co. here has 
hit the jackpot in this field. It 
brought out its first one-shot, Hot 
Rod Annual, in 1951. Since then, it 
has published 45 one-shots and 
plans to issue 36 more in 1957. 

The one-shot field as a whole 
has seen some 500 titles issued in 
the past five years. Four com- 
panies—Petersen, Maco Magazine 
Corp., Fawcett Publishing Co. and 
Dell Publishing Co.—dominate the 
field, with Petersen claiming a 
25% share of the market. 


® The typical one-shot is a paper- 
back volume measuring 6%2”"x9'\%” 
and selling for 75¢. Publishers 
have developed their own racks to 
display them. 

In addition, Petersen last year 
introduced a new series of 50¢ one- 
shots in a standard magazine for- 
mat (8%x11”). Top-selling mag- 
azine in the Petersen stable has 
been Lawrence Welk, one of the 
50¢ books, which has already sold 


ALL ABOUT EVERYTHING—Versatility characterizes the one-shot mag- 
azine industry, as evidenced in this pair of titles by Petersen Pub- 
lishing Co. 


350,000 copies. 

The success of the Welk book 
has encouraged Petersen to bring 
out more magazines on personal- 
ities. Tennessee Ernie Ford wiil be 
out next month, Bob Hope will fol- | 
low in July and researchers and 
writers are now working up books 
on Ed Sullivan, Ralph Edwards | 
and Art Linkletter. 


s The one-shots have not carried | 
much paid space up to now, but 
Petersen is planning to seek adver- | 
tising more aggressively. On the | 
50¢ personality books, advertisers | 
will be offered a guarantee of 250,- | 
000 and rates ranging from $600 
for an inside b&w page up to $1,200 | 
for a full-color fourth cover. 

The 75¢ Trend books, which | 
have an average printing run of | 
150,000, will guarantee 75,000 and | 
offer rates ranging from $400 for | 
an inside b&w page up to $1,000 for | 
a full-color fourth cover. 

Petersen backed inte the one- | 
shot business. Robert E. Petersen, | 
now 30 years old, began publish- | 
ing automotive magazines in 1948. 
“We had an oversupply of know- | 
how about automobiles,” he says, | 
“and I figured this was a chance to | 


| sell some of it.” . 


recogniz 


in letterpress and grature  \ 
iz or magazine advertising 
4 — = ‘ 
/ = = 


/ 


Co ..ins, 


\ | 


MULLER 


& Hurcuinacs, inc. 
333 WEST LAKE STREET AT WACKER DRIVE +- CHICAGO 6, ILLINOIS 


America’s Finest Photoengraving Plant for Letterpress and Gravure 
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The New York Times Magazine adds muscle 
to your magazine advertising schedules 
where they need it most. In New York, where 
most magazines are weak, it adds the 
selling power that makes The New York Times 
New York's biggest advertising 

medium. In top-volume retail stores all over 
the U. S. (and in best-customer homes) 

it adds the selling power that makes 

The New York Times the country's biggest 
Sunday advertising medium. At surprisingly 
low cost. That's why it ranks with Life and 
The Saturday Evening Post among the top 


magazine advertising linage leaders. 


The New York Times @ 


Magazine 
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SCHENLEY DISTH.LERS CO. N. ¥.¢ 
%* PROOF CANADIAN WHISKY. A BLEND 


“BONA FIDE OFFER’”—Schenley Distillers Co. is using financial-type ads 
to reach bankers and brokers for its O.F.C. Canadian whisky and 
Golden Age gin. The ads will run through March weekly in Business 
Week, Forbes’, Journal of Commerce and the Wall Street Journal. 


Batten, Barton, Durstine 


& Osborn is the agency. 


Increased Coverage 
and Bulk of Yearbook 
Show British TV Gain 


Lonpon, March 12—The growth 
of the lusty infant commercial tele- 
vision in Britain is dramatically 
illustrated in the second edition of 
“Commercial Television Year 
Book,” just published here. 

The annual provides a compre- 
hensive record of commercial tel- 
evision and ancillary services 
available to advertisers in Britain. 

It is in comparing the size of 
this edition with its predecessor 
that the growth of the industry 
becomes apparent. Some sections 
have doubled in size. Others are 
far bigger than before. The sec- 
tion on directors, producers, script 
writers and others now contains 
739 names, as against 101 a year 
ago. 

An entirely new section, a list- 
ing of tv artists, includes 1,400 
names. Another new section is a 
bibliography of television contain- 
ing more than 160 titles of Ameri- 
can and British textbooks. 

The section on television and 
radio journals has been expanded 
and now includes American as 
well as British publications. 


s Sir Robert Fraser, director gen- 
eral of the Independent Televi- 
sion Authority, remarks on the 


tremendous growth of commercial 
television in a foreword. 

When the first edition appeared, 
writes Sir Robert, ITA had been 
on the air for little more than a 
month. It had one transmitter in 
London and a potential audience 
|of less than 500,000 homes. 

Now ITA has four of its major 
stations in service, in the Mid- 
lands, Lancashire, and Yorkshire, 
as well as in London. The poten- 
tial audience is close to 3,000,000 
homes—nearly half the television 
homes in the whole country. 

“Commercial Television Year 
Book” is published by Business 
Publications Ltd., 109-119 Water- 
loo Rd., London S.E.1. Price, post 
free, U.S. and Canada, is $5. ~ 


NTA Seeks Stock Rights 

A special stockholders meeting 
will be held by National Telefilm 
Associates, New York, on April 4 
to obtain approval for increasing 
authorized common stock from 1,- 
000,000 to 2,000,000 shares and to 
confer conversion rights on any 
notes or debentures that may be 
issued up to $8,000,000. The organ- 
ization, which became a publicly- 
owned corporation in June, 1955, 
has 664,825 shares outstanding. 


| Richtsheidt Appointed 
| Philip Richtscheidt, formerly 
|with WPAT, Patterson, N.J., has 
| joined the tv sales staff of George 
'P. Hollingbery Co., New York, 
|radio-tv representative. 


K’RUE men make the BIG 
buying decisions 


While the little woman is hesitating over the neckties the 
TRUE man is buying that cashmere coat he’s had in mind. 


Never overlook the buying power of the men who read 
TRUE (now 2,500,000 of ’em...and still growing). Selling to 


men? Then TRUE goes to the top TRUE 


of your list. 
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FTC Monitors TV 
Commercials, Will 
Issue Complaints 


WASHINGTON, March 12—The 
first resuts of the Federal Trade 
- Commission’s new continuing sur- 
vey of tv advertising are being 
processed by the commission staff, 
and a flock of false advertising 
complaints against tv advertisers 
can be expected in the near future. | 

As a result of criticism in Con- 
gress of alleged excesses by tv ad- 
vertisers, the commission has a| 
special $100,000 fund to finance a 
special drive against questionable 
tv plugs. For the past several | 
weeks FTC staff members have | 
conducted almost continuous mon- | 
itoring of tv fare in a number of 
major cities. 

The first batch of prospective 
cases reportedly covers at least 20 
advertisers in a number of indus- 
tries. Since most cases involve 
“false advertising,” in many in- 
stances the issuance of complaints 
has been delayed because staff 
members themselves are doubtful! 
about the course of action which 
should be taken. 


s Often FTC faces the problem of 
distinguishing between a commer- | 
cial which is truly false and one 
which is merely an example of ex- 
cessive puffery. Besides the words 
themselves, the FTC staff must 
analyze the behavior of the an- 
nouncers, including subtle changes | 
of expression. | 

Some of the ads which have been 
set aside involve the expression, | 
“The only product which will...” | 
Within FTC there are some who} 
say this claim should be regarded 
as false if there are similar prod- 
ucts which are equally effective. 

The first group of complaints is 
also expected to include some 
“white coat” spots. FTC monitors 
report quite a number of these on 
the air, despite the efforts of the 
National Assn. of Radio & Televi- 
sion Broadcasters to deal with 
them in the industry’s voluntary 
“code.” 


s The likelihood that complaints 
wiJl appear soon was confirmed 
by FTC Chairman Gwinn in an 
appearance before the House 
commerce committee. While the 
chairman hesitated to reveal the 
details of the commission’s work, 
he assured committee members 
FTC intends to move against mis- 
leading tv commercials which 
have prompted sharp criticism | 
from a number of members of 
Congress. One specific instance 
was cited by Rep. John Jarman 
(D., Okla.), who complained about 
ads for a toothpaste which is sup- 
posed to be particularly effective 
for people who are unable to brush 
their teeth between meals. “While 
I can’t say this ad is misleading,” 
the congressman said, “I doubt 
that the manufacturer could prove 
his claim.” ~ 


Reddi-Wip Names Thompson | 
Sales VP; Appoints Three 

T. C. Thompson, marketing di- 
rector of Reddi-Wip Inc., Los An- 
geles, manufacturer of Reddi-Wip 
cream, has been advanced to vp of 
sales and administration. He was 
previously a vp with Horlick’s 
Corp. and sales manager of Carna- 
tion Co.’s milk specialties division 
for 19 years. He will be succeeded 
as marketing director by Arthur 
White, formerly manager of the | 
Montreal office of N. W. Ayer & | 
Son, New York. 

Bernard Alchon, formerly sales | 
manager of Py-O-My, product of 
Kitchen Art Foods, has been ap- 
pointed merchandising director of 
Reddi-Wip in the Chicago area. 
Robert Dennis, formerly an ac- 
count executive with Dan B. Miner 
Co., Los Angeles, has been oo 
pointed western regional sales 
manager. 


Almay Cosmetics to Zlowe . tez F. Enloe Inc., ethical agency, 
The Almay cosmetic division of | formerly handled the account. 

Schieffelin & Co., New York, has 

appointed Zlowe Co., New York, to| Bon Ami Elects Two VPs 

handle its advertising. The com- | Bon Ami Co., New York, has 
pany will embark on a consumer | elected two vps. Robert G. Hack-| 
advertising program on its basic: with, formerly head of market} 
line as well as for several new| planning and advertising, has been 
products. Advertising, emphasizing | elected vp in charge of marketing. 


ithe non-irritating qualities of the| John A. MacDonald, who heads| 


cosmetic line, will be on a regional | the company’s sales division, has | 


| basis. Newspapers, radio and pos-| also been elected a vp, reporting to 


sibly television will be used. Cor- | Mr. Hackwith. 


“INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


Homes in San Diego are now increasing at the rate 
of more than 1000 per month!* 


Since 1950, more than 80,000 homes have been built, 


an increase of almost 45% for America’s More 
Market. 


San Diegans are making more .. . buying and building 
more homes . . . and watching Channel 8 more, than 
ever before. 


* Source—Research Dept. 
San Diego City Planning Commission. 
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P&G's Tide 


Got Most 


Mentions on Net TV 


(Continued from Page 3) 


total of 14% minutes and Cheer 
*12 for 11% minutes. The others, 
with number of commercials and 
number of minutes in parentheses, 


were: Fab (10 and 14%); Ivory 
soap (10 and 9%); Spic and Span 
(8 and 10); Joy (8 and 8%); Co- 
met (8 and 8) and Duz (8 and 8). 

In the dentifrice competition, 
three major brands seem to be 


getting a pretty even break in sell- 
ing via network tv. They are: 


(15 and 13%) and Geritol (12 and 
7) were the standouts. Other nu- 
merical leaders on a category and 
over-all basis: Aerowax (8 and 
6); General cigars (10 and 10); 
Viceroy (9 and 9%); Swift meat 
products (9 and 9%) and Life 
magazine (8 and 7). In the auto 
category, Ford cars got the most 
time—seven minutes—during this 
monitoring week. 


® A surprising number of network 
advertised products—approximate- 
ly 128—have only one chance to 
sell the potential customer. And 


Brand Standings: Network TV 
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Week Ending Feb. 1, 1957 


Source: Broadcast Advertisers Reports 


No. of No. of 
commer- min- 
cials utes 


ABC PARAMOUNT 
Phonograph records .................... 1 1 
ABC Mickey Mouse Club 
Thurs. 5 p. m. 


ADMIRAL CORP. 


. Small Appliances ........................ 4 4% 
Ipana (11 and 10%); Colgate (12 several of these one commercial NBC Today Tues. Wed. 
and 11%) and Gleem (10 and 9%). Th wri. 7 
Lever Bros.’ Pepsodent did not products do not have a whole com- urs. Fri. 7 a.m. 
cca : : mercial; they share it with an-|ALBERTO-CULVER CO. OF 
= readers oet ideos thot Adver- show up at all on network tv dur- other product HOLLYWOOD 
tisers or Agencies have invaded their ing the week tabulated. product. ‘ I air deeitidirenciesecsre 2 2 
rights. When a claim is filed, you Companies which were promot- NBC It Could Be You 
need our, cmswaance R ing the longest list of products on Tues. 12:30 p.m. 
devised especially to take the sting ® Other competitors with about|network tv were P&G, with 20; _ Modern Romances 
inexpensive "ond it ‘doesthe fob | |the Same amount of network tv| American Home Products Corp.,| yo's ucis Preparations ..... i. 
adequete! minutes to tell their story: Gen-|with 18; Colgate-Palmolive Co., NBC It Could Be You 
WRITE FOR DETAILS AND TES eral Mills cereals (16 and 15%) | with 13, and General Foods, Lever Tues. 12:30 p.m. 
EMPLOYERS REINSURANCE and Kellogg cereals (15 and 14%) | Bros. and Toni with ten each. In a ee 
CORPORATION - and Betty Crocker mixes (9 and 6) | the case of Toni, this index com- a _ 
7 Z illsbury baking mixes (8| bi h i Co. division, Ae oy 
_ INSURANCE EXCHANGE © and Pi y g ines another Gillette Co. divisio oy ar i ’ 
KANSAS CITY. MISSOURI and 61%). Paper-Mate, with the cosmetics ABC Omnibus Sun. 9 p.m. 
In the medicine line, Anacin | company. AMERICAN CAN CO. 
gtla, 
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REILLY 
PLASTICTYPES 


made from the exclusive 
DURAMATRIX, 
the key to 
high-fidelity molding 
developed & produced 
ONLY by REILLY 


REILLY ELECTROTYPE 


ads 


a / 


readership. 


of your ad. 


DIVISION ° 
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Your newspaper ad must be seen to be effective. With Reilly PLASTIC- 
TYPES® you can be sure of perfect reproduction, and the resulting high 


PLASTICTYPES give the best performance of any newspaper plate be- 
cause of the care and skill which go into their production. Reilly is the 
only electrotyper employing engravers for quality control, to assure you 
of flawless precision in dot structure, type formation, plate thickness and 
depth. Every Reilly pattern plate is routed to a guaranteed depth of 
.055” in open areas, to assure brilliance and clarity in the reproduction - 


We will be glad to show you tear sheets from a recent national cam- 


paign to prove that Reilly PLASTICTYPES give the best reproduction of 
any newspaper plate. 


305 E. 45TH STREET, NEW YORK 17 N.Y. 


Metal & Fibre Containers ........ 
NBC News Mon. 7:45 p.m. 


AMERICAN CHICLE Co. 
Clorets gum & mints , 
ABC Jim Bowie Fri. 8 p.m. 
ABC Ozark Jubilee Sat. 
10 p.m. 


AMERICAN DAIRY ASS'N. 
Dairy Products ............ _ 
ABC Disneyland Wed. 
7:30 p.m. 


AMERICAN GAS ASS'N. 

Gas Promotien ........ : 
CBS Playhouse 90 ‘Thurs. 
9:30 p.m. 

AMERICAN HOME PRODUCTS 
CORP. 

Aeroshave iaiteadieenibnssintninian 
CBS Douglas ‘Edwards 
Mon, 7:15 p.m. 

ee . 
CBS Douglas Edwards 
Tues. 7:15 p.m. 

CBS Love of Life Tues. 
Thurs. 12:15 p.m. 

CBS Secret Storm Mon. 
Wed. Fri. 4:15 p.m 
NBC It Could Be You 
Mon. 12:30 p.m. 

NBC Queen For A Day 
Mon, 4 p.m. 

Anacin tablets .......... intent 
CBS Love of Life Tues. 
Wed. Thurs. Fri. 12:15 p.m. 
CBS Secret Storm Mon 
Tues. Thurs. Fri. 4:15 p.m. 
CBS Douglas Edwards 
Mon. 
CBS Name That Tune 
Tues. 7:30 p.m. 

NBC It Could Be You 
Mon. 12:30 p.m. 


a 


“ 


Tues. Thurs. 7:15 p.m. 


NBC Sir Lancelot Mon. 8 p.m. 
- 5 


Bisodol . — 
CBS Douglas Edwards 
Mon. Tues. 7:15 p.m. 
CBS Name That Tune 
Tues. 7:30 p.m. 

CBS Love of Life Wed. 
12:15 p.m. 

CBS Secret Storm Fri. 
4:15 p.m. 

Chef Boy-Ar-Dee Food 

Products .......... 

CBS Love of ‘Life. ‘Mon. 
Fri. 12:15 p.m. 

Easy Off Oven Cleaner ... 
CBS Love of Life Thurs. 
12:15 p.m. 

CBS Secret Storm Tues 
Thurs. 4:15 p.m. 
NBC Queen For A Day 
Mon. 4:00 p.m. 
NBC Today Fri. 7 a.m. 

Freezone , 

CBS Love of Life Mon. 
12:15 p.m. 

Griffin Shoe Polish 
CBS Love of Life 
Wed. 12:15 p.m 
CBS Secret Storm Fri 
4:15 p.m. 

CBS Douglas Edwards 
Thurs. 7:15 p.m. 
NBC It Could Be You 
Mon. 12:30 p.m. 

Heet Liniment ... 

CBS Love of Life Wed. 
Thurs. 12:15 p.m. 

CBS Secret Storm Thurs. 
4:15 p.m. 

CBS Douglas Edwards 
Mon. 7:15 p.m. 

Infra Rub .... 
CBS Love of Life 
12:15 p.m. 

CBS Secret Storm Wed 
4:15 p.m. 

CBS Douglas Edwards 
Thurs. 7:15 p.m. 

CBS Name That Tune Tues. 
7:30 p.m. 

NBC Queen For A Day 
Mon. 4 p.m. 

NBC It Could Be You 
Mon. 12:30 p.m. 

Jocur Wave Set — 

CBS Douglas Edw ards 
Thurs. 7:15 p.m. 

Kolynos Toothpaste jie 
CBS Love of Life Mon. 
12:15 p.m. 

CBS Secret Storm Wed. 
4:15 p.m 

Kriptin Cold Tablets ....... 
CBS Douglas Edwards 
Tues. 7:15 p.m. 

Neet Depilatory ... 

CBS Love of Life Tues. 
12:15 p.m. 
CBS Secret Storm Mon. 
4:15 p.m. 

Outgro ad — 
CBS Secret Storm “Tues. 
4:15 p.m. 

Sani-Flush ....... 

CBS Love of Life ‘Fri. 
12:15 p.m. 

CBS Secret Storm Tues. 
Thurs. 4:15 p.m. 

NBC Queen For A Day 
Mon. 4 p.m. 

Wizard Spring Bouquet & 

ee 
CBS Love of Life 
Fri. 12:15 p.m. 

Wizard Wick Deodorizer ...... 
CBS Secret Storm Mon. 
Wed. 4:15 p.m. 


Tues 


we 


a“ 


13% 


4% 


“ 


54 


ee xs Bact Ta. NS at eee Ne ‘ect oe 


ne ee sh eb eee oe at eee ee Be a oa hat aD 5 Big Sy et as alia it Sr aie ee ee eae See ae Oli Rea ee ee oS oa a yeni = 2S ne ey ee Seca 
DSP ecg: BOE ee sats ce = aD. 5 cepeeteeneget co ed ce a < ea ARSE i SPM = as © NMOS com Reece VS) a Aa il MAR RA a ee Si ae SO eee). APR E ie ee 
2 Se ee oe ee Pep are OR ee es cst iS aad Bs oii” i a lea Met i Ep Se i is oa, a io eae = OR 
hia hae ie F 
Bo 6p 
hag e ES 
a ae 
eas 
Bis i a 
i 
“eee 
| 
| | ee 
Le | . 
ee | 
sees See | ee ; 
sia | . 2 24% 
so a, | Po 
vale hs ! ! 
“Va opinion So | 
eee we. ¥ 3 WW Pe |] 2 
ae. i 
‘anes : 
i. 4 
yen : 1 1 
“Te ts a 
ee. a 
iia 
ee 
onl 
: 1 YS 4 
% 6 
¥ me 
“beeen 5 
aia - 
is Wp i 
oe ee — 4 
oe i 
Pe t 
one 7 15 || ~ 
ans r 
ial ‘ s é = 
s \ ° 
if = \ 2 ‘ 
y a 
| | : 
ee <= p + 
ee es — ’ < 
at eee a zi 
| t \) —a " 
*-* «@ ‘ G ; elie 
. < j 
"ae : ~ , - 
a = ae ‘ 
a fi ae ” ” iy 
4 rs eee 2 2 ay 
: tn | > 
; = ” 0 a] LA | 5 = an , 
pe : ——— es —- PI - 
ee Ce 4 ~ -o ‘ | ‘ 
‘ ; ~~ “ | 
ae é P a XQ . Sette j Y | ; 
ee: ‘ j Za 
ee / \ vn | 
Bi / \ sarees = 
4 ‘e. ‘ " L P 
‘ / J : ™ : 1 % 
iss eC f : | ines . a 
ae fone Rai? i ' hs 
laa oes P 
ial =) | | = 
’ \ : 
Rens : ag | ; 
a 
eae e 
sa 1 nea ? 2 
Bere i pint P | re 
ee copie . ,} / 1 2 : 
ee 
ia ak ‘ : } j 
Bees j C 
ests : : fi / Z 
Bor ee oe } | 
as a / 
ee ee re ’ 
eet: J 7 = : 
me —_ - - —— eee —— SS ee = OC — ee ue 
t Ric x i) — : 
agen ai Z 
on ag rel ws 
gee . 
ae Bah. | 
ets 
> Se | ; 
Peres M4 
Seen he oS : ” j 
oo es ‘: 
Br en ae = a - 7 
a | = ., 
ies SS = 
a 
7 1 
on ere 1 % 
2 ee . 
ee : 
dala | a | . 
ae ef at | = 
z | 
= | 5 : —— ee 
ON ee Pe : 
ie 2% | 
aed 1 « @ 
a : 
ae. | Sa | a | 
at Py : 
pre “¢ aa Pk 1% my? 02 aged ephey sis ee eae te i ee =e s ‘ is eine 1: oe egies Seapine (2 ee bone ee es = ie a) 
ic’ 5 Sy 0 ee ee OF : re "3 erie c ie : : Ras OL La eee ee ee, ee 4 ee 
oe | £3 ‘3 ne eS oe Bi ig eae eae < i : icac Bee ee se a eae ae es 
est ope, eth Pee Lec eres’) f- anaemic et eae as ae teed : nei ae ee Be St gtk SO Se er a, 
BR a re eee re I a ee 


Advertising Age, March 18, 1957 


No. of No. of Processed Milk Products ........ 2 2% Vitalis Hair Tonic ................... 3 3 NBC Today Fri. 7 a.m. 
commer- min- NBC Queen For A Day Wed. CBS Alfred Hitchcock Sun. CAMPBELL SOUP CO. 
cials utes Fri. 4 p.m. 9:30 p.m. SF 1 ts 
JOHN H. BRECK INC. NBC NBA Basketball Sat. CBS Lassie Sun. 7 p.m. 
AMERICAN MOTORS CORP. Hair Preparations .. 1 1 2:30 p.m. CS EE 4 3% 
f Rambler Aut 1 1 NBC Matinee Theatre. Wed. BROWN & WILLIAMSON TO- CBS Lassie Sun. 7 p.m. 
| ABC Disneyland Wed. 3 p.m. BACCO CORP. NBC On Trial Fri. 9 p.m. FREE! FREE! 
} 7:30 p.m. BRILLO MFG. CO. Raleigh Cigarettes ............ 5 5% France American Food Pred. 4 3% 
! AMERICAN OIL co. Scouring Pads ......... a at, NBC It Could Be You CBS Garry Moore Mon. 
| Amoce Gasoli Ss 1% NBC It Could Be You. Wed. 12:30 - = o om. ES 
: CBS Person to Person Thurs. Fri. 12:30 p.m. NBC Queen For ay ‘ouse n. 
be Fri 10:30 p.m. NBC Matinee Theatre Fri. Mon. 4 p.m. 2:30 p.m. An Impertent Announcement From 
: AMERICAN TOBACCO CO. 3 p.m. NBC Tennessee Ernie Mon. ream Soups .............. 1 1% Crone-Galle Artist Supplies 
Filter Tip Tareyton BRISTOL-MYERS CoO. Wed. 2:30 p.m. CBS Garry Moore 
Cigarettes rs 1 1%) Ban Deodorant 0.0.0.0... 2 1%| Viceroy Cigarettes ................. 9 934 10 a.m. ~ Brand New, Beautifully IMustrated 
CBS Jack Benny Sun. CBS Godfrey Mon. Wed. CBS The Lineup Fri. CARNATION CO. page catalog is off the press . . . 
: 7:30 p.m. 10:30 a.m. Wed. ¢ pm. 10 p.m. Friskies Dog FOO oc... 1 % || the most complete and up-to-date 
oe Lucky Strike Cigarettes ........ 4 4% | Bufferin Tablets ......... tea 3% CBS Bob Crosby Mon. CBS Burns & Allen Mon. reference on Artist Supplies and 
y CBS Jack Benny Sun. CBS Alfred Hitchcock 3:30 p.m. 8 p.m. Drafting Materials! 
\ 7:30 p.m. Sun. 9:30 p.m. NBC NBA Basketball Sat. Instant Chocolate Drink ....... ss. . © A winen request Gh 6 
’ NBC Hit Parade Sat. CBS Godfrey Mon. Wed. 2:30 p.m. ABC Mickey Mouse Club e . e 
10:30 p.m. 10:30 a.m. Wed. 8 p.m. NBC Steve Allen Sun. 8 p.m. Tues. 5 p.m. 4 ay busines aeneeee 
Pall Mall Cigarettes .................... 5 BY CBS Playhouse 90 Thurs. a oo .. ‘ i wvecnnnd oe Seedente —e 1 1 assure quick very © 
ABC Navy Log Wed. 9:30 p.m. uster Brown Se 4 ABC ickey Mouse u 
8:30 p.m. — Ipana Toothpast 11-10% CBS Captain Kangaroo Sat. Tues. 5 p.m. Crane-Gallo due 
NBC “Stanley Mon. ABC Mickey Mouse Club 9:30 a.m. CARTER PRODUCTS 110 West 3100 New Yerk 
8:30 p Mon. Wed. Thurs. Fri. 5 p.m. BULOVA WATCH CO. . Rise Shave Cream ................... 2% . Street, : 1 N.Y. 
BC Bis CBS Alfred Hitchcock Sun. Watches 3 NBC NBA Basketball Sat. 4-947 
amit, ie oo A ssoubbcaatiee 9:30 p.m. CBS Jackie Gleason Sat. 2:30 p.m. Complete Line of Art Visual Aids 
Chiffon Liquid Detergent ........ 1 1 CBS Godfrey Mon. Wed. 8 p.m. CHESEBROUGH-PONDS “TRACE-RITE" “ART-O-GRAPH" 
ABC Danny Thomas Mon. 10:30 a.m. Wed. 8 p.m. CALIFORNIA PACKING CoO. Pertussin 2 1 “LACEY4UCI" “CAMERA LUCIKON” 
"i 8 p.m. CBS Playhouse 90 Thurs. Del Monte Food Products ... 2 2% ABC Cheyenne Tues. 
Dash Dog Food . — 1 9:30 p.m. NBC Home Thurs. 10 a.m. 7:30 p.m. | 
ABC Mickey Mouse ‘Club 
Tues. Wed. 5 p.m. 
GIES eG cccenenestnnnscnessncerestaseanencese 1 1 
NBC George Gobel Sat. 
10 p.m. 
Star Meat Products .................... 1 1 
ABC Mickey Mouse Club 
Tues. 5 p.m. j 
ARMSTRONG CORK CO. 
Floor & Wall Coverings ........ i 1 
NBC Kaiser Hour Tues. y 
‘ 9:30 p.m. Mg 
. B C REMEDY Co. 


Headache Powders & Tablets 5 5% 
NBC Today Mon. thru . 


Fri. 7 a.m. 
BELL TELEPHONE Co. 
Telephone Service ......... 7 3% 
CBS Telephone Time ‘Sun. 
6 p.m, 
| BELTONE HEARING AID Co. 
Hearing Aids .............. is oe 
; | NBC Today Tues. 7 a.m 
a } BEST FOODS INC. 
Br Helimanns Mayonnaise ......... i 1% 
€ CBS Garry Moore Tues. 
: 10 a.m. 
| Nucosa M ee 3 4% 
ABC Galen Drake Sat. 
} 7 p.m. 
} ABC You Asked For It 
ie / Sun. 7 p.m. 
‘ CBS Bob Crosby Tues. 
: 3:30 p.m. 
" Rit Tints &2 Dyes on. 1 2 
Sy CBS Garry Moore Tues. 
% 10 a.m. 
% > Shinola Shoe Polish ................ 1 1% 
CBS Bob Crosby Tues. 
3:30 p.m. 
Skippy Peanut Butter... 2 2" 
. ABC Galen Drake Sat. 
7 p.m. 
ABC You Asked For It » 
Sun. 7 p.m. 
| BORDEN Co. 
» Biscuits, ete. ....... am © 2h 
4 NBC Queen For ‘A Day 
Wed. Fri. 4 p.m. 
Dairy Products . a 1 dl 
NBC Fury Sat. ry a.m, 
Institutional Contest ................ 1 i 
NBC Peoples Choice Thurs. 
9 p.m. 


EXPRESS 


IT’S A tremendous audience. The largest single evening 


this precision recorder 
fits in your pocket! 


newspaper audience in the entire West . . . well over a million 
strong! An able-to-buy audience, too, with more upper and 
middle income readers, more home owners and more married, 
under-45 families than the second evening newspaper by far. 

If you’re seeking sales-success in America’s third 

richest market, you'll find it in the . . . 


minifon p DD-s 


Los Angeles Evening Eecdudce | | 
out of sight, out of mind—you get all the facts ERALD EXPRESS for our edwertigers. — 
The perfect ‘‘secondary memory”’ to save . STARCH READERSHIP — 

j you time and work—the world’s only ‘ 
pocket-sized, push-button precision re- Represented Nationally by SURVEY AND TEN Tor é 
corder! Take it with you wherever you sa 


go. Records everything—up to 2 hours 
on a single reel! Plays back, erases, re- 
winds—great for dictation, s00, and only 
28 ounces! Battery operated or A/C. 
Sold through authorized franchised dealers 
For complete details, write: 


GEISS-AMERICA 


Dept. A.A. 3, Chicago 45, Il. 
(a Canada imperial) Typewriters of Canada 416 McGill St. Mentrea! ? Que 


Moloney, Regan and Schmitt, Inc. 


Largest Evening Circulation in Western America 
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No. of No. of 
commer- min- 


cials 
ABC Jim Bowie Fri. 8 p.m. 


Vaseline Products .................... 3 2 


ABC Cheyenne Tues. 

7:30 p.m. 

ABC Jim Bowie Fri. 
CHRYSLER CORP. 
Chrysler Autos, Institutional 7 

CBS Climax Thurs. 8:30 p.m. 

ABC Lawrence Welk 

DeSoto Autes ......... - 
NBC You Bet Your Life 
Thurs. 8 p.m. 

Dodge Autos .. 

ABC Lawrence “Welk Sat. 

9 p.m. Mon. 9:30 p.m. 
Plymouth Autos 
ABC Lawrence Welk Mon. 

9:30 p.m. 

ABC Ray Anthony Fri. 10 p.m. 
CBS Climax Thurs. 8:30 p.m. 
CIBA PHARMACEUTICAL PROD- 

UCTS 

Institutional 
ABC Medical Horizons Sun. 
4:30 p.m. 

COCA-COLA CO. 

Seft Drink ......... 2 

ABC Mickey Mouse Club 

Mon. 5 p.m. 


8 p.m. 


utes |COLGATE-PALMOLIVE Co. 


| 
| 
| 
| 


“QUAD. CITIES. 


ONE OF THE 


FIRST 100 MARKETS 


57% of the 
QUAD.CITIES’ 


253,800 
people live 
in ILLINOIS 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


where 9 out of 10 
families read these 
daily newspapers . . . 
DISPATCH or ARGUS 


Quad-Cities’ Largest 
Combined Daily Circulation 


‘MOLINE 
DISPATCH 


and 


ROCK ISLAND 
ARGUS 


REPRESENTED BY ALLEN-KLAPP CO. 


: 
‘ 
* 


“ 


NBC Eddie Fisher Wed. Fri. 
7:30 p.m. 


Bald TROTRGIOID cccrncstccsereerstcssiomcininn 
CBS Big Payoff Fri. 3 p.m. 
CBS Strike It Rich Wed. 
Thurs. 11:30 a.m. 

CBS My Friend Flicka Fri. 
7:30 p.m. 
Ajax Cleanser 

CBS Strike It Rich Mon. 
Wed. 11:30 a.m. 

Cashmere Bouquet Soap ........ 
CBS Strike It Rich Tues. 
Thurs. 11:30 a.m. 3 p.m 

Colgate Dental Cream ........ iz 11% 
CBS Big Payoff Mon. Wed. 

Fri. 3 p.m. | 


7:30 p.m. 


10:30 a.m. 


3 p.m. 


11:30 a.m. 


CBS Strike It Rich Tues. 
Thurs. 11:30 a.m. 
CBS My Friend Flicka Fri. 


CBS Millionaire Wed. 9 p.m. 
CBS Mighty Mouse Sat. 


Fab Detergent 
CBS Big Payoff Wed. Thurs. 9 p.m. 

CBS Strike It Rich Mon. 

11:30 a.m. 


CBS Strike It Rich Mon. 

Tues. Fri. 11:30 a.m. 
Florient Aerosol 

CBS Big Payoff Mon. Thurs. 


CBS Strike It Rich Thurs. 


Halo Shampoo oo... 


8 p.m. 
Liquid Vel ........ 


11:30 a.m. 


CBS Mr. 


Wed. Fri. 
Lustre Net ......... 


9 p.m. 
CBS Strike It Rich 


CBS Bob Cummings Thurs. 


CBS Strike It Rich Fri. 


CBS Big Payoff Thurs. 3 p.m. 
Lustre Creme Shampoo 
Adams & Eve Fri. 


CBS Mr. Adams & "Eve Fri. 


Wed. Fri. 11:30 a.m. 
Palmolive Shave Products ... 3 Ite 
CBS Millionaire Wed. 9 p.m. 


Advertising Age, March 18, 1957 


Palmolive Soap 
CBS Big Payoff Mon. Wed. 
Fri. 3 p.m. 

CBS Bob Cummings Thurs. 
8 p.m. 

Vel Detergent .... 

CBS Strike It Rich ‘Wed. 

Thurs. 11:30 a.m. 

CBS Big Payoff Fri. 3 p.m. 
CONSOLIDATED COSMETICS 

Lanolin Plus Products 
NBC Hold That Note Tues. 
10:30 p.m. 

| CONTINENTAL BAKING CoO. 

Se WRN secrictsinrincccemennns 2 

NBC Howdy Doody Sat. 10 a.m. 
CORN PRODUCTS REFINING ee 
| Institutional 


5 4% 


Mon. 


ATLANTA 3, GA. Walton Building 

BOSTON 9, MASS. _79 Milk Street 

CHICAGO 6, ILL. 711 W. Monroe Street 
CINCINNATI 2, OHIO. Dinie Terminal Building 
CLEVELAND 15, OHIO. 1010 Euclid Avenue 
DALLAS 2, TEX. 808 Young Street 


© Dow Jones & Company, Inc. 1957 


af 


fd 


ADVERTISING OFFICES: 


DETROIT 26, MICH. Buhl Building 
GREENSBORO, N.C. 921 Guilford Building 
HOUSTON 2, TEX. Commerce Building 

LOS ANGELES 5, CALIF. 2999 W. 6th Street 
MIAMI 32, FLA. Hall Building 

NEW YORK 4, N.Y. 44 Broad Street 
PHILADELPHI Al, PA. 1528 Walnut Street 


PITTSBU og Lg PA. Koppers Building 


ROCHEST N.Y. Trian Building 
ST. LOL is rs at) Arcade Building 
SAN FRANCISCO 8, CALIF. 415 ‘Bush St Street 


fe Ti 
WASHINGTON : D.C. 1015 14th pao N.W. 
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Advertising Age, March 18, 1957 


BN ID  crctctinchisidinsaerainch SS 3 Re ree 1 1% NBC Today Wed. Thurs. i 10 10 
ABC Press Conference NBC Queen For A Day Fri. Fri. 7 a.m. ABC John Daly Mon, thru 
| Sun. 5:30 p.m. 4 p.m. FORD MOTOR CO. | Fri. 7:15 p.m. 
NBC It Could Be You E. 1 DuPONT de NEMOURS & co. Ford Automobiles ... n 7 | GENERAL ELECTRIC Co. 
Wed. 12:30 p.m. DeCNRRR RGD cesectrcccssessececscrensitsiins 2% ABC Ford Theatre Wed. Electric Light/Flash Bulbs .. 2 14, 
f NBC Queen For A Day ABC DuPont Theatre Tues. 9:30 p.m. ABC Cheyenne Tues. 
F Wed. 4 p.m. 9:30 p.m. CBS The Brothers Tues. 7:30 p.m. 
t py etl al A RE a 5 6% | EASTMAN KODAK Co. 8:30 p.m. GE Major Appliances ............ 2 2 
NBC Queen For A Day PY 3 3 CBS Zane Grey Fri. 8:30 p.m. ABC Broken Arrow Tues. 


i Wed. Fri. 4 p.m. ABC Ozzie & Harriet Wed. NBC Tennessee Ernie Thurs. 9 p.m. 


NBC It Could Be You Wed. 9 p.m. 9:30 p.m. GE Small Appliances .......... 2 2 
aE 12:30 pm. FIRESTONE TIRE & RUBBER CO. ee 2 1% ABC Cheyenne Tues. 7:30 p.m. 
—. NBC Matinee Theatre Wed. Institutional, ete. ................ 2 2 CBS Zane Grey Fri. 8:30 p.m. Institutional ........ 3 2% 
‘ 3 p.m TR cnrrerectitccienceecctiiilliiisnennss 1 Me NBC Tennessee Ernie Thurs. CBS GE Theatre ‘Sun. 9 p. m. 


{ DERBY FOODS 

Peter Pan Peanut Butter .. 2% 2 
i ABC Disneyland Wed. 7:30 p.m. 
4 DOW CHEMICAL CO. 
y 


9:30 p.m. 
Mercury Automobiles ................ 2 4 
CBS Ed Sullivan Sun. 8 p.m. 
GENERAL CIGAR CO. 


GENERAL FOODS CORP. 

Bakers Ceconet ...... 
CBS Godfrey Thurs. 10:30 a.m. 

Bakers Instant Chocolate Mix 1 1 


ABC Voice of Firestone Mon. 
8:30 p.m. 
FLORIDA CITRUS pm 
Citrus Fruits .... a's 3. 


Something really happens 
when you advertise in 


The Wall Street Journal! 


t ears listen 


_ You'll find something special about ears that have been 
alerted to your sales story through Wall Street Journal 
advertising. They’re more attentive. They’re more sensitive. 
They need to hear more...and hear it quicker. That’s 
because a Wall Street Journal subscriber has more of both 
responsibilities and ambition. He wants to get ahead in 
business ...and he wants his business to lead the field. 

Through The Journal, he’s more receptive . .. because 
you've entered his office through the best of all introductions 
—the publication he prefers most, regards highest for its 
usefulness. ; 

Sure these ears are special. They have to be. They’re 
attached to the heads which ’most every successful business 
in America depends on. Many demands are made on them. 

Just remember this: the best ears for your best sales are 
only a few inches away from the eyes that search The 
Journal every business day. 

Something really happens when a.Wall Street Journal 
subscriber listens. Advertise in The Journal—and then you 
listen to the response. ~- 


PUBLISHED AT: 


Pacific Coast Edition 
SAN FRANCISCO 


415 Bush St. 


Eastern Edition 
NEW YORK & WASHINGTON, D. C. 


44 Broad St. 1015-1 4th St, N.W. 


Midwest Edition Southwest Edition 
CHICAGO DALLAS 


711 W. Monroe St. 911 Young St. 


NBC Roy Rogers Sun. 
6:30 p.m. 
Gaines Dog Food ............. 1 1 
NBC Roy Rogers Sun. 
6:30 p.m. 
Jell-O Desserts & Pie Fillings 3 3 
NBC Hiram Holiday 
Wed. 8 p.m. 
NBC Bengal Lancers Sun. 
7 p.m. 
Maxwell House Instant Coffee 4 4 
CBS Zane Grey Fri. 8:30 p.m. 
CBS December Bride Mon. 
9:30 p.m. 
Maxwell House Regular Coffee 2 ite 
CBS West Point Story Fri. 
8 p.m. 
NBC Roy Rogers Sun. 
6:30 p.m. 
Minute Rice 
CBS December Bride Mon. 
9:30 p.m. 
NBC Bengal Lancers Sun. 
7 p.m. 
Post Dry Cereals . 
CBS Mighty Mouse Sat. 
10:30 a.m. 
CBS West Point Story Fri. 
8 p.m. 
NBC Fury Sat. 11 a.m. 
NBC Roy Rogers Sun. 
6:30 p.m. 
Sanka Instant Coffee ................ 3 3 
CBS I Love Lucy Mon. 9 pm. 
NBC Hiram Holliday Wed. 
8 p.m. 
Swans Down Baking Mixes... 1  ] 
CBS West Point Story Fri. 
8 p.m. 


SOUNDING! 


As any old riverboat-man will 
tell you, the best channel runs 
deep and lets you travel fastest. 
Same is true today with tele- 
vision throughout this busy Ohio 
River Valley of ours. 

No advertising medium gives 
you such smooth sailing into 
over 100 of its high-producing 
counties as WSAZ-TV . . . no 
station’s influence runs so deep 
with almost three-quarter million 
TV families comprising Amer- 
ica’s 23rd television market. 
Today the nation’s heaviest con- 
centration of industry crowds the 
banks of the Ohio — generating 
within the WSAZ.TV areaa buy- 
ing potential nearly four billion 
dollars deep! You can reach it 
surely via WSAZ-TV’s Channel 
3, without fear of shoals, snags 
or backwaters. You'll travel, too, 
in company with many of Amer- 
ica’s most successful advertisers. 
Any Katz office has the latest 
soundings for your inspection. 


HUNTINGTON-CHARLESTON, W. VA. 


W.3.c. WETWoORE 


Affiliated with Radio Stations WSAZ, 
Huntington and WKAZ, Charleston. 
LAWRENCE H. ROGERS, PRESIDENT 


Represented by The Katz Agency 
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GENERAL MILLS 
Betty Crocker Baking Mixes 98 6 
CBS Bob Crosby Wed. Fri. 
3:30 p.m. 
CBS Giant Step Wed. 7:30 p.m. 
CBS Valiant Lady Fri. 
12 noon 
Bisquick 2 
CBS Bob Crosby Fri. 3:30 p.m. 
CBS Valiant Lady Wed. 
12 noon 
Dry Cereals 
ABC Lone Ranger Thurs. 
7:30 p.m. 
ABC Mickey Mouse Club 
Tues. Wed. Thurs. Fri. 5 p.m. 
ABC Wyatt Earp Tues. 
8:30 p.m. 
CBS Lone Ranger Sat. 1 p.m. 
CBS Texas Rangers Sat. 
11:30 a.m. 
CBS Giant Step Wed. 7:30 p.m. 
Gold Medal Flour 4 
ABC Wyatt Earp Tues. 
8:30 p.m. 
CBS Valiant Lady Wed. Fri. 
12 noon 
CBS Giant Step Wed. 7:30 p.m. 
GENERAL MOTORS CORP. 
Chevrolet Autos ....... 4 4 
ABC Crossroads Fri. ‘8: 30 ‘pm. 
CBS Garry Moore Wed. 10 a.m. 
NBC Dinah Shore Thurs. 


2% 


154% 


Serves Management 
On Printing And 
Binding 


Letters from coast to coast report 
that advertising executives not only 
read AR, but file monthly copies 
for continued use. Here are typical 
articles on printing developments 
and cost-cutting ideas which were 
popular with AR’s 21,000 readers: 
“Catalog Production” 


Suppliers with new products, or 
new uses for established products, 
find AR the ideal medium to reach 
advertising managers who are alert 
to product opportunities—and have 
budgets to invest in them. 
Among leading advertisers relying 
on AR’s marketing power are: 
Chicago Offset Printing Company 
4. W. Clement Co. 
The Heinn Company 
Naz-Dar Company 
Standard Printing Company 
The Burkhardt Company 
American Colortype Company 
Poole Brothers Inc. 
K. $. Crocker Company 
General Binding Corporation 
Whether printing and binding rep- 
resent your problems or your 
products, turn to AR for results! 


Adwortising 
Btencpesirersme mis 


200 E ILLINOIS ST. * commen? lt. TLL. 
Published by the publishers of 
ADVERTISING AGE and INDUSTRIAL MARKETING 


7:30 p.m. 

Chevretes Trucks . am § 

ABC Crossroads Fri. ‘8: 30 D. m. 

NBC Dinah Shore Thurs. 

7:30 p.m. 

GERBER PRODUCTS Co. 

Baby & Jr. Foods 
CBS Bob Crosby Wed. 3:30 p.m. 
CBS Captain Kangaroo Wed. 

8 a.m. 
GILLETTE Co. 
Foamy Shave 

NBC Cavalcade of Sports 

Fri. 10 p.m. 

Razors & Blades ........... 5 
NBC Cavalcade of Sports. 
Fri. 10 p.m. 

Bobbi Home Permanent ....... 2 
CBS Valiant Lady Thurs. 
12:00 noon 
NBC Blondie Fri. 8:00 p.m. 

Deep Magic Facial Cleanser 3 


CBS Garry Moore Thurs. 
10:00 a.m. 

NBC People Are Funny Sat. 
7:30 p.m. 

Pamper Shamp 2 
CBS Valiant Lady Thurs. 
12:00 noon 
NBC Blondie Fri. 8:00 p.m. 

Paper-Mate Pens 
NBC Cavalcade of Sports 
Fri. 10:00 p.m. 

Prom Home Permanent 
CBS Garry Moore Thurs. 
10:00 a.m. 

NBC You Bet Your Life 
Thurs. 8:00 p.m. 

Tame Creme Rinee .......................1 
CBS Valiant Lady Thurs. 
12:00 noon 

Tip Tent Home Permanent... 1 
NBC Queen For A Day 
Mon. 4:00 p.m. 

Tenette Childrens Home 

Permanent 


Toni Home Permanents ........ 2 


NBC Stanley Mon. 8:30 p.m. 
White Rain Shampoc ............ 3 - 
CBS Garry Moore Thurs. 
10:00 a.m. 
NBC People Are Funny Sat. 
7:30 p.m. 
GOLD SEAL CoO. 
gS 1 
NBC Perry Como Sat. 8 p.m. 
Snewy 
NBC Perry Como Sat. 8 p.m. 
B. F. GOODRICH Co. 


Alrfoam 


Neolite ‘Soles cusccettememenmeccen 8 
NBC TV Playhouse Sun. 
9 p.m. 

Tires 1 
NBC TV Playhouse Sun. 
9 p.m. 

GORDON BAKING CoO. 

Silver Cup Bread .. ne | 

ABC Kukla Fran. & ‘Ollie 


CBS Bob Crosby Thur. 3:30 p.m. 


CBS Bob Crosby Thur. 3:30 p.m. 


CBS Bob Crosby Thur. 3:30 ».m. 


3% 


1% 


2% 


Mon. thru Fri. 7 p.m. 
GROVE LABORATORIES 
Fitch Hair Preparationr ...... 3 
NBC Today Mon. Wed. 
Fri. 7 a.m. 
4-Way Cold Tablets 
NBC Today Mon. Thurs. 7 a.m. 
GULF OIL CORP. 
Batteries 1 
NBC Life of Riley Fri. 
8:30 p.m. 
Gasoline & Motor Oil 
NBC Life of Riley Fri. 


8 p.m. 
HANSEN LABORATORY 

Junket Desserts ......... 

CBS Captain Kangaroo "Wed. 
Fri. 8 a.m. 
HARTZ MOUNTAIN tata 

Bird Foods & Supplies 
ABC Circus Time Thurs. 8 p. e. 
CBS Captain Kangaroo Sat. 

9:30 a.m. 
HAZEL BISHOP INC. 

Hair Spray ........... 2 
CBS Beat The ‘Clock Sat. 7 p.m. 
CBS You're On Your Own 
Sat. 10:30 p.m. 

Lipstick 4 
CBS Beat The Clock Sat. 7 p.m. 
CBS You're On Your Own 
Sat. 10:30 p.m. 

H. J. HEINZ Co. 

Ketchup 2 
NBC Captain Gallant Sun. 

5:30 p.m. 
HELENE CURTIS INDUSTRIES 

Enden Shampoo 1 
NBC Washington Square Sun. 
4 p.m. 

Shampoo Plus Egg . 1 
CBS What's My Line ‘Sun. 
10:30 p.m, 

Spray Net ............. 
CBS Oh Susanna Sat. 9 p.m. 
NBC Washington Square Sun. 
4 p.m. 

Stopette Spra d 1 

MBC Weshington a > Sun. 
4 p.m. 

Suave 2 
CBS Oh Susanna Sat. 9 p.m. . 
What’s My Line Sin 


CBS Garry Moore Tues. 10 a.m. 
JERGENS ANDREW CoO. 
Letien 
NBC Steve Allen Sun. 8 p.m. 
Woodbury Soap .. 1 
NBC Steve Allen ‘Sun. *’ pm. 
JOHNSON & JOHNSON 


Baby Products . me © 
CBS Robin Hood Mon. 
7:30 p.m. 

Back Plaster ........... a & 


NBC Today Thurs. Ta a.m. 
Band Aids ....... 
a Heckle & “Jeckle ‘Sun. 


lp 
CBS 1 Robin Hood Mon. 
7:30 p.m. 
S. C. JOHNSON & SON 
Glade Deodorizer . ee | 


CBS Red Skelton ‘Tues. 


4% 


2% 


24% 


2% 


9:30 p.m. 
Waxes & Polishes 
CBS Red Skelton Tues. 
9:30 p.m. 
NBC Robert Montgomery Mon. 
9:30 p.m. 
KAISER ALUMINUM CO. 
Aluminum Products 


10:30 a.m. Wed. 8 p.m. 

CBS House Party Tues. Thurs. 
2:30 p.m. 

CBS Name That Tune Tues. 
7:30 p.m. 

CBS Wild Bill Hickok Sun. 
12:30 p.m. 

Gro-Pup Dog Food .................. 2 
CBS House Party Tues. 
Thurs. 2:30 p.m. 

KIMBERLY-CLARK CORP. 

Delsey Tissue ...... 1 
ABC Danny Thomas ‘Mon. ‘8 p.m. 

Kleenex Napkins ............. 
ABC Danny Thomas Mon. 8 p.m. 

KNOMARK MFG. CO. 

Esquire Shoe Polish ................ 1 

NBC Caesars Hour Sat. 9 p.m. 
LEHN & FINK PRODUCTS may 

Lysol Disinfect 
NBC It Could Be You Tues. 
12:30 p.m. 

LEVER BROS. CO. 

Good Luck Margarine .......... 3 
CBS House Party Wed. 2:30 p.m. 
CBS Garry Moore Fri. 10 a.m. 
NBC Sir Lancelot Mon. 8 p.m. 

Imperial Margarine 
NBC Video Theatre Thurs. 

10 p.m. 

LifeDUOy SOBQ nnccccrccccereerreerenene | 
NBC Sir Lancelot Mon. B p. m. 
Lipten Seup Mixes 
CBS Talent Scouts Mon. 

8:30 p.m. 

Lipton Tea. ........... = & 
CBS Talent Scouts Mon. 

8:30 p.m. 

Lux Flakes ........... 1 
NBC Video Théatre “Thurs. 

10 p.m. 

Lux Liquld Detergent 
CBS Garry Moore Wed. Fri. 
10 a.m. 

CBS House Party 
2:30 p.m. 

NBC Sir Lancelot Mon. 8 p.m. 
NBC Video Theatre Thurs. 


Wed. Fri. 


10 p.m. 

NBC On Trial Fri. 9 p.m. 
Te ny 

NBC Video Theatre Thurs. 

10 p.m. 


Rinse Detergent 
CBS Garry Moore Wed. Fri. 
10 a.m. 

CBS House Party Fri. 2:30 p.m. 
NBC On Trial Fri. 9 p.m. 

NBC Video Theatre Thurs. 

10 p.m, 

Spry Shortening ............ ———ae | 
CBS Garry Moore Wed. 10 a.m. 
CBS House Party Wed. Fri. 
2:30 p.m. 

NBC Video Theatre Thurs. 
10 p.m, 


14% 


% 


1 
1 


1% 


1% 


1% 


1% 


% 


1% 


LEWIS-HOWE Co. 

Tums 1 
NBC Jonathan Winters Tues. 
7:30 p.m. 

LIGGETT & MYERS TOBACCO CO. 

Chesterfield Cigarettes ........... 4 
NBC Dragnet Thurs. 8:30 p.m. 
NBC Noahs Ark Tues. 8:30 p.m. 

L & M Cigarettes .... ” 
CBS Edgar Bergen Tues. 
10:30 p.m. 

CBS Gunsmoke Sat. 10 p.m. 
P. LORILLARD Co. 

Kent Cigarettes 
CBS $64,000 Challenge Sun. 

10 p.m 

Ola Gold Cigarettes ............... 2 
CBS Jackie Gleason Sat. a p.m. 

LUDENS INC. 

Cough Drops 
CBS Captain Kangaroo Sat. 
9:30 a.m. 

Fifth Avenue Candy Bar ...... 1 
CBS Captain Kangaroo Sat. 
9:30 a.m. 

MATTEL INC. 

Toys 1 
ABC Mickey Mouse Club 
Wed. 5 p.m. 

MENNEN CO. 

Quinsana POWEET noc 1 
ABC Boxing Wed. 10 p.m. 

Shampee & hair cream ....... 2 
NBC Robert Montgomery 
Mon. 9:30 p.m. 

ae | 
ABC Boxing Wed. 10 p.m. 
NBC Robert Montgomery 
Mon. 9:30 p.m. 

Skin Bracer 

ABC Boxing Wed. 10 p.m. 
NBC Robert Montgomery 
Mon. 9:30 p.m. 

aa 
NBC Queen For A Day wea.” 
4 p.m. 
Spray Deodorant ...................... 2% 
ABC Boxing Wed. 10 p.m. 
NBC Robert Montgomery 
Mon. 9:30 p.m. 
MENTHOLATUM CO. 
Deep Heat Rub . 1 
. .NBC Tic Tac Dough Fri. 2 noon 
MILES LABORATORIES 
“alka Salt 


NBC News Wed. Fri. 7:45 p.m 
NBC Queen For A Day Thurs. 
4 p.m. 
NBC Tennessee Ernie Thurs. 
2:30 p.m. 
One-A-Day Vitamins . 
ABC Mickey Mouse “Club 
Mon. 5:45 p.m. 
NBC News Wed. Fri. 7:45 p.m. 
NBC Queen For A Day Thurs. 
4 p.m. 
NBC Tennessee Ernie Thurs. 
2:30 p.m. 
MILLER BREWING CO. 
Beer 2 
ABC Wire Service Thurs. ry p.m. 
MINNESOTA MINING & MFG. CO. 
Scotch Tapes .......... 2 
ABC Mickey Mouse ‘Club 
Mon, Thurs. 5:45 p.m. 
MOGEN DAVID WINE CORP. 
WHRRD cncecessesssees: 
ABC Treasure ‘Hunt Fri. o Ds m. 
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6 
ABC Broken Arrow Tues. 9 p.m. 
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2% 


1% 


2% 


1% 


1% 
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3% 
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No. of No. of 
commer- min- 
cials utes 


MUTUAL OF OMAHA INSURANCE CO. 
ES EE 2 2% 
CBS Godfrey Tues. 10:30 a.m. 
NATIONAL BISCUIT CO. 
Nabisco Dry Cereals . , 3 3 
ABC Rin Tin Tin Fri. 7:30 p.m. 
NATIONAL DAIRY PRODUCTS — 


SEES CI eciescceecetcticore 2 
NBC Kraft Theatre Wed. 9 Ay 
Kraft Cheeses ........ 5 6 
NBC Comedy Time “Thurs. 
5 p.m. 
NBC Modern Romances Thurs. 
4:45 p.m. 
NBC Kraft Theatre Wed. 9 p.m. 
NBC Tic Tac Dough Thurs. 
12 noon 
Kraft Jellies & Preserves ... 1 1 
NBC Kraft Theatre Wed. 9 p.m. 
Kraft Marshmallows ................ 1 % 
NBC Modern Romances Thurs. 
4:45 p.m. 
Kraft Orange Juice .......... 8 3 
NBC Tic Tac Dough Thurs. 
12 noon 
NBC Modern Romances Thurs. 
4:45 p.m. 


NBC Comedy Time Thurs. 5 p.m. 
Kraft Salad Dressings & 
QEERRED cpitencmmnmennutinagen 3 4% 
NBC Matinee Theatre Thurs. 
3 p.m. 
NBC Tic Tac Dough Thurs. 
12 noon 
NESTLE Co. 
Chocolate Bars ........ 1 1 
CBS Lone Ranger Sat. 1 pt m. 
Nescafe Instant Coffee ............ 2% 2 
CBS Oh Susanna Sat. 9 p.m. 
NBC Blondie Fri. 8 p.m. 
Nibbles 
CBS Lone Ranger Sat. 1 p.m. 
Quik Chocolate Mix ............. 2% 2 
CBS Lone Ranger Sat. 1 p.m . 
NIAGARA MFG. & DISTRIBUTING CO. 
Massage Equipment ..... nets oe 1% 
NBC Home Tues. 10 a.m. 
NORWICH PHARMACAL CO. 
Pepto Bismol . 
CBS Godfrey Tues. 10:30 a.m. 
PABST BREWING Co. 


aren 4 34s 
ABC Boxing Wed. 10 p.m. 
Seft Drinks ........ 1 % 


ABC Boxing Wed. “10 pm. 
PET MILK CO. 

Processed Milk Products ....... 3 3 
CBS Red Skelton Tues. 9:30 p.m. 
NBC George Gobel Sat. 10 p.m. 

PHARMACEUTICALS INC. 

Geritel . 
ABC Amateur Hour Sun. 7:30 p.m. 
CBS News Sun. 11 p.m. 

CBS To Tell The Truth Tues. 


9 p.m, 
NBC Twenty One Mon. 9 p.m. 
Niron ........ 1 i 
ABC Amateur Hour Sun. h: 30 p.m. 
RDX Tablets 3 3 


ABC Amateur Hour Sun. 1: 30 p.m. 

CBS To Tell The Truth Tues. 

9 p.m. 

NBC Twenty One Mon. 9 p.m. 
Serutan 1 i 

ABC Amate: ur Hour Sun 1: 30 p.m, 


2% 


ABC Amateur Hour Sun. 7:30 p.m. 


CBS News Sun. 11 p.m. 

CBS To Tell The Truth Tues. 

9 p.m. 

NBC Twenty One Mon. 9 p.m. 
Zarumin 3 


ABC Amateur Hour Sun. 7:30 p.m. 


CBS News Sun. 11 p.m. 
PHARMACO INC. 

Medigum 
NBC Comedy Time Thurs. 

5 p.m. 

| EE 1 
NBC It Could Be You Fri. 
12:30 p.m. 

PHILIP MORRIS INC. 

Maribore Cigarettes ................... 2 
CBS Playhouse 90 Thurs. 
9:30 p.m. 

PILLSBURY MILLS INC. 

Baking Mixes 
ABC Mickey Mouse Club 
Thurs. 5 p.m. 

CBS House Party Tues. Thurs. 
2:30 p.m. 
CBS Godfrey Tues. Thurs. 


10:30 a.m. 
Beak - PORE  ccnsmenesee cme 1 
CBS House Party Tues. 2:30 p.m. 
Chilled Rolls & Biscuits ........ 2 


CBS Godfrey Thurs. 10:30 a.m. 


62 


CBS House Party Thurs. 2:30 p.m. 


Pancake Mixes ............. 1 
CBS Godfrey Tues. "10: 30: a.m. 


PLANTERS NUT & mrnecacmanegy co. 


PPORMTIOD cemrnsrcsseccnsessesssesigpientnatniienee 
NBC Eddie Fisher Fri. 7:30 ee 
PROCTER & GAMBLE CO. 
Camsay GORD cncesunecemenn 
CBS Edge of Night Mon. 
Thurs. 4:30 p.m. 
NBC Loretta Young Sun. 10 p.m. 
Cheer Detergent 12 
CBS Brighter Day Mon. thru 
Fri. 4 p.m. 
CBS The Lineup Fri. 10 p.m. 


% 


11% 


NBC Peoples Choice Thurs. 9 » m. 


Comet Cleanser ........ 

CBS As The World “Turns ion. 
Wed. Fri. 1:30 p.m. 

CBS Edge of Night Mon. 

Wed. Fri.:4: 30 p.m. 

Crest Tooth 3 
CBS Hey Jeannie Sat. 9:30 p.m. 
NBC This Is Your Life Wed. 

10 p.m. 
NBC Jane Wyman Tues. 9 p.m. 

Crisco Shortening 4 
CBS Brighter Day Tues. Thurs. 
4 p.m. 

Dash Detergent .......... 7 
CBS Hey Jeannie Sat. %: 30 p.m. 
NBC Queen For A Day Mon. 
Wed. Fri. 4 p.m. 

Dreft Deter gemt .........ccccccsccsseee 12 
CBS Edge of Night Mon. thru 


Fri. 4:30 p.m. 
NBC Tennessee Ernie Mon. Wed. 
Fri. 2:30 p.m. 
Drene Shampee ..................0.. 1 
CBS Hey Jeannie Sat. 9:30 p. ry 
Duz Detergent... 


CBS Guiding Light ‘Mon. ro 
Fri. 12:45 p.m. 

Fluffe Shortening ........................ 6 
CBS Search For Tomorrow Mon. 
thru Fri. 12:30 p.m. 

CBS I Love Lucy Mon. 9 p.m. 


Gleem Teothpaste .... . 
ABC Wyatt Earp Tues. 8: 30 p.m. 
CBS Search For Tomorrow Mon. 
Wed. Fri. 12:30 p.m. 

CBS Brighter Day Mon. Wed. 
Fri. 4 p.m. 

NBC Peoples Choice Thurs. 9 p.m. 
NBC Queen For A Day Tues. 
Thurs. 4 p.m. 

Ivory Flakes .......... a 3s 
CBS Bob Crosby ‘Thurs. :30 >. m. 

Ivery Snow 
CBS As the World Turns 
Mon. Wed. Fri. 1:30 p.m. 
NBC Queen For A Day 
Tues. Thurs. 4:00 p.m. 

Ivory Soap. . 10 
CBS Guilding ‘Light ‘Mon. 
thru Fri. 12:45 p.m. 

NBC Jane Wyman Tues. 
9:00 p.m. 

Joy Detergent 
CBS Search For Tomorrow 
Mon. thru Fri. 12:30 p.m. 


CBS The Brothers Tues. 8:30 p.m. 


9% Litt Home Permanent 


9% aa 27 


CBS I Love Lucy Mon. 9:00 p.m. 
NBC This Is Your Life 
| Wed. 10:00 p.m. 


CBS As The World Turns 
Mon. Wed. Fri. 1:30 p.m. 
Prell Sh 1 1 
NBC This. Is Your Life 
Wed. 10:00 p.m. 
Spic & Span Cleaner 


4 CBS Search For Tomorrow 


Mon. Tues. Wed. Thur. 
12:30 p.m. 

CBS Edge of Night Tues. 
Wed. Thurs. Fri. 4:30 p.m. 


CBS Edge of Night Mon. 
thru Fri. 4:30 p.m. 
NBC Loretta Young Sun. 
10:00 p.m. 


8% NBC Tennessee Ernie Tues. 


Thurs. 2:30 p.m. 
NBC Matinee Theatre Mon. 
thru Fri. 3:00 p.m. 


Department store sales for the first 9 months 

of 1956 were 13% ahead of the same period 

of '55. This is the greatest increase in Mlinois 
- and 3rd in the entire nation. 


Rockford, Illinois has grown to be the 
richest market in the state outside 
Chicago ... and is still growing. It is 
the 2nd largest machine tool center in 
the world . . . is 13th in total postal 
savings ... and is the center of a rich 
and prosperous agricultural area. You 
can take advantage of our growth. Ad- 
vertise in Rockford’s two daily news- 
papers for complete coverage. Four 
color press facilities are available. 


134,448 A.B.C. CITY ZONE 
441,222 A.B.C. RETAIL TRADING ZONE 


“ROCKFORD MORNING STAR 


Rockford Register-Republic — 


Deiedienattieieedie by Burke, Sateen & tia Sea 


Oxydol Detergent .......... 6 7+ | 


CRIME CASES and TRUE ADVENTURE ... 


PUNCH eed OLRM TS one CHET BOT AD OCH 


ADDING 
NEW IMPORTANCE 


TO 


AN IMPORTANT 
NEW WORD! 


The newest innovation on the busy 
horizon is KPIX’s 32 page, 3-color PRE-SELL, a “commer- 
cial fan magazine” designed to pre-sell retailers on the 
television advertising support behind your products. 
PRE-SELL gets point-of-purchase action for these rea- 
sons: (1) It gets read; (2) It completely blankets the food and 
drug trade in The Greater San Francisco Bay Area; and (3) 
It’s to the point profit-wise. It gives wholesalers and retailers 
all the information they need to get behind a product and push. 
If you want your products to enjoy the lowest cost-per- 
thousand in Northern California television . . . plus this extra 
. . contact Lou Simon, KPIX Sales 
Manager, or your nearest Katz Agency representative. 


KBPIx © DS 


San Francisco 
WESTINGHOUSE BROADCASTING COMPANY, INC. 


PRE-SELLing push . 


media merchandising 


fundamental 
in your 


promotion 


1957 


electronics 


BUYERS’ GUIDE 


It's “*“BUYERS’ GUIDE 
TIME” again . . . and the 
industry knows where work- 
ing engineers turn for those 
product specifications that 
mean mass sales when de- 
signs are dccepted. 


CLOSING DATES: 
Copy to set...April 23 
Complete plates...May 1 
Inserts at binders...May 31 


Write for your copy of 
Reach the Man Who 
BUYS When He Buys... 
or, call your local electronics 
sales representative. 


| 
| @ @ 
| 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET 
NEW YORK 36, N. ¥ 
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No. of No. of 
commer- min- 
cials utes 


Hot Cereals 
CBS Sgt. Preston Thurs. 7:30 p.m. 

Ken-L Ration Dog Feod ........ 2 
CBS Sgt. Preston Thurs. 7:30 p.m. 
NBC Caesars Hour Sat. 9:00 p.m. 


PRUDENTIAL INSURANCE CoO. 


In any language, this corrugated floor 
stand makes friends, speaks the univer- 
sally understood tongue of Increased 
Sales. Ingeniously designed to accom- 
modate a variety of appliances for 
International General Electric Co., it was 
reproduced in red, charcoal grey and 
chartreuse. 


Want to talk Increased Sales, amigos? 
Just call The Man From Gibraltar. 


CORRUGATED PAPER COMPANY, INC. 


350 Warren Street, Jersey City 2, W. J. 
WEW YORK: DIGBY 4-0580 NEW JERSEY: HENDERSON 2-4462 


Insurance ................ 2 3 RADIO CORP. OF AMERICA 
CBS Air Power Sun 6: 30 Dm. RCA Small Appliances ............ 1 1 
PUREX CORP. NBC Perry Como Sat. 8:00 p.m. 
Teews. wie a 1 Whirlpool Appliances 3 4 
NBC Big ‘Surprise ‘Tues. NBC Matinee Theatre Mon. 
8:00 p.m. Fri. 3:00 p.m. 
QUAKER OATS CoO. NBC Perry Como Sat. 8:00 p.m. 
Aunt Jemima Mixes ............ 2 2 RALSTON-PURINA CO. 
CBS Sgt. Preston Thurs. 7: 30 p.m. | ae 1% 
NBC Caesars Hour Sat. 9:00 p.m. ABC Bold Journey Mon. 
7:30 p.m 
ID siti tcenrnetennemsainndtnmace 1 1% 
ABC Bold Journey Mon. 
“o 7:30 p.m. 
You get better local or national |. o5)-wip 
press clipping service by using a | Dessert Topping occ 1 1% 
bureau with just one office—where NBC Queen For A Day 
. Thurs. 4:00 p.m. 
there is no delay instructing those | pevLoON PRODUCTS CORP. 
who do the clipping.” Uk en 2 2 
CBS $64,000 Challenge Sun. 
10:00 p.m. 
CBS $64,000 Question Tues. 
10:00 p.m. 
J Futurama Case ......... 1 1% 
Est, 1888 CBS $64,000 Question Tues. 
10:00 p.m. 
" PRESS CLIPPING Silicare Hand Cream ................ 1 I's 
eNaphoone CBS $64,000 Question Tues. 
BA 7-5371 BUREAU 10:00 p.m. 7 
a 1 1% 
165 Church Street, New York 7, N. Y CBS $64,000 Challenge Sun. 
10:00 p.m. 
— a : SS Teeny 
§ 


Cee 


REXALL DRUG CO. 
Intracel Liniment 
NBC Tonight Mon. 11:15 p.m. 
REYNOLDS METALS CO. 
Aluminum Products ......... 2 
NBC Circus Boy Sun. 7: 30 p.m. 
Reynolds Wrap . 1 
NBC Circus Boy Sun. 
7:30 p.m. 
R. J. REYNOLDS TOBACCO “> 
Camel Cigarettes . 


CBS Phil Silvers Tues. 8:00 p.m. 
CBS Mr. Adams & Eve Fri. 
9:00 p.m. 
Salem Cigarettes ns 
CBS I’ve Got A Secret Wed. 
9:30 p.m. 
NBC People Are Funny Sat. 
7:30 p.m. 
Winston Cigarettes 
CBS Bob Cummings Thurs. 
8:00 p.m. 
CBS I've Got A Secret Wed. 
9:30 p.m. 
RONSON CORP. 
Electric Shavers 
CBS Playhouse 90 Thurs. 
9:30 p.m. 
Lighters ........ - & 
CBS Playhouse ‘90 Thurs. 
9:30 p.m. 
SALES BUILDERS 
Max Factor Hi-Fi Lipstick .. 1 
NBC Noahs Ark Tues. 8:30 p.m. 
Max Factor Hi-Fi Liquid 
Make-Up 
NBC Noahs Ark Tues. 8:30 p.m. 
SANDURA Co. 
Sandran Floor 
Covering 
NBC Queen For A Day 


& Wall 


Electric Shavers 
NBC Dragnet Thurs. 8:30 p.m. 
JOS. SCHLITZ BREWING CO. 
Beer .......... » @ 
CBS Playhouse of Stars 
Fri. 9:30 p.m. 
SCOTT PAPER CoO. 

Cut-Rite Waxed Paper » & 
CBS Godfrey Thurs. 10:30 a.m. 
NBC Father Knows Best 
Wed. 8:30 p.m. 

Scotkins . 
NBC Father Knows Best 
Wed. 8:30 p.m. 

ee 2 
CBS Godfrey Thurs. 10: 30 a.m. 
NBC Father Knows Best 
Wed. 8:30 p.m. 

SHERWIN-WILLIAMS Co. 

Super Kem-Tone ... 

CBS Godfrey Wed. 
SIMONIZ Co. 

Ivaion Sponges ....... 1 
CBS House Party ‘Wed. 2: 30 . m. 

Waxes & Polishes .. 

CBS Godfrey Wed. 10: 30 a.m. 
CBS House Party Wed. 2:30 p.m. 

SINGER SEWING MACHINE Co. 
Sewing Machines .... . 

CBS Playhouse 90 Thurs. 


10:30 a.m. 


Seouring Pads ......... 
ABC Mickey Mouse ‘Club- 
Wed. 5:00 p.m. 

CBS Garry Moore Fri. 10:00 a.m. 

SPEIDEL Co. 
re 2 

NBC Big Surprise Tues. 8: 00 p.m. 

SPERRY & HUTCHINSON CO 
S & H Green Trading 
Stamps ............ _ 1 

NBC Home ‘Wed. 10:00 a.m. 

SPERRY RAND CORP 
Remington Business 
Machines ..........0..... 1 

NBC News Thurs. 7: 45 p.m. 

Remington Electric Shavers . 1 
CBS Gunsmoke Sat. 10:00 p.m. 

STANDARD BRANDS 
Blue Bonnet Margarine 4 

CBS Godfrey Mon. 10:30 a.m. 
CBS Valiant Lady Mon 

12:00 noon 

NBC Queen For A Day 
Tues 4:00 p.m. 

NBC Tennessee Ernie Tues. 
2:30 p.m 

Chase & Sanborn Instant 

OO — EEE 3 
CBS House Party Mon. 2: 30 p.m. 
CBS Valiant Lady Mon. 

12:00 noon 
NBC Tennessee Ernie Tues. 
2:30 p.m. 

Hunt Club Dog Food —— 
CBS Godfrey Mon. 10:30 a.m. 

Royal Desserts & Pie 

PED cigars 3 
CBS Godfrey Mon 10:30 a.m. 
NBC Tennessee Ernie Fri. 

2:30 p.m. 

Tender Leaf Tea .. 4 
CBS House Party Mon. 2: 30 p.m. 
NBC Queen For A Day 
Tues. 4:00 p.m. 

NBC Tennessee Ernie Fri. 
2:30 p.m. 
STATE FARM MUTUAL, 


INSURANCE CoO. 
EMSEFANCE? ..........00-00000+- af 
NBC Red Barber Fri. 10:50 p.m. 


| STERLING DRUG 


Bayer Aspirin ............ 4 
ABC The Vise Fri. 9:30 p.m. 
NBC Modern Romances Wed. 
Fri. 4:45 p.m. 

Dr. Lyons Tooth Powder 1 
NBC Modern Romances Wed. 
4:45 p.m. 

Energine Cleaning Fivid ..... o @ 
NBC Modern Romances Wed. 
Fri. 4:45 p.m. 

Ironized Yeast ............ 
NBC Modern Romances ‘Fri. 
4:45 p.m. 

Molle Shave Cream 1 


ABC Wire Service Thurs. 9 9: my p.m. 


* 


1% 


ate 


2% 


1% 


AUTOMOBILE 


3'e 


ABC The Vise Fri. 9:30 p.m. 
Phillips Milk of Magnesia ... 3 
ABC The Vise Fri. 9:30 p.m. 
NBC Modern Romances Wed. 

Fri. 4:45 p.m. 
SUNBEAM CORP. 
Lady Sunbeam Hair Dryer... 1 
NBC Perry Como Sat. 8:00 p.m. 
Small Appliances ....... 
NBC Perry Como Sa . 
SUNKIST GROWERS 
Citrus Fruits 
NBC Queen For A Day 
Thurs. 4:00 p.m. 
SWEETS CO. OF AMERICA 
Teotsie Roll Candies ................ 
CBS Heckle & Jeckle Sun. 
1:00 p.m. 
CBS Texas Rangers Sat. 
11:30 a.m. 
NBC Modern Romances 
4:45 p.m. 
NBC Tic Tac Dough Fri. 
12:00 noon 
SWIFT & CO. 
Meat Products 
ABC Disneyland Wed. 7:30 p.m. 


Tues. 


ABC Lone Ranger Thurs. 7:30 p.m. 


CBS Garry Moore Fri. 10:00 a.m. 
CBS House Party Fri. 2:30 p.m. 
NBC Tennessee Ernie Mon. 
Wed. 2:30 p.m. 
Pard Dog Food 
CBS Bob Crosby Fri. 3: 
CBS Garry Moore Fri. 10: 00 a.m. 
‘YLVANIA ELECTRIC —— 
Small Appliances ...... 


CBS The Buccaneers Sat. 1: my. he m. 


Tubes 


CBS The Buccaneers § Sat. 1: 0 p.m. 


TIME INC. 
Life Magazine 
CBS Person to Person 
Fri. 10:30 p.m. 
NBC News Wed. 7:45 p.m. 
NBC Today Thur. Fri. 7:00 a.m. 


UNION CARBIDE & CARBON CORP. 


Eveready Flashlights & 
CD cccstscstnttssnnetecnsenstocninssees 1 
ABC Omnibus Sun. 9:00 pt m. 

U. S. RUBBER CO. 

Koylon Foam Rubber ....... 1 
ABC Navy Log Wed. 8:30 p.m. 

Naugahyde Vinyl! Plastic ........ 1 
ABC Navy Log Wed. 8:30 p.m 

Tires . 1 
ABC Navy ‘Log Wed. 8: 30 ‘pm. 

U. S. STEEL CORP. 

Institutional! ....... 8 
CBS U.S. Steel Hour Wed. 
10:00 p.m. 

U. S. TIME CORP 

Watches & Clocks 
NBC Steve Allen Sun. 8:00 p.m. 


ote 


VAN CAMP SEAFOOD CO. 

Chicken of the Sea Tuna 
NBC Queen For A Day Tues. 
4:00 p.m. 

VICK CHEMICAL CO. 

Cold R di 4 
NBC Big Story Fri. 9:30 p.m. 
NBC Jonathan Winters Tues. 
7:30 p.m. 


WARNER-LAMBERT PHARMACEUTI- 


CAL CO. 
Bromo Seltzer 
NBC Hit Parade Sat. 10:30 p.m. 
Hudnut Quick Home 
Permanent ........... 1 
NBC Hit Parade Sat. 10: 30 D. m. 
WELCH GRAPE JUICE Co. 
Grape Products 
NBC Comedy Time Thurs. 
5:00 p.m. 
NBC It Could Be You Thurs. 
12:30 p.m. 
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1% 


WESSON OIL & SNOWDRIFT SALES Co. 


EE TN 6 


CBS Bob Crosby Tues. 3:30 p.m. 


CBS Valiant Lady Tues. 


12:00 noon 
NBC Caesars Hour Sat. 9:00 p.m. 
WESTINGHOUSE CORP. 
Major Appliances & Inst. ........ 4 


CBS Studio One Mon. 10:00 p.m. 
WILDROOT Co. 
Cream Oil 


CBS Robin Hood Mon. 7:30 p.m. 


J. B. WILLIAMS Co. 
Aqua Velva 
CBS Phil Silvers “Tues. 
8:00 p.m. 
Lectric Shave . shttine 
CBS Phil Silvers “Tues. 
8:00 p.m. 
YARDLEY OF LONDON 
After Shave Lotion 


1 
CBS Garry Moore Fri. 10:00 a.m. 


Soap ........... 


1 
CBS Garry Moore Fri. “10: 00 a.m. 


W. F. YOUNG INC. 
Abserbine Liniments 
NBC Today Wed. 7:00 a.m. 


™ 


Note: In cases where two or more prod- 


ucts share a single commercial, 


each 


product is credited with a commercial in 


this index. 


Schlosser Joins Erie Ceramic 
Ralph J. Schlosser, formerly ad- 
vertising manager of American 
Sterilizer Co., has been appointed 
sales manager of Erie Ceramic 


| Arts Co., Erie, Pa. 


Murray’s 


back from lunch by 1:45, even on Fridays. 


“here are the figures” 


Boney Thomas, at Anderson & Cairns, is a 
different sort of Media Director. He usually gets 


The 


youngest-looking 25-year veteran along Madison 
Avenue,’ Murray is a prime mover in, and past 
president of, the Media Buyers’ Association. He’s 
bought every kind of space from subway car cards 
to the starboard flank of Douglas Leigh’s blimp. 


knowledge of 


media is a never-ending source of delight to his 
friends and colleagues. “A perambulating P.1.B.,” 
one admiring associate calls him. If you'd like to 
know the rest of us at Anderson & Cairns, and 
what we can do for your advertising, call Murray 
Thomas. The number is MUrray Hill 8-5800. 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


130 East 59th Street 


¢ New York 22,N.Y. 
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Client Should Be 
as Convinced and 


Creative as Agency 


(Continued from Page 2) 


presenting recommendations 
made clear and succinct. 


are 


73 


|cruiting personnel, in creating a{|product in use and (5) don’t read|cal salesmen, your distributors and, agencies and advertisers, partic- 


|favorable legislative climate and 
'in molding press and public opin- 
| ion leader attitudes, he said. 

He noted that 70% of Colgate’s 
|volume comes from products new 
jin the past ten years. He said 
331443% of Union Carbide’s sales 
and half its products come from 


ads avidly. (Median read-most rat- | 
ling was 3% for 45 ads in a maga-| 
| zine issue devoted to the American | 
| woman.) 
| Says Miss Carson, impact, indi- 
viduality, interest and immediacy 
are the key. She says women like} 
to talk but not to listen, so a first, | 


your retailers,” he warned. ularly those sponsoring contests or 
drawings involving the award of 
Publishes Lottery Statement prizes.” 

The National Better Business 
Bureau, New York, has issued a! P. J. Jackson Leaves Agency 
service bulletin containing the en- Patrick J. Jackson, formerly 
tire statement, “Elements of a Lot-| president of Jackson, King & Grif- 


tery,” which was published by the|fith, Waynesboro, Va., and Mont- 


6. Marketing—It is important] Products 15 years old or less. He| powerful impression is important.| Post Office Department Jan. 31.|real agency, has joined Ruder & 


that there be a logical and agreed- 
upon division of labor between 
agency and advertiser. 

7. Innovation—Here JWT’s pres- 
ident cited the transfer of Thun- 
derbird styling and engine to 
Fords, the range of colors added to 
Scott paper products and Lux soap, 
and Campbell’s new uses for soup. 


e Media strategy. Ralph C. Rob- 
ertson, vp and marketing director 
of Geyer Advertising, told the 
group the major problem is to use 
media delivering primary buyers, 
plus others who influence the buy- 
ing decision, plus tomorrow’s buy- 
ers. He cited the rise of Colgate 
dental cream (first big medium, 
comics); American Motors’ Ram- 
bler (first big medium, “Disney- 
land,” on ABC); Olivetti (consum- 
er magazines aimed to reach all 
management levels’ instead 
sticking to business papers and 
direct mail). 


e Agency relationships. Melvin 5S. 


Hattwick, director of advertising, 
Continental Oil Co., figures nine 
qualities make for happy client- 
agency relationships: (1) Compati- 
bility; (2) creativity; (3) ethical 
conduct; (4) trust, respect; (5) self 
assurance; (6) respect for budgets; 
(7) profit-mindedness; (8) evalu- 
ation consciousness and (9) a sense 
of humor. He evaluates agencies by 
assigning a rating scale to these 
qualities and draws a profile. He 
tries to do a similar profile for 
himself as a client. 


e Making advertising understand- 
able. George E. Mosley, vp in 
charge of advertising and sales 
promotion, Seagram-Distillers Co., 
believes in reducing advertising to 
simple essentials, a communication 
from people to people. He thinks 
the ad department is ideally 
equipped to provide that kind of 
communication. 

He thinks boxcar circulation and 
audience figures are meaningless 
to retailers, who might understand 
if a salesman said simply that 
advertising creates wants which 
people will work to satisfy, and 
advertising produces sales for re- 
tailers. Today’s advertising manag- 
er deals (1) in qualitative respon- 
sibilities, (2) in ideas and long- 
range plans for the personality of 
his advertising, (3) in a program 
and (4) in principles. 

“I urge,” he said, “when in 
doubt, let your qualitative instincts 
intervene and prevail. Cherish well 
and fondly the soft-sell concept of 
idea .. . and look with foreboding 
upon the hard-sell concept of 
pouring it on and rubbing it in by 
mere weight of dollars, linage and 
blatancy.” 


e Corporate advertising and its 
need. Charles A. Holcomb, presi- 
dent of H. B. Humphrey, Alley & 
Richards, told the group that cor- 
porate (as a substitute for insti- 
tutional or public relations) adver- 
tising is needed to move $5 to $6 
billion of new equity capital pro- 
duced through stock sales. This is 
the amount the New York Stock 
Exchange estimates will be neces- 
sary in a $500 billion economy. (It’s 


two to three times the present! 


investment rate.) 

Buyers like familiar companies 
as they like brands, he said. There 
are 6,000 stocks and bonds listed 
on exchanges, plus 40,000 traded 
over the counter, he went on, so 
establishing a name is difficult. 

“Confidence: That’s the key,” 
said Mr. Holcomb, who feels adver- 
tising is one of management's 
sharpest tools in creating a favor- 
able attitude on the part of the 
public. Similarly, it helps in re- 


of | 


| Catered that GE finds one em-! Pictures speak larger than words, | NBBB says the statement is “of 
and they have to be believable, she | great value to advertising media, 


| ploye in three working on products 
jit didn’t make in 1939. And, he 
said, 80% 
from products and services non- 
existent commercially ten years 
ago. 

“Advertising wins friends for the 
brands and the company that 
makes them,” he said. 


e Women’s attitudes in advertis- 
ing. Margaret Carson, copy super- 
visor at Foote, Cone & Belding, 
testified that women (1) value a 


ads they feel are suggestive or in 
bad taste, (3) will read a long ad 
if it’s pertinent, (4) don’t like dis- 
tortions in foods and prefer the 


of RCA’s sales come} 


first impression, (2) react badly to 


said, adding that ads ought to be 
individual and have personality | 
/and generosity. 


e Better Group Communications. | 
Irving B. Kahn, president of Tele- | 
PrompTer Corp., thinks group 
|communication has lagged badly. 
|Perhaps, aside from loud speaker 
systems to amplify the speaker’s 
| voice, he said, no progress has been | 
| made. | 

“Before your total company pro- 
gram can be truly effective, with | 
‘its advertising and promotion and 
marketing, you have an internal | 
| educational and promotional job to | 
|do with your own people, your lo- 


Another “Golden 


Finn, New York, public relations 
company, as an account executive. 


Know-how with Care-for 


Here Type Can Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


Another good season for you to sell Ohio farmers. But 


that’s true all the time. Broad diversification holds 
| income at a big, steady level right around the calendar. 


states. 


Each year finds Ohio among the nation’s richest farm 


And using THE OHIO FARMER is still the best way to 
reach this active farm market. Here’s a paper read 
thoroughly by 4 out of 5 Ohio farm families. It’s home- 
| edited, devoted to their interests exclusively. 


Put MICHIGAN FARMER and PENNSYLVANIA FARMER 


on your schedule, too, 


the preferred papers in states 


with similar farm income patterns. All 3 magazines are 
4-color gravure printed. Saves you plate costs. Write 
1010 Rockwell Avenue, Cleveland 14, Ohio, for details. 


1 Omo FORDER 


a te CLEVELAND, OHIO 


ihe et 


MICHIGAN FARMER, East Lansing 
PENNSYLVANIA FARMER, Harrisburg 
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Two Join Dowd, Redfield 


Arnold Benson and Lois Harmon 
have been appointed to the copy 
department of Dowd, Redfield &| 
Johnstone, New York. Mr. Benson | 
formerly was director of station | 


promotion service of CBS. Miss | 


Along the Media Path 


WTVJ, Miami, was presented | 


point slug. It formerly used a 7- 


Harmon previously was with | the top award for television by the | point face. 


Doyle Dane Bernbach Inc. 


IF YOU HAVE 
A STORY TO TELL— 
AND WISH TO EXPRESS IT 
IN COMIC BOOK FORM— 

MOST INEXPENSIVELY— 
CONTACT JOE SHORE, 


BRYANT 9-0382, (Dept. B) 
1472 BROADWAY, 
NEW YORK CITY, 36. 


|Freedoms Foundation at 


Valley | 


Forge. The medal cited the sta- 
tion’s “Listen to the People’”’ tel- 
a last July. 


| @ On March 26 the Chicago Daily | 
|News will publish the “Spring 
|Fashion Story.” Pictures and 
| stories will report the latest trends 
|in styles for women for the spring | 
and summer seasons. 
e The 


Gazette, Montreal, 


has | 
changed its body trpe to 8-point|e On March 22, the Japan Times | 
|Linotype Corona set on an 8%)| 


e The Chicago Tribune has intro- 
duced a new 5'%4-point type face 
for its financial tables, classified 
ads, death notices, sports results 
listings and statistics and other 
tabular matter. 


e On March 17, the Chicago Sun- 
Times devoted its entire rotograv- 
ure women’s magazine, Midwest, 
to the bride-to-be. 


will celebrate its 60th birthday. It 


MEASURE Canada, 
by testing LONDON 


. and when you do, you buy the largest circulation 
in Ontario, excepting the Toronto dailies . . 
amazing impact on South Western Ontario, in every 
city, town, and hamlet, with over 100,000 copies every 
day . .. you buy Canada’s number one test market. 
It’s the smart way to measure your Canadian potential. 
Write for our Market Data Book. 


Western Ontartos Foremest Meunpaper 
LONDON 


ONTARIO @ 


CANADA 


. you buy 
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AN 
OPERATIN, 
SALES 


80810 


HEAVYWEIGHT— William 


G. Hobson 


~ 


(left), New York manager of 


Hearst Advertising Service, and Frank E. Dunn, New England sales 
chief, hold biggest market research book ever published on New 
England. The 180-page volume is based on sources that required 
walking over 10,000 miles of city streets, classifying 19,400 retail 
outlets, mapping 61 city zone sales divisions, mapping 6 suburban 


zone sales divisions and locating, 


among other things, 147 city zone 


shopping areas. 


will issue a special 24-page supple- 


|}ment on that date. 


e WHLI, Hempstead, N.Y., has 
been granted permission by the 


| FCC to increase its power to 10,- 
|}000 watts. 


e WHK, Cleveland radio station, 
observed its 35th anniversary on 
March 5. 


e The Atlantic, which celebrates 
its 100th year in 1957, hopes to 
have a re-designed format for its 
June issue. It hopes to make the 
variety of its content visual 
through varied typography. 


e Esquire has a new presentation 
called “The Sell Starters,” which 
says “a good magazine list” in- 
cludes’ Life, Look, Newsweek, 
Time and The Saturday Evening 
Post but a better list adds Esquire 


“We ee the MARKET DATA BOOK to bolster 


| 


LEONARD B. RHODES 


Since he joined Lyon Metal Products, 


Inc., Mr. Rhodes has seen their 
increase 1000%. 


increasing success, a co-operative mail 


campaign instituted by him 15 


ago, now totals more than 250,000 


pieces per month. Aside from th 


1 task, Mr. Rhodes finds time to handle 


oll 
trade shows, and the editing of 


monthly house organs. As an incidental 
part of his activities, he has been a 


of Lyon’s promotions including 


our sales 


“7 
eee 


soys LEONARD B. RHODES 


Manager, Advertising and Sales Promotion 


Lyon Metal Products, Incorporated 


#3 


x 


“The information under current trends, what the industry buys and how 


the industry buys has been very helpful to bolster sales and in directing 
our salesmen where to look . . . The Market Data Book has also provided 
publication information which we have used in several instances for the 


initial selection of additions to our advertising schedule. These selections 


sales 


Although modestly 
denying much responsibility for their 


years a 
ever decision-makers 


is No. 


three 


winner of the Putnam Award and 


president of C.).A.A. 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 


markets and media to help them 
plan, revise or extend industrial ad- 
vertising and marketing campaigns. 

Over 14,000 copies of this 600 page 
volume serve all year in the offices of 
key executives—advertising manage- 


need facts on 


of 
INDUSTRIAL 


held up under subsequent checking by our advertising agency.” 


ment, market research management, 
sales and top management. 

The forthcoming issue will be pub- 
lished June 25. Reserve space now 
for an ad or multiple page insert that 
will place your sales facts before the 
kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 
classifications. 


MARKETING 


200 EAST 


ILLINOIS STREET = 


CHICAGO 11, ILLINOIS 


to all these. The presentation 
makes the point that Esquire read- 
ers are “first-to-act families that 
start the latest trends, and set off 


|the buying trends that follow.” 


e The Harper’s Bazaar 1957 Fash- 
ion Citation will be presented for 
the first time on March 31 to the 
| three outstanding women in the 
;motion picture, television and 
theater world. The presentation 
will be made at a luncheon at the 
Beverly Hills Hotel in conjunc- 
'tion with I. Magnin & Co. It will 
be televised on “Wide Wide 
World.” 


e “For the first time in history,” 
KETV, Omaha, reports, “an order 
for television time was sealed in a 
|‘time capsule’.” The capsule was 
|placed in a 280-Ib. coral corner- 
stone of the station’s building. It is 
|slated to be opened in 2007. The 
order was placed by Ted Bates & 
| Co. for Viceroy and Kools cigarets. 


|@ The Times-Union, Albany, N. Y., 

is now setting its classified col- 
umns in 5% point Linotype Cor- 
; ona. 


|e Department of New Laurels: 

True’s circulation hit an alltime 
high of about 2,480,000 during 
February. 

Baby Talk’s ad revenue for the 
first quarter of 1957 reached an 
alltime high, showing a 31.2% in- 
crease over the corresponding 
period last year. 

Esquire’s circulation for the first 
three months of 1957 will average 
| 822,000 copies. 

Sports Afield reports an April 
advertising increase of 16% over 
April, 1956. 

Cosmopolitan’s ad volume in the 
first four months of 1957 increased 
24% over the corresponding period 
last year. 

KTLA, Hollywood, had its big- 
gest February sales this year, with 
a 20% gain over the same period 
last year. 
| TV Guide has established a new 
jalltime circulation mark of 5,442,- 
477 copies with its Feb. 23 issue. 

Life International’s gross ad 
revenue for the first quarter of 
1957 reached a high of $1,064,000. 
This is 11% higher than revenue 
for the same period last year. 

A record volume of advertising 
for the first quarter of any year 
has been established by Architec- 
tural Record in 1957. It had 831 
pages of advertising, a 5.9% gain 
over the previous high last year. 

March linage for American Girl 
was 14.4% greater than last March. 

Your New Baby’s April ad linage 
showed a gain of 23% over 1956. 

The Courant, Hartford, pub- 
lished an 84-page paper Feb. 22, 
largest issue in its 192-year history. 
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This Week in Washington 


Congressman Proposes Broadcasters 


Pay Share of FCC 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, March 14—With 
the Federal Communications Com- 
mission asking a $1,000,000 budget 
hike for next year’s operations, | 
economy-minded Rep. J. Arthur | 
Younger (R., Cal.) says it is time | 
the commission faced up to pro- 
posals that broadcasters pay fees 
to cover the commission’s ex- 
penses. 

Noting that the commission’s 
budget will amount to almost $9,- 
000,000 next year, he asked FCC 
Chairman George C. McCon- 
naughey Tuesday why the public 
should pay higher and higher taxes 
“to support profitable private en- | 
terprises.” 

The FCC chairman said a plan to 
charge fees for FCC’s services is 
being studied, but he made it clear 
he is strongly against it. 

“These stations are a service to 
the public,” he argued. “I don’t 
think it is right to make an appli- 
cant pay a fee in order to get a 
license for a service which is in 
the public interest.” 

His explanation left Congress- 
man Younger unconvinced. He de- | 
manded: “If banks and savings 
and loans institutions can be re- 
quired to pay fees to cover the 
cost of federal inspection, why 
shouldn't these big tv stations pay 
something to offset the costs which 
the government incurs from their | 
applications and petitions?” 


Craven Denies Plan Deprives 
Educational Telecasters 

FCC Commissioner T. A. M. 
Craven told members of the House | 
interstate commerce committee his 
plan to bring more tv service to| 
“under-served” markets would not | 
take away any channels which | 
educators want. 

Under questioning by Rep. Wal-| 
ter Rogers (D., Tex.), he said he is | 
eager to cooperate in getting more | 
educational stations on the air. But 
so far educators have been whis- | 
pering that he’s against them,| 
without coming around to find out 
what he has in mind. 

When Rep. Rogers proposed a 
law specifying that channels must 
be held for non-commercial use, 
Commissioner Craven _ grinned. 
Perhaps mindful of the controver- 
sy over schoolroom construction, 
he replied: “I think you would find 
the commissioners more coopera- 
tive with educators than some 
congressmen are.” 

The discussion of education end- 
ed in laughter when Rep. Charles 
A. Wolverton (R., N.J.), ranking 
Republican on the committee, | 
noted the large number of educa- 
tional channels earmarked for 
Texas. “Was this allotment of edu- 
cational stations based on need?”’| 
he asked. 


| 


Cigaret Code Justifies FTC 
Budget Hike, Says Grandey 

In an effort to justify its request 
for a $21,500 increase in the budge‘ 
for its bureau of industry consulta- | 
tion, Federal Trade Commission 
this week pointed with pride to its 
success in eliminating controver- 
sial cigaret advertising which has 
been a matter of concern in Con- 
gress for fully 10 years. 

The commission’s plans call for 
a $369,800 fund for voluntary con- 
sultation in fiscal year 1958, with 
an increase in staff from 47 to 51 
persons. Rep. Albert Thomas (D., 
Tex.), the appropriations subcom- 
mittee chairman, challenged: “Put 
your finger on something definite | 
you have done.” 

“One such something definite,” 
said Charles Grandey, chief of the 
bureau, was the development of. 


Operating Costs 


the cigaret industry advertising 
“guides” in 1955. “Since then,” he 
said, “we have not been required 
to sue a cigaret manufacturer. And 
more than 40 claims which would 
have been classed as questionable 
have been discontinued.” 


Congressman Offers Rice 
Recipes to Aid Marketing 
In another two or three weeks a 

special Presidential commission is 
expected to file a voluminous re- 
port outlining elaborate new pro- 
grams for developing new markets 
for surplus farm commodities. But 
Rep. E. C. Gathings (D., Ark.), 
who comes from a rice growing re- 
gion, isn’t one to wait until the 
ponderous machinery of bureauc- 


|racy can swing into motion. 


|cropped up the other day when, 


| editorial writers, the association 


In a special newsletter which he| Rep. Sidney Yates (D., Ill.) was| complains that low cost housing is 


_mailed to every coneeivable pub- 
|licity medium, he lamented the 
‘fact that U.S. consumption of rice 
|averages less than 6 lbs. per per- 
|son annually, compared with a 
worldwide average of 24 lbs. He 


insists rice is economical, delicious | 


jand easy to prepare. But, he said, 
|it fails to gain acceptance here for 
| lack of attractive recipes. 

So, in a one-man effort, he has 
|gathered 16 prize winning rice 
| recipes from embassies of major 
| rice consuming nations. 
boost our Arkansas product,” he 
says. “Let’s eat more rice.” 


| Aroma of Objectivity 


Pervades Coffee Probe 

Federal Trade Commission in- 
| vestigators have been studying the 
|coffee market for more than four 
months, but coffee traders have 
| every reason to be confident that 
the men who analyze the results 
| will be perfectly objective. 

News of this _ investigation 


“Let’s | 


complaining about recent trends 
in the price of coffee. When FTC 
witnesses assured him the commis- 
sion was studying the problem, he | 
demanded to know: “What is the 
| price to housewives now?” 

The reply from Simon Whitney, | 
director of FTC’s bureau of eco- 
nomics: “I don’t drink coffee.” e 


‘Tight Money’ Penalizes 
Home Builders, Says NAHB 
Home Builder William Levitt 

told Congress he may have to get 
out of the building business unless 
something is done to pump more 
mortgage money into the low cost 
housing market. He said he sees 
prospects of as few as 800,000 new 
| homes this year and warned that 
1957 is already lost—that today’s 
problem is to plan for 1958. 
National Assn. of Home Builders 
also is stepping up its criticism of 


the only segment of the economy 
which has been “restrained” by the 
board’s decision to let interest rates 
rise. 

Terming the board’s policy “a 
strange form of credit restraint,” 
builders point out that expendi- 
tures for industrial plant and 
equipment have increased from an 
annual rate of $25 biliion to $40 
billion because corporate borrow- 
ers have special tax advantages 
which make it easy for them to pay 
| high interest rates. “This ‘let ’em 
eat cake’ attitude toward home 
building is economically, socially 
and culturally wrong,” the builders 
say 


J Give Your Salesman a Coat of Mail 
Salesmen average 16 orders per 100 calls 
from leads through advertising; 38.4 
orders from leads after literature is 
sent VS 9.2 on cold calls. WE BUILD 
BARRAGES TO BOLSTER SALES. 


Federal Reserve’s “tight money” 


tributed for “background” use by 


policy. In a special statement dis-| 


“That we Wott "n 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


15 


DOWN 


_ +GREAT 
THINGS AR 


HAPPENING 
iN 


TOWN 


end Sunday 


¢ F. W. Woolworth 
¢ State Building 


$10,000,000 IN NEW 
BUSINESS BUILDING & 
REMODELING for 1957 


The vital, expanding economy of Tucson is re- 
flected in the investment of capital in downtown busi- 
ness construction. This type of building is proceeding 
at an unprecedented rate. Some of the major projects: 


e Southern Arizona Bank 


e Tucs 


ILLUSTRATIONS 
1. Arizona Land Title....... 
2. Pima Savings and Loan.............. 
3. Jacome’s Dept. Store & J. C. Jenney Co. 
4. Latimer Building......... 
5. Walgreen Drugstore ................. 


on Title Insurance Co. 


ferret. $1,500,000. 
1,600,000. 
740,000. 
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Don't Mix 
Your Signals! 


b 
John Pepper 
Bert i 


Don’t mix your signals! Boost 
traffic at Points of Purchase, by 
the one method that has proved 
effective in Memphis! The per- 
sonalized communications system 
of WDIA! Let WDIA—the 50,000 
watt station—give you the green 
light for a smooth flow of traffic 
to the point, where your brand of 
merchandise is on sale! 


Only Method 
There is a fantastic Negro mar- 
ket in Memphis. Almost one- 


tenth of all the Negroes of Amer- 
ica are concentrated in this area. 
Industry hands them a pay enve- 
lope containing a quarter of a bil- 
lion dollars. They want to spend 
it. But the entrance of industry 
into the South has been too recent 

. their own expansion of econ- 
omy too swift . . . without guid- 
ance, they don’t know what to 
buy. Readership is yet very low— 
therefore, newspaper advertising 
is ineffective. TV ownership is too 
limited to give more than nominal 
results. The only medium, which 
is able to reach those 1,237,686 
Negroes, is WDIA. Its listenership 
is tremendous. Its customized 
programming, featuring Negro 
stars, entertainers, and personal- 
ities, produces concrete sales fig- 
ures as no other medium has done 
—or can do! 


Market Control 


With its 50,000 watt coverage, 
WDIA dominates the Negro mar- 
ket in Memphis and surrounding 
trade zone. WDIA’s 50,000 watt 
spread—the most powerful radio 
station in Memphis—makes con- 
tact. Then, its Staff establishes 
rapport with listeners, who com- 
prise the largest Negro market in 
the nation. Its entertainers capti- 
vate the minds, enslave the hearts, 
and condition the buying habits 
of 1,237,686 potential consumers of 
your product. 


Ad Placement 


Place your advertising in the 
only medium, where it can do 
good. Channel your sales ap- 
proach through WDIA. Reach and 
sell 1,237,686 Negroes, who have 
over $250,000 to spend, this year. 
Let WDIA specialists direct traffic 
to converge at the points of pur- 
chase, where you want to move 
your product. These specialists 
are controlling sales action for 
national products, such as: 


Kellogg ... Maxwell House 
Coffee ... Camel Cigarettes 
. . « Colgate Dental Cream 
. . « Carter's Little Liver 
Pills, 


Write a note, on your letterhead, 
now, inquiring how WDIA can 
boost traffic . . boost sales . . for 
your brand of goods. Include, also, 


Nielsen 


Radio 


Two Weeks Ending Feb. 9, 1957 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience+ 
Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (572) 
1 Great Gildersleeve (Participating, NBC) .............ccccccccccecsserssescssessesrenrnenenes 1,240 


U.S. Radio Homes. 


minute or more are included. 


2 a GET TD wiv cteninceerallicstn tot btendecenrsccsoscce 1,193 
3 People Are Funny (Participating, NBC) .............cccccsccessecsseseeeesesseeesesensesennens 1,097 
4 Gunsmoke (Liggett & Myers, Sum., CBS) .o..cccccccccccccccsscesceeseesvsceseeneeneenvees ; 906 
5 I I ra ss capulmeccacrecoscnsnsstons 859 
6 Telephone Hour (Bell Telephone, NBC) ............cccccccccscesceeseeseeeeoseseesseenesnenens 859 
7 On the Line Considine (Mutual of Omaha, NBC) 00.0.0... cccccceeees 811 
8 sc emtndsdatbeccnccnesorosencebonet 811 
9 Cavalcade of Sports (Gillette, NBC) 811 
10 Voice of Firestone (Firestone, ABC) 763 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (668) 
1 Lowell Thomas (Delco Batteries, CBS) ........ccccccccccecsccneeseeessveseossnsnveneenenenes 1,574 
2 Amos ‘n’ Andy (Several sponsors, CBS) ..............:ccceccecceeeeeneees 1,479 
3 News of the World (Miles Labs., NBC) .............ccccccccccscceescessesseeseeeeeseennees 1,336 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,097) 
1 Arthur Godfrey (Chun King, 10 a.m., Tues., second week, CBS) ................ 1,717 
2 Our Gal Sunday (Scott, Wed., second half, CBS) ...............0000005 ane ee 1,717 
3 Ma Perkins (Lever, Mon-Fri., first half, CBS) ..........ccccccccccccccccccsseecceeeeeneee 1,717 
4 Ma Perkins (Lipton, Mon.-Fri., second week, second half, CBS) ................ 1,670 
5 Young Dr. Malone (Scott, Thurs. & Fri., first half, CBS) ... 1,622 
6 Wendy Barrie (Bon Ami, Fri., second week, CBS) .o...........ccccccccceeeeeeeernes 1,622 
7 Young Dr. Malone (Lever, Mon.-Fri., second half, CBS)... 1,622 
8 Nora Drake (Scott, Tues., second half, CBS) ............ccccccccccccceseestsernees 1,622 
9 Helen Trent (Lever, Mon.-Fri., first half, CBS) .........ccccc ces 1,622 
10 Arthur Godfrey (Slenderella, Tues., CBS) ...........ccccccccccseesesesseseesesnsnnnnnnr eves 1,526 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (382) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) .o........ccccccccccccccccsscesscenersennees 336 
2 Robert Trout—News (Chevrolet, 10 a.m., CBS) ..............00... 954 | 
3 Robert Trout—News (Chevrolet, 12 noon, CBS) ................. eee a 716 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (668) 
1 ee Gee Ge FRIDGE) eae cccccsccsssnseesessesceserccescssonscccercesecveee 1,383 
2 ED NIE, CIEE ss. coccacccgqecibegnenatnbccsnasecenasatitnesvecses 1,240 
3 nS MO, MR MID, |. ssn asccabnepbbnantncosenscessossrccsceosons 1,193 | 


*Number of homes reached is based on 47,700,000, the estimated March 1, 1957, total 


+Homes reached during all or any part of the program, except for homes listening one 
to five minutes. For a program of less than 10-minute duration homes listening one 


WOR Radio Announces 
10% Rate Increase 

A new rate card has been issued 
by WOR, New York, calling for a 
general increase of 10% in time 
charges, an elimination of some 
run-of-the-station packages and 
a new discount structure. The 
changes are effective April 1. 

The station prices spots and par- | 
ticipations in terms of the per-| 
sonality salesman whose show they | 
will run on rather than by the 
traditional time classification. All 
run-of-the-station packages (in 


which advertisers do not specify a 
particular time or program) have 
been eliminated except for 10- or 
20-second announcements. 


Krugman Joins Getschal 

Lester Krugman, formerly Em- 
erson Radio & Phonograph Corp. 
vp, has joined Getschal Co., New 
York, as exec vp. 


‘Star’ Gets Narrower 

The Toronto Daily Star will go 
to a new column width of 11% 
ems, effective with the issue of 
May 13. 


battery-operated motors. 


a request of a bound copy of, 
“The Story of WDIA!” 


WDIA is represented nationally 
by John E. Pearson Company. 


Serta President 
BERT ieee Coencral Manager 


Wrasse — 


HAROLD WALKER, Commercial Manages 


| 


@. 


ie 
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ialet pow 


Bickmore Tells 
Nabisco Ad Planning 
at ANA Meeting 


(Continued from Page 2) 
turers. 

Then MMM took three consecu- 
tive pages in Daily News Record. 
The ad told the full story of how 
the stain repeller handles oil, 
grease and other stains. Within 
six weeks the company had more 
than 600 inquiries. 

The capacity of original produc- 
tion facilities has been sold ten 
times over, and in the first two 
months of ’57 the sales projection 
for the year has been passed. New 
production facilities will be com- 
pleted in the fall. 


e Worthington Corp. M. E. Zie- 
genhagen, manager of advertising 
and sales promotion, reported on 
the company’s diversification and 
streamlining of advertising func- 
tions. The company grew from 


'$50,000,000 in prewar sales to $200,- 
| 000,000-plus in 1956. 


In 1952, decentralization put pri- 
mary responsibility for advertising 
and marketing on four account 
managers. These account managers 


are catalysts, bringing together 
|sales people and market research 
| people and improving the compa- 
| ny’ s marketing techniques. 

The former general sales depart- 
|ment is now the marketing divi- 
sion, with the ex-sales vp as mar- 
| keting vp. He maintains a regular 
|working relationship with the 
heads of sales, marketing research 
jand advertising and the vp for 
headquarters engineering. The or- 
ganization is calculated to improve 
sales and promotional efforts, im- 
prove operating flexibility and 
profitability, and introduce inno- 
|vations into marketing practices. 

In summary, “Management prin- 
ciples that work well in other parts 
of the company have a big unex- 
plored field of opportunity in ad- 
vertising,” said Mr. Ziegenhagen. 


e Calvert Distillers Co. S. Jesse 
sales promotion manager, ex- 
plained how an unusual direct mail 
and personal call promotion boost- 


men. 

Each salesman produced 15 to 50 
accounts which needed special at- 
tention for the “Mail & Call” cam- | 
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paign. The salesman then was told 
of mailing dates for each of three 
letters, spaced two weeks apart. 
He called on the accounts a week 
after each mailing. Carstairs had 
three letters, Calvert Reserve had 
six. 

Results: Southern California, 
49% sales success with tough ac- 
counts; Pennsylvania, 20% success; 
Wisconsin, 143 new accounts 
opened; in Connecticut, one sales- 
man with 56 accounts on his list 
sold 46. Cost: $1 to $1.50 per name 
for the series of letters. 


e American Telephone & Tele- 
graph Co. C. T. Smith, market and 
opinion research, told ANA of 
AT&T’s success with attitude-in- 
fluence research in evaluating in- 
stitutional advertising. The com- 
pany used an index from 0 to 100 
to reflect attitude, and matched 
panels in which one group was 
asked to read an ad before answer- 
ing questions, while another group 
was asked questions without hav- 
ing seen the ad. 

Mr. Smith showed examples of 
ads, with their rating scores, in- 
dicating a favorable influence of 
advertising. He said he feels the 
company may experiment with a 
similar technique in its sales ad- 
vertising. 

From the experiments he drew a 
moral: Admen pay too much atten- 
tion to unimportant things—too 
much to mechanics and not enough 
to less tangible aspects, such as 
the basic idea behind an ad and the 
way the idea is approached. 


e Insurance Companies of North 
America. Samuel R. Boggs II, 
pinch hitting for Frank G. Har- 
rington Jr., public relations and 
advertising manager, described 
how a personality promotion (in 
this case, Dave Garroway) was 
used to boost premium sales. North 
American pioneered the home 
owner’s package in 1950, but sub- 
sequently discovered that the in- 
dependent insurance agents were 


Robinson, Carstairs advertising and | 


ed sales with retailers and sales-| 


| 


SIMPSON-REILLY, LTD. 
Publishers , feseraeetnt 


LOS ANGELES ee init wail 
SAN PRANCISCO CENTRAL TOWER 


pens* 


Now Hankscraft's new laboratory and supply facilities can solve your 
motor display problems efficiently and economically with AC or 


Just send us a cutout dummy and rough sketch — we'll engineer the 
animation and equip it with the Hankscraft display motor most prac- 
tical for your requirements. 


ements 


*Display designed and produced 
by Niagara Lithograph Company 


Let Hankscraft Engineer the Animation! 


mated by 6 RPM synchronous 


CHICAGO * PHILADELPHIA « 


Four moving pieces, each carrying merchandise, 
revolve around center of display. Carousel! ani- 


THE HANKSCRAFT COMPANY 


Sales Offices in these principal cities: 


* NEW YORK * DALLAS © TORONTO (Ontario) 
* SAN FRANCISCO (Eriach Lee Company) 


Orrs vou KNOW WHHL PLEASE * 4 


° 


- 


AC motor. Action 


uses special bracket wireforms attached to the 
motor drive shaft at right angles by wing nut. 


Nome.. 
MINNEAPOLIS Company 
Address 


a 


THE HANKSCRAFT COMPANY 
Reedsburg, Wisconsin, Dept. 0000 


Please send me FREE manual on Hankscraft 
Battery-operated Display Motors. 
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peddling packages for other com- 
panies more frequently than for 
North American. 

The huge company ($288,000,000 
in premiums last year) decided on 
a personality promotion, using tv 
and 450 newspapers. The schedule 
was stepped up in the fall to 97 
major markets for tv and 927 
newspapers in more than 700 mar- 
kets. The “Thanks, Dave” program 
was aimed at selling $1,000,000 a 
week in policies for three weeks. 
Six agents and their wives were 
brought to New York for a gala 
tour and an appearance on the 
Garroway show. 

The promotidn sold only $2,000,- 
000 in policies, but it is regarded as 
very successful. Mr. Boggs report- 
ed that the company’s sales of 
home owner’s and tenant packages 
rose from $13,000,000 in 1955 to 
$20,000,000 in 1956. 


e Jos. Schlitz Brewing Co. Louis 
Berger, director of media and mar- 
ket research, previewed the new 
Schlitz campaign for ANA. He 
spoke of the courage of Schlitz’ 
management in permitting a new 
“profile” of the company to be 
built, the notion being that “an in- 
stitution has the capacity for stay- 
ing eternally young if it chooses.” 
Schlitz qualities of balance, vir- 
tue and dependability were to be) 
dramatized—made arresting, quick | 
and modern. Hence Schlitz talk. 


“We want to get the word 
‘Schlitz’ integrated into the vo- 
cabulary—make it part of the) 


language,” said Mr. Berger, who) 
also exhibited a Schlitzionary. e 


e Dan River Mills. A. W. Barber 
sketched the problem of how a 
company operates when confronted 
with nearly a year’s lag between 
line production and selling by re- 
tailers. Dan River had used item 
promotion publicizing Dan River 
fabrics used by various manufac- 
turers. About four years ago it) 
switched to generic production, | 
then to designing clothing to illus-| 
trate its fabrics. In the process it 
moved requests for its hang-tags 
on clothing from 40,000,000 to 80,- 
000,000, increased its customer | 
list 50% to 6,000, and got its pro- 
duction on a six-day week from a 
three-day week. 


NO COMPETITION 


No other competitive ads 
are run with yours. Your 
commercial message is 
one of only four. USE... 


THEATRE SCREEN 
ADVERTISING 


MPA 
4 


1032 Carondelet Street 
New Orleans, La. 


e Crucible Steel Co. of America. 
Mrs. Josephine Shea described a 
one-shot advertisement which ran 
in five design business papers, 
aimed at promoting a special Cru- 
cible steel for lawn-mower blades. 
The ad produced 15 inquiries, 13 
from companies new to Crucible. 
Since there are about 60 manufac- 
turers this comes close to a 25% 
response and it sold 75 tons of a 
specialized steel. 


® Other case-history advertise- 
ments were shown by Robert Whit- 
ney, Yale & Towne Mfg. Co., 
which had the problem of iden- 
tifying its diversified line in which 
only locks and hardware were 
well-known; A. H. Thiemann, New 
York Life Insurance Co., traced 
the success of its “careers” 
campaign, widely merchandised 
through other businesses, and Don- 
ald Cady, Nestle Co., who traced 
the company’s advertising ap- 
proach to the problem of a switch 
to an all-coffee blend, and efforts 
to give Nescafe “parentage” in the 
current multi-page Life ad. 


1, New Crodlton. 


PIZZA 
CRACKERS! 


A eee ey ee 


. Pizza Crackers 


HANDY SNACK—Schulze & Burch 
Biscuit Co. is introducing its new 


pizza crackers, with this newspe- | 


per color page. 


Hoffman Names Gardner 


Bow with Color 
Ads in 5 Dailies 


Cuicaco, March 14—Schulze & 
Burch Biscuit Co. is using newspa- 
per color pages to introduce its new 
product, Flavor Kist pizza crack- 
ers, in the Chicago area. 

The campaign will break today 
in the Chicago Tribune, Davenport 
Times & Democrat, Peoria Journal 
Star, Rockford Star & Register- 
Republic, and South Bend Tribune. 
A b&w version will run in the Mo- 
line Dispatch and Rock Island Ar- 
gus. The company plans to market 
its mew crackers in other areas 
later. 

U.S. Advertising Corp., Chicago, 
is the agency. - 


J. S. Hoffman Co., Chicago and | 


weave York, has appointed Ralph D. 


Gardner Advertising, New York, 
to handle advertising for its line of 
imported and domestic meat and | 


77 


cheese products. Primarily a bulk 
supplier until now, Hoffman is 
one of the largest independent 
manufacturers and distributors of 
shelf-cured sharp cheese. Print 
and broadcast media will be used 
for a spring campaign which is 
expected to be national. This will 
be the company’s first major ad- 
vertising program. 


Rice, Calhoun Named VPs 
Jack E. Rice Jr. and Edward H. 
Calhoun have been named vps of 
Cunningham & Walsh, New York. 
Mr. Rice, an account executive on 
Jaguar cars, will serve as vp in 
charge of new business. Mr. Cal- 
houn is account supervisor on 


Folger coffee. 


WwORS 


GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Redio-Active’ MBS 


eeeWith | 
circulation — 
LEADERSHIP 


eoowith  — 


advertising 


LEADERSHIP. 


SOURCES: ABC Publishers’ Statements for 6 months ending Sep- 
tember 30, 1956, Media Records total advertising, less legal, 
AW, TW and comics, 1956; Annual Report, Portiond, 1956 


Largest Circulation in the Pacific Northwest 


8,196,713 


230,850 Daily 
295,527 Sunday 


49,361 


OVER 2ND 


TOTAL DAILY 
CIRCULATION LEAD 


PAPER 


City Zone Lead — 10,110 
City & RTZ Lead — 18,258 


Year: 1956 
LINES 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 


Retail Lead — 2,607,104 


General Lead — 1,568,879 
Classified Lead — 4,020,730 


the Oregonian 


Portland, Oregon 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 
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‘Shortcake's easy with 


- caer > 1 eens 


PHOTO 
REVIEW 


FARM -FRESH Lat WHIPPED CREAM — 

SEASONAL—Reddi-Wip Inc. has scheduled an outdoor campaign to 

tie in with the fresh strawberry season. The postings, which start 

April 1 in the Southwest, will cover 43 markets in 19 states and 

represent Reddi-Wip’s first large outdoor campaign in several years. 
D’Arcy Advertising Co., St. Louis, is the agency. 


Rich Duncan Williams Purvis 


VIDEO LICENSE—Jarmon Duncan, general manager of WTVD, Durham, 
N.C., presents the license plate which will be used on WTVD’s sta- 
tion wagon to tv newsman Jack Williams. Other plates in the sta- 
tion’s series, which runs through TV-50, are being demonstrated by 
Carol Rich and Bobbie Dean Purvis of the promotion department. 


Now you can toss in your clothes and go away—no work ..ne watching...no washday! 


New RCA WHIRLPOOL WASHER-DRYER _ ae 
washes and rinses cleaner- | _ J 


then dries-all by itself! a 


+ New! Filter-Stream washing action — 

+ New! Fikter-Stream rinsing action — 

+ New! Full-Size 5-temperature dryer — 
all in one beautiful appliance! 


Stevens Miller 


PROMOTIONAL CONFERENCE—Talking over the promo- 
tional aspects of Good Housekeeping’s purchase of 
time on seven CBS radio daytime shows are Julie 
Stevens (“Helen Trent” on radio), Arthur Hull 


Hayes Tompkins Mayes 


Hayes, president of CBS Radio; John Miller, Hearst 
Corp. vp in charge of circulation, Joan Tompkins 
(“Nora Drake” on radio) and Herbert R. Mayes, 
Good Housekeeping editor. 


SPLASH—Whirlpool-Seeger Corp.’s three-month spring campaign for 
its RCA Whirlpool appliances gets under way with a five-page 
color insertion in the March 25 Life. This spread, part of the Life 
ad, is also scheduled for American Home, Good Housekeeping, Mc- 
Call's and Parents’ in April. Kenyon & Eckhardt is the agency. 


ae oe ee ee ae 


‘Here’s how | 


DRESSED UP—Color illustrations of appropriate dishes are featured on 

new packages for Revere Sugar Refinery, Boston. The packages, de- 

signed by Revere’s agency, John C. Dowd Inc., are being introduced 
in a New England newspaper and radio campaign. 


NEW MOTOROLA 
All-transistor Pocket Radio 


Pits right 


“ posted dimmers 


im the pe 


Lain ever 


of the 
«ual five. No wonder this dim gem can 
» get em’ Ask your dealer to se Moteruls 
Aodet 6X32 


A potent Transistor imetes 


ne traneetors! 


oe ee 


AA MOTOROLA 


FANCY FELLER—Motorola Inc. kicks 
off its new print campaign featur- 
ing Bob Feller with this ad in the 
April 15 issue of Sports Illustrated. 
Feller also promotes good will as 


APPROPRIATE—Scott Henderson Ad- 

vertising heralded its fifth season 

of handling advertising for Tucson 

Greyhound Park with this picture 

of pretty Pixie Burroughs and 
speedy M.V.M. 


Swearingen Nesbitt 


NEW AD CLUB OFFICERS—The first slate of officers of 
the Chicago area Agricultural Advertising Assn., a 
new advertising club (AA, March 11), is composed 
of Ira Bix, Farm Journal, secretary; Tom Swear- 
ingen, Masonite Co., 2nd vp; Edward P. Nesbitt, 
Critchfield Co., director; D. R. (Spec) Collins, Mar- 


Collins 


Dinnsen Hayes Ferguson 


Steller, Rickard, Gebhardt & Reed, president; Robert 
Dinnsen, Oliver Corp., director; Harold O. Hayes, 
Fuller & Smith & Ross, 3rd vp, and R. C. Ferguson, 
Successful Farming, treasurer. Missing are Vern 
Anderson, Prairie Farmer, 1st vp, and C. R. Lash, 
Needham, Louis & Brorby, director, 


a Motorola youth counselor (AA, 
March 11). Leo Burnett Co., Chi- 
cago, is the agency, 
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Your advertising will be read 


by more people in This Week 


MAGAZINE 


than in any other publication 


CIRCULATION 11,691,194 
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How to get letter-perfect copy 


The one best way we know to get letter-perfect copy 
is to write it as if it were, actually, a letter to your very 


best friend. 


And why not? The people who buy your product, who 
keep you in business, are your very best friends. 


It's good to think of them that way. And to keep in 
touch with them regularly. 


Very truly yours... 


DONAHUE & COE, INC. 


Advertising 
NEW YORK CHICAGO ATLANTA MONTREAL 
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Outstanding Advertising Need Not 
Stretch the Truth 


By James D. Woolf 
David Ogilvy once said this to the Assn. 
of National Advertisers: “In my experi- 
ence it is infinitely more difficult to pro- 
duce honest campaigns than dishonest 
ones. One of our difficulties is that so 
many of your products 


are almost identical 
with your competitors’. 
In our search for 


product differences, we 
copywriters are per- 
petually tempted to 
stretch the truth. I 
happen to believe that, 
even if your product is 
identical with your 
competitors’, a great 
ad-builder can bring you out on top by 
the simple expedient of presenting your 
case with superior technical skill.” 

I am in agreement with Mr. Ogilvy. I 
do not believe that the only successfully 
advertised products are those that benefit 
the consumer in some exclusive and 
dramatically important way. I do not be- 
lieve, in fact, that in the area of every- 
day merchandise, consumers are looking 
for miracles; they do not expect Brand 
A to be strikingly different and superior 
to competitive brands B, C, and D. 

All consumers ask of everyday mer- 
chandise is that, uniformly—time after 
time—it deliver satisfaction up to the 
level of their expectation, and I do not 
believe that their expectations are fan- 
tastically high. When Mrs. Consumer 
buys, say, a jar of instant coffee, she ex- 
pects it to be pleasing in flavor, fragrant 
in aroma, quickly soluble, and generally 
satisfying to her family; she does not ex- 
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Important to fashion’s 
lovely cle ui look 


Vieality’s famous fit 
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Awa ae 
te Vitality Shoes 


LOW-PRESSURE—Quiet, low-pressure, truth- 
ful, strictly in good taste. Despite the fact 
that Vitality shoes possess no “revolu- 
tionary” features with which to “amaze” 
the reader, superior technical skill has 
produced an advertisement which is in- 
teresting and persuasive. 
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pect the product to “excite” or “amaze” 
her. By the same token, when Mr. Con- 
sumer buys, say, a package of cigarets, 
he is not asking for miracles; he expects 
merely a pleasant, satisfactory smoke, 
pack after pack. 


s According to my lights, copy that is 
prepared with superior skill is as fol- 
lows: 

1. It promises the reader or listener 
that the product will contribute something 
to his happiness, his comfort, his health, 
his security, his popularity, or whatever. 
But the promised benefit need not be 
spectacular, or amazing, or revolution- 
ary, or peerless. 

2. Its promise is readily believable and 
in no way taxes the credulity of the read- 
er. 

3. It assumes that the reader is a rea- 


926 LINT REMOVERS! 
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Mas tags Lint Remover Tab swirls New Mayas 


ut dirt and send out 26 hales pever 
te retara. no lint pans te rene 
no lint traps to empty ever! 
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MAY TA 


AT ULC MITOMATIC WASHER 


NO EXHORTATION—This Maytag advertise- 

ment indulges in no exhortation, makes 

no attempt to “amaze” the reader with 

earth-shaking claims. The promised bene- 

fit is supported by factual, reason-why 

copy. A skilful presention in every re- 
spect. 


sonably rational human being. 

4. Its promise is presented in terms and 
concepts so simple and so clear that not 
the slightest strain is placed upon the 
reader’s powers of comprehension. 

5. It is informative, provides the reader 
with essential facts about the product. 

6. It shuns nonsense, buffoonery, and 
ludicrous devices designed to tickle the 
reader’s funny bone. 

7. It is good-tempered, friendly, and 
sincere. 

8. It conforms to good taste, shows good 
manners, civility, and politeness. 

9. Although it is not belles-lettres, it is 
never sloppy writing. 
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PIANISSIMO—No campaign that I can think 

of has more pianissimo than the success- 

ful Breck advertisements. Quietly and 

gently they promise moderate benefits 

which put no strain on the credulity of 
the reader. 


10. It never indulges in exhortation. 
11. It never forgets that it is the adver- 
tiser’s ambassador of good will. 


® Copy that conforms to this doctrine has, 
over the years, helped build many notable 
business successes. Shown here are sever- 
al current advertisements that are typical 
of campaigns by ad-builders who have re- 
sisted the perpetual temptation to stretch 
the truth. They have been successful be- 
cause they have created public confidence 
in the integrity of the advertised product 
and in the companies that make and pro- 
mote them. « 
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SKILFUL—This advertisement of Morton’s 

salt, the No. 1 seller, is another example 

of presenting your case with superior 

technical skill. It conforms handsomely to 
my 11-point credo. 


GOLDEN VIGORO Compete Lawn Food 6 made right 


for West Coast soi's and growing conditions 


MODERATION—This advertisement con- 
forms perfectly to the 11-point doctrine 
set forth in this article. The advertising 
of Vigoro, a top seller, has always been a 
model of moderation and good taste, as 
has been the advertising of all Swift & 

Co. products. 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price: $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, IU., for “Salesense in Adver- 
tising,” available on five days’ approval. 


Gold Medal makes a flower of a cake 
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Bake it Better ~ . Gold Medal 


RESTRAINED—Here is a fine advertisement, 
restrained and credible, which, in the 
words of Mr. Ogilvy, was produced “by 
the simple expedient of presenting your 
case with superior technical skill.” Ex- 
travagant copy claims and bombast have 
had no part in achieving sales leadership 

for Gold Medal flour. 
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Looking at Radio and Television ... 


Big Question: Who Watches and How? 


By The Eye and Ear Man 


When an advertiser uses radio or tele- 
vision he must first know who the ulti- 
mate purchaser and user of his product 
is, and as much about that purchaser as 
possible. This information is then trans- 
lated to the type of program and time to 
use electronic media. The trouble is that 
too little is known about either the cus- 
tomer or his habits. 

Since television and radio are mass 
media and pay off only when they reach 
everybody, this analysis will be confined 
to mass products. The ultimate purchaser 
of most of these products (at least in the 
drug and grocery fields) is a woman. She 
is usually the unofficial head of the 
house and has a family of almost two 
kids and an obedient husband. 


s Early television research clearly 
showed that women constituted the ma- 
jority of the nighttime audience and al- 
most all of the daytime audience before 
the kids got out of school. The reason 
given for the normal audience com- 
position of 1.1 women and .9 men plus 
5 children to almost all night shows was 
that the women are at home taking care 
of the kids and the male of the species 
“sits up with a sick friend” a couple of 
nights a week. 

It was evident early that almost all 
kinds of shows had this audience break- 
down except sports shows when the 
male-female ratio was reversed. It also 
became clear that kids had a lot to say 
about what the family watched in the 
early evening any night of the week. 


= The fault of this kind of research is 
that it doesn’t go far enough. To be sure, 
the number of people sitting in a room 
with a television set turned on are count- 
ed and classified, but what is their actual 
interest and attention level? 

For example, there is no question that 
women are present for many kid shows, 
such as “Rin Tin Tin,” “Robin Hood,” 
“Lone Ranger,” “Lassie,” “Sgt. Preston 
of the Yukon,” “Disneyland,” etc. But 
no one has ever clearly proved that the 
women are paying any attention to the 
set. 

Why should they? These programs are 
designed to get kids to yell until they 
have their program. Does the woman 
therefore resent the fact that she can’t 
tune in her own preference, but has to 
sit around for half an hour until the kids 
give up? Is her sales attitude negative? 
Does she read the paper? Does she run 
in and out of the room instead of staying 
around watching? Probably. 


® If you have a show with strong female 
appeal like the Loretta Young or Jane 
Wyman soap operas, does the male of 
the species sulk sickeningly because he 
can’t watch wrestling? How do men get 


Employe Communications... 


Stockholder Report 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The editors of Financial World, who an- 
nually separate the men from the boys 
in the arena of stockholder reports, have 
yet to invite the counsel of these depart- 
mentalists in connection with their judi- 
cial chores. However, having had some 
years of experience in appraising what 


the courage to insist on fights two nights 
a week? 

The advertiser who sells to men only 
is in a dilemma. The programs that ap- 
peal to men have relatively low ratings. 
At any rate they are not mass-appeal 
programs in the sense that they are con- 
sistently in the top group of ratings. 
There are men present when mass ap- 
peal programs are on—actually in far 
greater numbers than a special male ap- 
peal show. Is it better to advertise to 
fewer men on programs that appeal to 
them, or is it better to roll the dice and 
hope that if the maximum number are 
in the room with the tv set, your commer- 
cial will reach them? 


® Should the advertiser using kid pro- 
grams assume that, since there is a 
woman present in the room, his commer- 
cial will have a special interest for her 
and that she will watch the commercial 
more intently than the program? Should 
he assume that she is paying little or no 
attention to the show or commercials? 

Naturally, good old horse sense will 
help with this decision and in many 
cases the advertiser will have little 
choice. He will take what he can get in 
television and make his commercials fit. 
He will take the calculated risk that the 
tv set is in the living room with ma, pa, 
and the kids. If he has a good commercial 
he can capture their subconscious atten- 
tion and sometimes their active con- 
scious attention. 

Many research companies are at work 
on this problem and it is a sticky one. An 
advertiser has to get maximum mileage 
out of television advertising to justify 
the high out-of-pocket expense. 


= Somewhere beyond judgment must be 
signposts that help him decide on the 
nature of the program he sponsors or 
how to get more attention from his po- 
tential customers. 

Meanwhile, there is one true measure- 
ment—that is, the quantitative measure- 
ment of how many people are watching 
and what they are watching. The present 
course recommended to advertisers is 
that they get any show delivering the 
greatest number of people at the lowest 
possible cost-per-thousand. It is then up 
to the salesmen to do the rest. e 


a Model of Clarity 


corporations say to shareholders and em- 
ployes, we would like to invite attention 
to the deft presentation of the Continental 
Bank & Trust Co. of Salt Lake City. If 
Financial World wants to award this Utah 
institution a gold medal, it will be quite 
all right with us. 

This is a dignified but not formidable 
document. It is logically assembled. It has 
strong elements of human interest and is 
free of the pontifical patois of the com- 


Advertising Age, March 18, 1957 


The Creative Man‘s Corner... 


loss. 


it? 


explanation of just what it means. 


This ad for American Hardware Mutual Insurance Co. is a highly intriguing, 
“different” kind of casualty insurance ad. 

We like its simplicity and its homey flavor. 

The gentleman you see in a lunchroom, finishing a cup of coffee and knock- 
ing the ashes off his cigaret, is Harold R. Caley, chairman of American Hard- 
ware’s board. He was, says the copy, a merchant for 40 years (hardware store 
owner, appropriately), and knows from experience that fires and accidents 
bring a flood of bills and a sudden need for quick cash. That’s why, concludes 
the copy, American Hardware pays claims within eight hours after proof of 


Only thing that bothers us—and keeps the ad from getting our unalloyed 
accolade—is that “proof of loss” item. It’s sure not in small type, but what 
does it mean? If we lose a watch, we know it’s lost, but what must we do to 
convince American Hardware? And suppose our house burns down? Do we 
have to send American Hardware a picture with an affidavit? And does 
“eight hours after proof of loss” mean eight hours after we establish proof, 
eight hours after they get the proof, or eight hours after they decide to accept 


A claim like this, we sincerely feel, would benefit much from a little frank 
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pany comptroller. Its statistical material is 
set forth so that a stockholder unfamiliar 
with financial language still knows what 
the bank is talking about. Our hunch is 
that the job was painstakingly put to- 
gether by an ex-newspaper man. 


® The first feature to attract the eye is 
a single page labeled “Highlights of 1956.” 
Here are the headlines, one sentence each, 
that sum up the year. On the facing page 
is a capsule introduction, followed by to- 
the-point copy on the statement, on earn- 
ings and dividends. Modernization rates 
a page and three pertinent pictures; per- 
sonnel rates a page and two photos. In 
something under a minute the reader sees 
the valuation of Continental Bank stock 
and moves on to something called simply, 
“Loans—Who Gets Them.” The compara- 
tive statement of condition in the center 
fold is followed by dollar breakdowns 
(shown in coins) of income and expense. 
The reader gets it fast and finds it inter- 
esting. The report concludes with a quick 
look at the year past and a clear look at 
the year ahead. 

This alone makes good, constructive 
reading. However, in four pages toward 
the rear is the journalistic lagniappe, a 
highly readable discussion of Continen- 


ror or wows 


tal’s current tilt with the Federal Reserve 
System. It seems that, according to the 
printed testimony, a bank examiner about 
a year ago suggested that the bank’s capi- 
tal was inadequate and that stockholders 
of the bank agree to put up at least 
$1,500,000 within 60 days. 


® This proposal did not sit well with the 
stockholders, who convened to discuss the 
matter and voted overwhelmingly to de- 
cline the Federal Reserve request. Of 
the meeting, the Continental report said, 
“Representatives of the Federal Reserve 
System were invited to be present at this 
meeting and present their views. After 
first accepting this invitation, they learned 
that the meeting was to be open to the 
public and that representatives of the 
press had also been invited. They there- 
upon conveniently changed their minds, 
declined to attend, and were not present 
when the meeting was held.” 

Naturally we have no knowledge of the 
merits of the case, nor had we had any 
word of the final result when this issue 
of AA went to press. We remain im- 
pressed, however, with the courage of a 
concern willing to bring its controversies 
right out in the open in the pages of its 
stockholder report. e 
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“Spot-TV every week puts 
real drive in our sales-plan, 


ee es 8 says Elmer Hale Jr., head 

: a | ee of Hale-Halsell Co., Tulsa, 
concerning use of KVOO-TV 
by Cardinal Food Stores 


es 
Re 


Why did you choose TV as your basic medium, 
Mr. Hale? 


On performance. We gave it a rugged test, on 
our own brand of coffee, Hale’s Leader. And 
Spot-TV proved it was the logical choice to put 
selling-power into our every-week Cardinal mer- 
chandising program. 
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Proved how? 


By doubling the movement of Hale’s Leader in 
stores already stocking it, and opening shelf- 
space in stores previously handling mainly na- 
tional brands. 


Getting coffee-distribution is plenty tough? 


That’s for certain. Since our chain set-up is vol- 
untary, the 65 stores in our Cardinal group con- 
trol their own stocks. If they don’t want an item, 
they don’t stock it. And today, nobody’s giving 
shelf-space to a coffee that doesn’t move in big 
volume. 


Regardless of quality? 


Regardless. Hale’s Leader is top-quality, but it 
takes real demand to get distribution —and the 
best way we've found to build that demand is 
with Spot-TV. 


How do you check results? 


Take Southern Kansas, for example. Our only 
coffee advertising to reach that territory is on 
television. And when we started using KVOO- 
TV, stores that never stocked it before, suddenly 
began asking for Hale’s Leader. 


What type of TV do you use? 


Since we have several Cardinal items and ideas 
to put across every week, we buy half-hour peri- 
ods. Last year we used “Stories of the Century.” 
Recently we signed a 52-week contract with 
See : KVOO-TV for “Sheriff of Cochise.” Because, 
ELMER HALE JR., president of Hale- oe ae aca tie f in our experience, Spot-TV is by far the most 
Halsell Company, Tulsa wholesalers. Spot-TV ate = effective medium to power a merchandising pro- 
provides the motive power behind the mer- gram that will benefit all our stores. 
chandising program of his voluntary food- 
store group. 
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Television's 


First Exclusive 
For sales building availabilities on these major-market stations ...Call ee LAI wi 3 National 


Representative 


WTVR—Richmond WBNS-TV—Columbus WBKB—Chicago WFIL-TV—Philadelphia WPRO-TV—Providence WEWS—Cleveland KFRE-TV—Fresno WABC-TV—New York 
WDSU-TV—New Orleans | KING-TV—Seattle-Tacoma | WXYZ-TV—Detroit KVOO-TV—Tulsa WIIC—Pittsburgh WCPO-TV—Cincinnati | KGO-TV—San Francisco WFBG-TV—Altoona 
WOW-TV—Omaha KTTV—Los Angeles WABT—Birmingham WFLA-TV—Tampo-St. Petersburg | WNBF-TV~Binghamton WMCT—Memphis KFJZ-TV—Dallas-Ft. Worth} KGW-TV—Portland 


OFFICES: NEW YORK * CHICAGO ° BOSTON ad DETROIT ad ST. LOUIS * JACKSONVILLE ° DALLAS ° LOS ANGELES * SAN FRANCISCO * SEATTLE 
TEmpleton 8-5800 SUperior 7-5580 HUbbord 2-3163 WOod'rd 1-6030 CHestnut 1-5688 Elgin 6 5570 Riverside 4228 DUnkirk 1-3811 YUkon 2-7068 Elliott 6270 
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Tips for the Production Man... 


Will Long-Range Planning 
Come to Promotion? 


By Kenneth B. Butler 


Long-range planning has become such 
an important management tool in so many 
aspects of manufacturing, that it is only 
a question of time until it comes to adver- 
tising promotion. 

A little of it is practiced in advertising, 
but most of our stuff is hot off the griddle 
—which is to say, off the cuff. There 
seems to be a mania for quick flight from 
idea to finished promotion piece. In our 
haste, any opportunity for volume pro- 
duction or scientific planning to reduce 
cost is dissipated. 

Granted there are many market devel- 
opments which necessitate a quick shift 
to take advantage of a favorable wind, as 
they say in yachting. Yet most of our pro- 
motion could be scientifically planned to 
take advantage of the economies of repeat 
use of art, of gang-running, of shortcuts 
in presswork planning—to say nothing of 
the basic economies that come from mass 
purchasing. 


s With carefully planned correlation in- 
stead of piecemeal production, the sav- 
ings can be quite attractive. 

First of all, the company’s long-term 
program must be laid out on a sufficiently 
broad basis to make format change pos- 
sible. The program is visualized first in 
terms of large forms; then broken down 
in units, with basic color planning taken 
into consideration. 

The items are planned for layout and 
copy last of all. 

Thus one multi-color form on heavy 
stock might embrace covers for a couple 
of catalogs, several envelope stuffers and 
catalog pages. The cover for the firm’s an- 
nual report might conceivably be teamed 


up in press running with covers for prod- 
uct promotion. 


= The trade magazine Book Production 
recently described a five-year program in 
pre-planning undertaken by the Friend- 
ship Press, New York, a publishing outlet 
for the National Council of Churches, a 
group of denominations interested in mis- 
sionary activity. 

Their five-year program, extending to 
1961 currently, might be a little ambitious 
for advertisers, but their basic strategy is 
worthy of study. Their latest program in- 
volves the production of some 856,000 cov- 
ers for forthcoming titles—36 booklets in 
all—gang-run together on one large sheet. 

A simple example is that of an automo- 
bile dealer service department, which de- 
cided on a series of monthly picture post- 
card mailers showing the specialists in 
their service department in action. In- 
dividual printing would have been waste- 
ful, particularly since the one-sided 
Kromekote cover would have resulted in 
two runs per card, since one-sided stock 
cannot be run work-and-turn. 


= In this case the sheet capacity of the 
press best adapted to the length of run 
was studied. Because of the nature of the 
card stock it was decided to run all the 
fronts (with picture) in one run; the 
backs in a second run. A trim size of card 
was adopted which would permit six 
cards to be run at one time. The mechanics 
for the six-months campaign determined, 
six pictures were taken and copy for six 
cards prepared. 

A check-list of some possible long- 
range planning of production for savings, 
is appended. e 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

Above (right) is an ad as it appeared 
in a half page space in a metropolitan 
paper. Nice ad. Neat. Sharp. It’s what 
some people call “offbeat,” because the 
logo is planted “anywhere” in the ad, 
there is type “inversion” (illogical ar- 
rangement of type by size or sequence), 
and a display line so extended as to be 
hard to read. 

These “offbeat” things are often done 
because they suit the esthetic heart of a 
layout artist. Sometimes they are done 
because the good they contribute to the 
ad overbalances the harm they do. But 
not often. It is better to be “offbeat” 
through an imaginative and penetrating 
selling idea than through layout devices. 

The layout devices mentioned are pre- 
cisely the same thing as erecting small 
fences for readers to get over, instead 
of making gates for them to go through. 

Below, the identical elements in the 
ad are rearranged. Now there is nothing 
offbeat about the ad. Now all the elemen- 
tary precepts about layout are observed. 

If anything esthetic is lost, it is not 
likely the readers of the newspaper will 
break out in a rash because of it. It is 
not likely they will even be aware that 
another arrangement might suit some 
artist better. 

What do we gain by the rearrangement? 


The store’s logo is where it announces 
itself to women whose eyes, not interested 
in shoes today, sweep across the ad— 
nevertheless—on the way to the next il- 
lustrations. 

The biggest shoe (and the pictures are 
bound to be seen even by those who read 
no type) now helps the eye to the biggest 
type, the right place for the reading eye 
to begin. 

The long line of display type has been 
made much easier to read by shortening 
it and giving it a better break in a pool 
of white space. (Of course extended type 
like this is never really easy to read.) 

Originally, if one did read the headline, 
then the eye was asked to jump up to read 
copy. We have been taught, from the time 
we are children, to begin at the top and 
read down. Fences again, instead of gates. 


® Below, when the largest type is started, 
there is progression through the story 
without interruptions. 

A heading placed below type invites 
the eye to skip the type above the head- 
ing. Of just such small obstacles to read- 
ing are ad handicaps made. 

An engineer would never place ob- 
stacles in the way of the flow of water 
he was trying to induce. The truly pro- 
fessional ad creator never places even the 
slightest obstacles to reading in the way 
of natural eye habits and movements. 

Above, only four shoes are shown. They 


Advertising Age, March 18, 1957 


These Tips May Help in Planning Economies 
for Long-Range Production 


1. Team up several smaller items to make one large form to utilize full press 
capacity. 


2. Concentrate process work or color work of several pieces in one form, leav- 
ing the single color forms to be produced as you go. 


3. Plan year’s program—buy paper tonnage as one order, for drop shipment 
quarterly or as needed. 


4. Repeat use of art and of engraving plates. 


5. Gang-run two-up in such a way that two-up stitching and trimming may 
also be utilized. 


6. If your needs on process color work do not utilize full capacity of press, seek 
out some fellow advertiser who has a similar problem and team up together. 
If your respective print orders vary, consider filling the gap with production 
of catalog pages, envelope stuffers, etc. 


7. On long runs buy duplicate electros, reduce the length of run. Step-and- 
repeat process. 


8. If process color is on front cover only, gang-run instead of work and turn, 
printing process front covers in one run, single-color backup in separate run 
on single-color press. 


9. Freely consider changes in kind and weight of stock; also in customary trim 
sizes, as an aid in your quest for engineering for economy. Find a common de- 
nominator in stock and size wherever possible. 


10. Form an association of small advertisers in your area; team up your major 
requirements in order to gain all possible economies. 


11. Check your company’s requirements for form printing to determine if any 
of these can be teamed up with your promotion printing in order to take full 
advantage of speed of presses and capacities of presses. 
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are all suede, I think. That is implied 
when suede is finally mentioned in the 
copy. If there are more than these avail- 
able, it is only implied in the last line of 


At the bottom, provision is made for 
specific item copy for each shoe. 


s In most stores, almost all functions are 


copy. There is no word about these spe- 
cific shoes except general copy. A good 
shoe seller would have something good to 
say about each one. 


expended to use expense dollars with can- 
ny caution and effectiveness. In adver- 
tising—not so. Make an ad look nice, and 
it’s good enough in most stores. . 
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What makes a market great? 


Ducks, like industry, thrive on 
water—and, like industry, they find a 
bountiful supply in the 223 counties 
of the Upper Midwest. 

In Minnesota alone, one square mile 
in every 20 is covered by water. Min- 
neapolis water mains can supply more 
than twice as much water as the city 
now uses. 


Underground water also is plenti- 
ful: 1,000-gallon-a-minute commercial 
wells are common. Yet one geologist 
states: ‘‘As far as we can see, there is 
no danger of overdrawing—no sign of 
difficulty even in downtown Muinne- 
apolis where wells are concentrated. 
Few areas can promise industry the 
water supplies Minnesota can.” 


Minnesota’s “close to the surface”’ 
water is only part of the fabulous 
wealth of the Upper Midwest. Just 
consider: mining companies are spend- 
ing more than a billion dollars in Min- 
nesota on facilities to process taconite 
. .. North Dakota’s Williston Basin, 


where oil was discovered in 1951, now 
has 785 producing oil wells in 32 proved 
fields with refineries and related in- 
dustries sprouting all over the Upper 
Midwest. And enough lignite has been 
found in North Dakota to supply the 
total solid fuel consumption of the 
United States for 240 years. 

Such rich natural gifts enrich the 
people, too. They hunt and play on 
the waters that power their industry. 
They prosper from many skills—are 
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happy, dependable and active. 


No wonder it is said, ‘““The next 25 
years belong to the Upper Midwest.”’ 


NOTE TO ADVERTISERS: The quickest, 
most economical way to tap the ex- 
panding Upper Midwest Market is 
through the pages of the Minneapolis 
Star and Tribune. (Now only the four 
largest U.S. cities have newspapers 
with more circulation than the Minne- 
apolis Sunday Tribune. ) 


Copr., 1957, The Minneapolis Star and Tribune Co. 
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On the Merchandising Front... 


Is This the Solution for Department Stores? 


By E. B. Weiss 


Late in 1956, a few large department 
stores and some well-known specialty 
stores, both largely in New York but with 
branch or affiliated stores in other areas, 
instituted an upward revision of ready-to- 
wear markups. For ex- 
ample, dresses whole- 
saled at $23.75 and nor- 
mally retailed at 
$39.95 are to be retailed 
by these stores at per- 
haps $45. In the specif- 
ic instance of one well- 
known specialty store, 
late-in-the-year ad- 
vertising featured at 
$65 dresses that car- 
ried a wholesale cost of $35 and which 
previously would have been retailed at 
$59.95. 

What is more, in making this move 
toward a larger markon, these stores 
made it known that they were deliber- 
ately cutting themselves loose from what 
they called the control of their pricing by 
suppliers. Heretofore, where stores have 
complained about so-called price dic- 
tatorship by suppliers, it has been be- 
cause the retailer wanted to cut prices. 
Now the same hue and cry is being 
raised because the retailer wants to in- 
crease his margin. 

How far this move will go in ready-to- 
wear is something these retailers are not 
ready to predict. Whether it will spread 
to other categories, as anticipated by at 
least several of these large retailers, is, 
for the present, also a moot point. 


E. B. Weiss 


8 However, I have my own conclusions. 
Here they are: 

It is necessary, in evaluating the pres- 
ent early stages of this development, to 
understand that it is being applied pri- 
marily to merchandise and to brands 
whose pricing remains very much of a 
mystery to the shopper. As a matter of 
fact, it has been said in the trade, times 
without number, that if any experienced 
store buyer were brought into a room 
filled with dresses from which price tags 
and other means of identification had 
been removed, and were then asked to 
price the numbers, it would soon be dis- 
covered that even the professional buyer 
is far from an expert judge of values in 
ready-to-wear! Where prices or price lin- 
ing are well known to the public, this 
policy of added markons is hardly likely 
to get very far in this day and age of 
discount operations. 

Even in the lines to which the policy 
is being initially applied, it is probable 
that the policy will not get very far—and 
for this reason: 

The move is being made to compensate 
for rising costs. But this move is not be- 
ing made in a competitive vacuum. On 
the contrary, competition in ready-to- 
wear is being intensified by the entrance 
of still more low-cost merchants and by 
the acknowledged leaders among the dis- 
count houses. I doubt that high-cost re- 
tailers will be able to compensate for 
rising costs by increasing markup in a 
market that is being pock-marked by 
successful low-cost merchants. 


e It is passing strange that department 
stores should so suddenly become aware 
of their professed lack of flexibility in 
pricing (a situation that I think exists 
more in theory than in fact, as the day- 
by-day price promotional advertising of 
these stores certainly proves). I should 
imagine they would be more properly 
concerned with their actual lack of flex- 
ibility in handling their problems of cost. 

The department store was our original 
low-cost retailer. It has been a high-cost 
retailer for many years. And, because it 
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was a high-cost retailer, it held open an 
umbrella for the mail-order houses, for 
the various types of chains, including 
the women’s specialty chains. 

These chains are themselves no longer 
low-cost retailers. But they are giving 
department stores increasing competition 
in one category after another. The food 
super is taking volume on housewares, 
household paper, some drug and cosmetic 
items from the department store—and on 
hosiery, children’s wear and other soft 
items, too. The variety chain is giving 
the department store stiff competition in 
many items of women’s and children’s 
wear, many items of home furnishings, 
etc., etc. Ditto for the drug chain and the 
hard goods chains. 


® Does the department store propose to 
turn over most of its low-end volume, in 
one category after another, to these 
chains? If it does, its snail«like pace of 
expansion over the last 20 years or so 
will be still further slowed down and, 
certainly, mighty few of our department 
stores can show a healthy growth if they 
become high-price-line specialty opera- 
tions. Without healthy growth, added 
markons will never keep pace with in- 
creases in costs. 

And the various chains, too, cannot 
continue to look to higher price lining, 
and to higher markons, for their net. 
They, too, have competition. Clearly, the 
weaker the control of our present mass 
retailers over their costs, and the more 
they turn to added markon for net profit, 
the more elusive will net profits become, 
because they will be turning more and 
more volume over to the newer forms of 
low-cost retailing. 

Only a few months ago, Myron S. Sil- 
bert, vp of the Federated Department 
Stores, declared at a meeting that “the 
country can look forward to more aggres- 
sive selling by department stores. Goods 
will be offered at low competitive prices” 

. It is probable, he declared, “that 
this aggressive action will take the easy 
growth away from discount houses.” 


® But apparently a group of department 
and specialty stores is proceeding in pre- 
cisely the opposite direction and if, as 
Mr. Silbert phrased it, the discount 
houses have been having an “easy 
growth,” then it would appear proper to 
conclude that this new policy is calcu- 
lated to make the growth of the discount 
operation still easier. I think this is so. 

I note that, at about the time this 
group of department and specialty stores 
began to move with their new markon 
policy, the Simmons Co. announced cuts 
in its retail markups on bedding. The 
National Retail Dry Goods Assn., always 
quick to fight for the preservation of the 
existing order in department store rela- 
tionships with resources (although not 
equally quick to fight the current move 
for higher markons) promptly did battle 
with Simmons. Its vendor relations com- 
mittee “regrets to report that the Sim- 
mons Co. has reduced the retailer’s his- 
toric markup . . . On single purchases of 
one line, for example, the markup loss is 
2% ...” Interestingly, the NRDGA’s 
vendor relations committee admitted that 
“the profit margins on Simmons bedding 
are excellent.” 

What the NRDGA ostensibly objects to 
is that “the manufacturer has no right to 
tell the retailer to reduce his markup; 
when he does this he is taking over the 
retailer’s function.” 


s When a manufacturer pays for the re- 
tailer’s local advertising, isn’t that taking 
over the retailer’s functions? When a 
manufacturer pays for demonstrators, 
pays P.M.’s, makes other allowances, 


isn’t he taking over the retailer’s func- 
tions? When a manufacturer pre-sells a 
brand, packages it, pre-tickets it, makes 
available complete retail promotional 
packages, does fixturing, etc., isn’t he 
taking over the retailer’s functions? 

I gather that the NRDGA doesn’t ob- 
ject to the manufacturer taking over 
these “historic” functions of the retailer. 
But when a retailer who is making a 
good profit on a line, as he does on Sim- 
mons, is shown how to make a still better 
profit by taking a smaller markon—that, 
by some strange reasoning, becomes an 
objectionable form of “taking over the 
historic functions of the retailer.” 

When General Electric reduced its 
markups on some of its small appliances 
about a year ago, the vendor relations 
committee of the NRDGA also threw a 
fit. That didn’t cause GE to change its 


Advertising Age, March 18, 1957 


policy. Similarly, I understand Simmons 
Co. has no thought of knuckling down. 
I well remember, just about three 
years ago, when officials of the NRDGA 
were going around the country slinging 
adjectives at the discount house, trying 
to put it out of business by semantics, 
and simultaneously pointing a finger at 
manufacturers who sold these outlets. I 
have yet to see the NRDGA take a stand 
against the gimme, gimme, gimme atti- 
tude of so many of its retail members! 


s The old order changeth—but not the 
NRDGA. And I seriously doubt that it is 
performing a noble service for its mem- 
bers in these attitudes, because to at- 
tempt to preserve the department store 
by making it one of the highest-cost 
mass retailers in the nation is an effort 
doomed to failure. e 
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The COPYWRITER'S » 


Lesson No. 8 


‘COPYWRITER / 


The above cartoon appeared in Les- 
son 1 of this column. It is still appro- 
priate as a nutshell analysis of an 
all-too-frequent problem, though 
sometimes your best friend art direc- 
tors won’t tell you. 


Some copywriters think in visual 
terms without effort and get along 
fine with artists. Others find it more 
difficult. 


The Drawthinks “Lessons” are an at- 
tempt to close this latter gap, however 
slightly. 


WHAT'S DUIS SUPPOSED To BE? I'M 
ALWAYS BEHIND SCHEDULE*ON YOUR ADS, AND 
YOU KNOW WHY? IT'S BECAUSE I CANT UNDERSTAND 
THESE ROUGHS** OF YOURS, YOU...YOU.... 


It can (and does) happen here 


The communications breakdown often occurs at the most unlikely spot: 
between those engaged in the practice of communicating to others 


Next Lesson: (No. 9) “You’re better than you think” 


*SCHEDULE: A pian to keep every- 
body aware of how far behind they 
are. 


**ROUGHS: Some copywriters some- 
times make what is appropriately 
called a “rough,” an indication of 
what is to be in the ad. Not infre- 
quently, these are difficult to deci- 
pher. 


***ART DIRECTOR: A person, 
usually a man, usually at, or near, a 
drawing board. An unnecessary lux- 
ury for you (the board, not the art 
director) 
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Put your product in this "picture window"! 


... Where over 80,000,000 motorists can see your message closer to the point of sale. 


Little doubt that today’s marketing world 
is a world on wheels. Supermarkets and 
shopping centers are but two prime ex- 
amples of how America virtually “‘lives’’ 
in its autos. 


Thus, the windshields of over 80,000,000 
motorists provide a “picture window” 
through which these millions see the one 
advertising medium tailored to today’s 
world—Outdoor Advertising. 


Customers—whether they’re walking or 
driving—see OUTDOOR as they are on 


the move . . . and in the mood... to buy. 
They see OUTDOOR closer to the point of 
sale. And OUTDOOR reaches more of 
them .. . more often . . . at lower cost. 
Most important, Outdoor’s messages are 
remembered. 


4 out of 5 people every month remember seeing 
specific OUTDOOR advertisements, accord- 
ing to Starch Continuing Study of Outdoor 
Advertising. In markets tested, more than 
90% of people pass current posters an aver- 
age of 21 times per month. 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTOOOR MEDIUM 


OUTDOOR SELLS 24 hours a day... 
every day of the year. Provides maximum 
flexibility to meet every kind of marketing 
problem. OUTDOOR offers full color... 
massive impact . . . and dominates the 
traffic channels of America. 


Put your Advertising Outdoors and Watch 
the Customers Go Buy! 


The proved selling power 
of Outdoor Advertising 
has contributed heavily 
to America’s prosperity. 
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No. 1 In a Series 


Advertising was known as early as: 


a) 78 A.D. b) 1476 ~—c):«1660 


Even if you guessed, you're right if you chose (a) 78 A.D. 
Excavation has shown that in Pompeii, buried in 78 A.D., 
gladiatorial combats, and- even houses for rent were 
advertised by carvings on walls. This provided only a 
fraction of coverage for early Roman advertisers as com- 
pared to the circulation advertisers receive with The 
Omaha World-Herald. Reaching 3 out of 5 families in 
Nebraska and Western Iowa, its daily circulation totals 
252,598. 


The first flat bed press used in the 
U. S. was made in: 
a) 1876 b) 1845 c) 1830 


One of the first inventions which helped put the news- 
paper in the hands of millions was that flat bed press 
made in 1830 by Richard M. Hoe. And the ONE NEWS.- 
PAPER, read every day by 3 out of 5 families in the $2.3 
Billion Nebraska-Western Iowa market is The Omaha 
World-Herald, which has a 96% non-duplicated reader- 


ship. 


The national U. S. Merchandise 
Retail Sales per capita is: 


a) $286 b) $741 c) $495 


Statistics show the correct answer is (c) $495, but an 
advertiser gets plus benefits when using The Omaha 
World-Herald because Omaha retail sales per capita of 
General Merchandise is $531, seven percent above the 
national average. The Omaha World-Herald, the city’s 
only daily newspaper, has 100% City Zone coverage. 


Omaha— 


Home of 


the Strategic 


Air Command 


Omaha 


252,598 Daily 263,674 Sunday 
ABC, 12 Months Ending March 31, 1956 
O'Mara & Ormsbee, National Representatives 
New York * Chicago « Detroit + Los Angeles 
San Francisco 


AdCenterOpensin | 
N. Y. May 20; Offers 
Exhibition Space 


New York, March 12—If 
everything goes according to plan, 
an Advertising Center will open 
at 285 Madison Ave. May 20. It 
will house exhibits of advertising 
materials in 20 classifications and 
will serve as a permanent exhibi- 
tion space for suppliers of mate- 
rials and services—complete with 
a room for press conferences and 
lectures to college classes. 

The Advertising Center is the 
project of a group headed by Lar- 
ry Schwartz, president of Wexton | 
Co.; its staff director will be Har-| 
ry G. Burger. 

Mr. Schwartz outlined plans for | 
the center at a meeting for a 
group of advertising leaders. The 
center is to have 4,000 sq. ft. of 
space and will be held on a ten- 
year lease. Its initial cost is esti- 
mated at $100,000, which Mr. 


World-Herald 


Schwartz said would be no prob- 
lem, since $50,000 was raised in 
tive days. He offered the admen 
‘an opportunity to acquire $5,000 
blocs if they liked. 


‘= Plans call for 3,600 sq. ft. of 
| wall space, about half of which is | 
to be utilized for displays, renting 


capacity, this means the center| 
will gross about $324,000 a year.| 
Its operating budget is about} 
$200,000. 

In addition, floor space units 
will pay a cubic foot charge of 
$15. Exhibitors who have signed 
|so far sign a year’s contract, can- 
cellable after six months. 

Mr. Schwartz anticipates no 
difficulty in signing up displayers, 
asserting his group signed up the 
| first 40 calls they made, for 180 
|sq. ft. of display space—10% of 
|the available total. 

The center plan includes a bal- 
cony mural, with a contest among 
artists and art directors for win- 


COMING—This is a drawing of the way the new Advertising Center 
in New York is to look when it goes into operation May 20. 
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| Changes in Men's Clothing 
Featured in Nine-Page Ad 
| The House of Worsted-Tex is 
jusing a nine-page fold-out color 
|ad in Apparel Arts this month to 
announce “specialty groups” of 
men’s clothing. The nine pages in- 
clude an article by Sidney Gar- 
| field, board chairman of Peck Ad- 
| vertising Agency, and previews of 
jads scheduled for Esquire, News- 
| week, Sports Illustrated and Time 
jand the Chicago Tribune, Los 
| Angeles Times and New York 
| Times magazines. 
| Mr. Garfield includes as “spe- 
|cialty groups” year ‘round suits, 
|and wrinkle-resistant clothes for 
| travel. 


Waldo Sellew Retires 
| Waldo W. Sellew, vp of Harper- 
|Atlantic Sales Inc., Boston, will 
retire March 31. Formerly adver- 
|tising manager of Harper’s Mag- 
\azine until the formation of 
| Harper-Atlantic Sales, Mr. Sellew 
has been with the two organiza- 
tions 22 years. 


at $15 per sq. ft. per month. At) J 


ning designs. + 


‘Forstner Sets Spring Push 
Forstner Inc., Irvington, N.J., 
jewelry manufacturer, has sched- 
uled color insertions in the New 
York Times Magazine and Vogue 
during March and April. The ad, 
headlined “Beautiful, beautiful 
features by Forstner,” pictures a 
Grecian figure in a garden. Lewin, 


the agency. 


Dr. McCleery Turns Adman 

Dr. Robert S. McCleery has 
|joined Burdick, Becker & Fitz- 
/simmons, New York ethical phar- 
maceutical advertising agency, as 
| staff physician. A physiologist and 
| surgeon, Dr. McCleery has been 
| agony for the past five years 
in Great Falls, Mont. 


Williams & Saylor, New York, is | 


A ONE BILLION ONE 


MILLION DOLLAR MARKET 


HUNDRED SIXTY-NINE 


Just ONE 


medium 
covers 


KRON 


Biggest One 
Newspaper City 
in the Nation 


MEDIA COVERAGE OF AKRON METRO AREA 


Media 
AKRON BEACON JOURNAL 
AKRON BEACON JOURNAL 
Cleveland Plain Dealer daily 
Cleveland Plain Dealer Sunday 
Cleveland Press daily 
Cleveland News daily 


Circulation | % Coverage 
daily 132,934 | 96.5% 
Sunday 126,165 | 91.6% 
13,760 10% 
8,342 6% 
1,366 1% 
548 | less than 1% 


AKRON METROPOLITAN AREA—OHIO’S MOST 
CONCENTRATED AREA OF GREAT INDUSTRIAL NAMES 


CHRYSLER $85 MILLION 
Stamping Plant 
GENERAL MOTORS 
Euclid Division 


*WORLD’S TRUCKING CAPITAL 


* ENTERPRISE MFG. CO. 

*B. F. GOODRICH 

*ALSCO 

*McNEIL MACH. & ENG. CO. 
* FIRESTONE 

*FIRESTONE STEEL 
*SEIBERLING 


*WEATHER-SEAL 
BABCOCK & WILCOX 
COLUMBIA-SOUTHERN CHEM. 
QUAKER OATS 
AMERICAN HARD RUBBER 
* MOHAWK 
*GOODYEAR 
*GENERAL 
*GOODYEAR AIRCRAFT 
*SAALFIELD PUBLISHING 
*ROBINSON CLAY PROD. 
*NATIONAL RUBBER MACH. 
DIAMOND MATCH 


* Indicates Main Plant and Offices 


AKRON BEACON JOURNAL — 


Ohio’s Most Complete Newspaper 


STORY, BROOKS & FINLEY, Representatives 
JOHN S$. KNIGHT, Publisher 
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Paul Willis, GMA 
Head for 25 Years, 
Is Honored by Execs 


New York, March 12—Some 800 
executives gathered here last week 
to honor Paul Willis, who is cele- 
brating his 25th anniversary as 
president of the Grocery Manufac- 
turers of America. 

At a testimonial luncheon ten- 
dered by the Sales Executives Club 
of New York, in conjunction with 
Food Topics and Food Field Re- 
porter, Marshall Lachner, presi- 
dent of Pabst Brewing Co., said 
that many of the marketing tech- 
niques which helped the food in- 
dustry during the last 25 years 
grow from $11 billion to $71 bil- 
lion in sales were begun because 
of “prodding insistence from Paul 
Willis.” 

Mr. Lachner credited Mr. Willis 
with tying together many of the 
divergent interests which charac- 
terized the food and grocery man- 
ufacturing field in the early '30s 
into the unified membership of 
GMA today. 


® Stating that “all marketing is a 
selling job,”’ Mr. Lachner said that 
Mr. Willis was one of the first 
grocery men to recognize the im- 
portance of self-service stores. 

Among Mr. Willis’ achievements 
cited were: 

1. Development of the food in- 
dustry symbol, “The Life Line of 
America,” which related the entire 
distribution process of today's food 
products from the farmer and 
manufacturer through to the con- 
sumer. 

2. Work with the Department of 
Agriculture in helping establish 
the food stamp plan for food sur- 
plus distribution. 

3. Working with the federal gov- 
ernment to bring the industry story 
to members of Congress and fed- 
eral departments, and_ thereby 
maintaining the necessary freedom 
of operation for manufacturers as 
well as developing effective co- 
operation. 


® 4. Protecting the industry 
against charges of “middleman 
profiteering” by getting the Na- 
tional Grange to publicize “spread 
studies,” which revealed where the 


largest bite in price increases came 


from. 
5. Formulation of the “descrip- 
tive labeling plan” whereby man- 


|ufacturers stated on their labels 
|information of interest to consum- 


inquiries 
and 
influence... 


If your product or service can be 
used by municipal and state police, 
just give them the facts in 
Law And Order. One advertiser received 
over 668 inquiries within 10 months. 
You get results because each issue 
gets intensive readership through 
focusing attention on a specialized 
field of police work—most 
© issues are saved and used in police 
training programs. 


2%a¢ a police che 
Let Law And Order be your salesman 


LAW... ORDER 


1475 BROADWAY, NEW YORK 36, N.Y 
BRyant 9-7550 


ers. 

Mr. Willis was awarded the 
Sales Executives Club’s Applause 
Medal for outstanding service. e 


Archer King Names Partner 

Archer A. King & Co., Chicago, 
midwestern advertising sales of- 
fice for Whitney Publications, has 
become a partnership, with Judson | 
H. Spencer named _ co-partner. | 
Since the death of Archer A. King | 
in September 1955, the company | 
has been under the ownership of 
Edith P. Elmslie. Miss Elmslie and 
Mr. Spencer are now partners. 


Prelle Names Stevenson 

F. W. Prelle Co., Hartford, has 
appointed Robert L. Stevenson a 
vp, an account executive, member 
of the plans group and head of 
new business. Mr. Stevenson most 
recently was director of sales and 
advertising of Granite Board Inc., 
Goffstown, N.J. 


' 


‘She ty sale 


\aiaia iE 


LIFE-SIZE—The trend toward candid photography in advertising is 

evident in Britain, as well as in the U.S. Martini & Rossi uses no 

copy at all in this eight-sheet poster appearing in the Piccadilly 
Circus subway station. W. S. Crawford Ltd. is the agency. 


D. C. Smith Changes Name 

D. C. Smith Inc., New York in- 
dustrial agency, has changed its 
name to Smith, Winters, Mabuchi. 
David Smith is president, Larry 
Winters is sales promotion direc- 
tor, and Kenneth K. Mabuchi is 
engineering director of the com- 
pany, which specializes in elec- 
tronics and industrial manufactur- 
ing accounts. 


Coleman Joins Roche, Williams 
Dennis Coleman, until recently 
with the advertising department of 
the Prudential Insurance Co., New- 
ark, has joined Roche, Williams & 
Cleary, Chicago, as a copywriter. 
AND ILLUSTRATIONS © 

e \ RI FOR FAST LAYOUTS 
There's nothing like the monthly Clipper for 
fost leyout in emergencies. BIG NAME firms 


thot you know depend on the Clipper for Clip- 
Art. Pree sample. Ne obligation. Address... 


MULTI-AD SERVICES, INC 


Box 806M Peoria. Illinois 


7,600 families “WS 
with annual buy- 

ing income of $59.5 
million live in Ithaca, ‘ 
home of Cornell Univer- 


sity. 
COVERAGE: 


40% of them read one or both 
of the Syracuse Newspapers daily— 
78% on Sunday! 


fo spend annually. 


comparable job af 


There's a single, economical way 
fo sell the 15-county Syracuse markel, 
where 399,000 families have $1.9 billion 


The Syracuse Newspapers deliver 100% satura- 
lion coverage of metropolitan Syracuse — effective 
circulation in 14 surrounding counties, including a score 

of bustling communities like Ithaca, Oswego, Auburn, 
Cortland, Oneida and Massena. 


In this truly big market, the media problem is a cinch 
because no other combination of media in the market can do a 
a comparable cost. 


FULL COLOR AVAILABLE — Daily and Sunday 
Represented Nationally by MOLONEY, REGAN & SCHMITT 


Pow 
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THE BAYONNE TIMES 


NATIONALLY 
REPRESENTED BY 


RON. io 
abi 


~~ 


74% 


Brother, 


THAT'S 
COVERAGE 


We're proud as peacocks that our paper 
is read every night by 7 out of every 10 
families in Bayonne, but then, why shouldn't 
it be? It's filled with everything our readers 
want... complete coverage of all local 
news, national news, foreign news and all 
the worthwhile features. 

You can't ask for a better place to sell 
your product . . . because 
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Dayton “prove” not only that “Ch 


ing to these General Motors ads 


Bayonne, New Jersey 
BOGNER and MARTIN 


EVERY CAR A WINNER—Wondrous results of the Na- 
tional Assn. for Stock Car Auto Racing trials at 


but that “Pontiac is grand national champ,” accord- 


Haines, Belmont, Mass. Both appeared in the New 


he ee ony 


ee Ne ea cnet 


See your 


mem ie 
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evy tops all cars,” 


sent in by C. H. 


Wins NASCAR Grand National Championship Race Again All Cars 

“Regardless of Size, Power or Price—Setting New Track Record 

in Biggest Steck Car Event of Year Following Close Sweep of its 
Class in Fiyierg Mile and Acceleration Runs 
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Advertising We Can Get Along Without .. . No. 6 


WTC 


NATIONAL CHAMP I 


a oe ae 


York Times—Chevrolet on Feb. 25, Pontiac on Feb. 
23. Campbell-Ewald Co. is the Chevrolet agency; 
MacManus, John & Adams, Pontiac. 
are urged to send in other misleading ads.) 


for over two 


Wo i the Man 
wit the 
Eitack Tar Heels? 


Name: WTVD, Channel 11 
Address: Durham-Raleigh, North Carolina 
Occupation:. Salesman 


Experience: Dominant salesman in this $2.1 Billion market 


Average Number of Calls Made Per Day: 289,580 


Identifying Characteristics: Has Black Tar Heels. Always 
on the move. Readily identifiable by his hard selling and 
strong programming. 


Where Found and With Whom: Con generally be found 
anywhere coast to coast with members of the Edward Petry 


Caution: Approach with care. He is armed with facts and 
figures concerning why WTVD and the Durham-Raleigh 
market ore a must buy in North Carolina. 


Call Edward Petry Co. about this must buy in North Carolina 


N202AAR 


and one half years. 


WTVD 


CHANNEL ELEVEN 
ABC for Durham-Raleigh 


Two Buffalo Auto 
Dealers Hit by BBB 
for Misleading Ads 


BuFrFALo, March 12—The Buffalo 
Better Business Bureau disclosed 
that it has filed with the commis- 
sioner of motor vehicles in Albany 
information about two Buffalo au- 
tomobile dealers who have failed 
to cooperate voluntarily in correct- 
ing their advertising. 

The bureau has been cooperat- 
ing with the Buffalo Automo- 
bile Dealers Assn. since Oct. 19, 
1956, to help correct advertising 
and selling practices which “were 
undermining public confidence in 
all dealers,” the bureau explained. 
Marked improvement has been 
noted. 


# One of the dealers in question 
advertised double allowances and 


the other advertised triple and 


double allowances on certain types 
of used cars. 

“We hold that a double or triple 
allowance means to the average 
reader that he will receive two or 
three times as much for his car by 
dealing with these advertisers as 
he would if he went to any other 
dealer,” the bureau stated. 

The bureau asserts that the ad- 
vertising of the two companies 
“violates the intent of the stand- 
ards adopted by more than 90% 
of the members of the Buffalo 
Automobile Dealers Assn.” © 


Kool-Shake Buys Film Series 
General Foods Corp., White 
Plains, N.Y., has purchased alter- 
nate-week sponsorship of the CBS 
Television Film Sales series “Annie 
Oakley” in 90 markets, taking a 
spot vacated last month by Carna- 
tion Co. Sponsorship is in behalf 
of Kool-Shake products, through 
Foote, Cone & Belding, and will 
last through the summer season. 


GREATEST 


OUTDOOR 
ADV ANCE 


in years... 


Electric’s new Slimline 
The SOD series . . 
crisp, brilliant light. 


& MANUTIACTURING Ce. 


Columbia's “SQD”’ Luminaire 


Your ads get much more light, more evenly 
spread over your poster panel with Columbia 


Outdoor Luminaire — 


- no more hot spots, just 


ask your outdoor operator about the “SOD” today 


COLUMBIA ey ELECTRIC 


MANUFACTURING BIVItiOoN 
FO Cen S18S SPOR ANE, WASHINGTON Eiyetene 4.0978 


DESIGHERS, ENGINEERS AND MANUFACTURERS OF QHALITY LigHTING 
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News Release of the Week 
To the Editor: 

We have had quite a bit of trou- 
ble in our personal style book on 
the correct spelling of that famous 
Spanish explorer of the 16th cen- 
tury, Governor of Cuba and dis- 
coverer of the Mississippi, whose 
name we have proudly carried on 
our cars since they were intro- 
duced in 1928. 

In the last 29 years, it has ap- 
peared in newspapers and maga- 
zines in a variety of ways; as De- 
soto, DeSoto and even DeSota. | 
Things have come to such a dilem- 
ma, that we goofed on it ourselves | 
recently. One car came rolling off | 
final assembly, as pretty as can 
be, with the nameplate reading: 
“D-s-e-o-t-o.” 

So we all make mistakes. | 

But, we'd like to suggest that 
perhaps now we can all get togeth- 
er and agree to have it read: 

De Soto (note the space and the 
cap S) 

We know Hernando would have 
liked it that way. Thanks. 

For Hernando’s Sake, 
SAM PETOK, 
Public Relations Director. 


Check Validity of | 
Medical Ad Claims, 
NBBB Urges Media 


New York, March 12—Adver- 
tising media are urged by National 
Better Business Bureau to check | 
the authenticity of claims in ad- 
vertising copy which promotes | 
medication or so-called wonder | 
drugs for weight reduction. 

In a letter to media, NBBB 
questions claims being made for 
some proprietary products con- 
taining phenylpropanolamine hy- 
drochloride as a no-diet wonder 
drug for reducing. 

After presenting data on the val- 
ues and action of the drug, plus 
quotations from the American 
Medical Assn. and the Food & Drug 
Administration, NBBB says: 

“Obesity is recognized as a ma- 
jor health problem, and as such its | 
treatment and correction should be 
accomplished under the guidance 
of competent medical supervision. 
Self-treatment may cause delay in 
securing proper treatment and thus 
may cause possible serious conse- 
quences. In addition, these prod- 
ucts, even when used as directed, | 
may be directly harmful to cer-| 
tain individuals. 


s “This bureau believes that the 
dissemination of advertising which 
deceptively leads overweight per- 
sons to believe that they can per- 
manently resolve this problem by 
taking a ‘wonder’ pill before each 
meal, with no concern whatever 
about altering their dietary pat- 
terns, is a gross disservice to the 
public. 

“NBBB therefore recommends 
that in the public interest, adver- 
tising media determine the in- 
gredients of any product for which 
‘no diet’ or ‘wonder drug’ copy is 
submitted and check on the au- 
thenticity of claims and the safety 
of the product prior to acceptance.” 


} 


Form Board to Promote 
Canadian Advertising | 

A national, industrywide body, 
the Canadian Advertising Advi- 
sory Board, has been formed joint- | 
ly by the Assn. of Canadian Ad-| 
vertisers and the Canadian Assn. 
of Advertising Agencies. The 
board, designed to “foster, develop 
and promote the interests of Ca- 
nadian advertising,” will be com- 
posed originally of senior repre- 
sentatives of the two associations. 

The CAAB will have three basic 
aims: the improvement of the ad- 


vertising industry’s relations with 
all levels of the public; the estab- 
lishment of better training and 
educational facilities for persons 
entering the advertising and mar- 


keting fields, and the development 
of new and improved methods and 
techniques for the industry in gen- 
eral. 


Burnett Pays $647,000 
to Employe Trust 

Leo Burnett Co. will pay $647,- 
000 into the agency’s profit sharing 
trust for the benefit of employes 
in Chicago, New York and Holly- 
wood. This payment, derived from 
the company’s 1956 earnings, is the 
largest payment credited to the 
trust during any one year, Burnett 
says. 

There are 690 employes on the 
company rolls and 437, or 63%, are 

members of the trust. Non-mem- 
bers represent new employes not 
| yet eligible for membership. Leo 
Burnett started the trust in 1943 
and now has about $3,484,000 in 
the fund. 


Katz Agency Unit Moves 
The Missouri office of Katz 
Agency, advertising representa- 


| tive, New York, moves from Kan- | 


Noxzema 


(Pn 77 Cm 


Bemper a on 


BEAUTIFIED—Noxzema Chemical Co. will introduce its new package 

with a $150,000 “Be Beautiful” contest. A tv, Sunday supplement, 

and magazine promotion of the contest will feature Perry Como. 
Sullivan, Stauffer, Colwell & Bayles is the agency. 


sas City to St. Louis at 195 Olive Chicago, will manage the St. Louis | 
St., on April 15. Alan Axtell, cur- unit. Moving from the Kansas City | 


| rently in the company’s office in office are Tom Flanagan and Jerry THE SANDER WOOD ENGRAVING CO. INC. / S42 5. DEARBORN ST. / CHICAGO S 
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Ruble, with Mr. Flanagan heading 
the newspaper department of the 
new office and Mr. Ruble assisting 
him. 


BOAC Denies Agency Shift 

British Overseas Airways Corp. 
headquarters in London denies 
that it is contemplating a change 
in its advertising agency there. 
ADVERTISING AGE reported rumors 
to that effect (AA, Feb. 4). “Any 
such rumors are entirely unfound- 
ed,” BOAC states. Foote, Cone & 
Belding currently handles BOAC 
advertising in Britain. Foote, Cone 
handled BOAC advertising in the 
| U.S. until last spring, when it took 
on Trans-World Airlines. The ac- 
count is now serviced here by Vic- 
tor Bennett Co. 


gs source for outstanding 
WOODCUT i/lustration. 
Specimen prints and 
complete information 

‘ upon request. 


in Canada ok 


those of Washington, D.C. a 


and Cincinnati 


<She 


Rane ae * 


= combined! 


In 1955, department stores ran over 28 MILLION lines of advertising 

in the 8 Southam Newspapers. In the same year, retail sales in the 
communities served by the 8 Southam Newspapers totalled over 2 BILLION, 
248 MILLION dollars! That’s a saies figure greater than that recorded 
during the same period in Washington, D.C. and Cincinnati, Ohio combined! 


To get your full share of sales in this vastly lucrative market in Canada— 


you must use a// 8 Southam papers. 


Every day, more than 1,550,000 people in the Southam market read, 
believe and act on the advertising found in the 8 Southam Newspapers. 


YOU GET ACTION WHEN YOU ADVERTISE IN 


F-4916A 


THE SOUTHAM NEWSPAPERS 


OTTAWA + HAMILTON + NORTH BAY + WINNIPEG 
Citizen Spectator Nugget Tribune 

CALGARY + MEDICINE HAT » EDMONTON - VANCOuveER | “ew York. 
Herald News Journal Province 


UNITED STATES REPRESENTATIVE 
Cresmer & Woodward Inc. (Can. Div.) 


Detroit, Chicago, 


San Francisco, Los Angeles, Atlanta 
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Where Are Creative People 
and Who ‘Demands’ Them? | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welceme 


does he create? How can-manage- 


ment recognize, nurture and devel- 


lop creativity?” 


To the Editor: Recently I hap- | 
pened to see a copy of the fall, 
1956, issue of the “Bulletin” of the | 


So, along with the statement that 
people are pleading for “NEW cre- 


ative workers” and “MORE crea- 


Art Directors Club of Chicago. This | tive thinking,” there is the sugges- 


carries an announcement of a series 


of lectures on the subject of cre-| creative person if they saw one | 


tion that they wouldn’t recognize a 


ativity, sponsored by the club and | anyway! I’m sure that a lot of truly 


the University of Chicago. 
According to the “Bulletin,” 


|creative people would agree! 


But if this series of lectures does 


“The demands on your creative | succeed in educating some people 


talent today are intense—constant|to the 


—and exhausting. And the de- 
mands from agency management, 
clients and studios for new creative 
workers—more creative thinking— 


point where they will be 
able to recognize a truly creative 
person when they see one, it will 
have accomplished something. 
From the standpoint of a truly 


jative people in the advertising 
field now, are simply people who 
copy or adapt or “swipe” the ideas 
| and techniques of others and apply 
them to their own work. They nev- 
er really originate anything. As a 
}result you have mobile displays, 
|after Alexander Calder, and lay- 
outs a la Piet Mondrian, etc. 

I’m not saying that all these 
people are incapable of a really 
original idea or technique. But it 
does seem to be the fate of the 
artist-in-advertising that he must 
| be something of a “camp-follower,” 
| forever doomed to follow and ape 
| the mannerisms of his betters in 
the fine arts field. Maybe that’s 


are becoming almost desperate | creative artist, one of the troubles| why some of the more talented get 
pleas.” So when the Art Directors} with the advertising business is | out of the advertising field. A few 


Club mapped out a series of lec- 
tures they asked _ themselves, 
“What is a creative person? How 


that real creativeness or originality 
is really not wanted or appreciated. 
A great many of the so-called cre- 


lof the leading artists in the fine 
‘arts field in this country today 
| started in advertising. 


. . » and fhere’s PLENTY of WATER in TULSA! 


Pictured here are the two huge 
lakes that keep Tulsa supplied 
Upper and Lower 


with water. 
Spavinaw. There 
water stored 


of Tulsa. With 


water, Tulsa’s Magic Empire 
is one of the fastest-growing 


in these 
right now to take care of a 
city more than twice the size 


is enough 
lakes dents are 
west. 
plenty of 
Tribune 


*9/30/56 ABC Publisher's Statement 


REPRESENTED NATIONALLY 


areas in the southwest. 

With an effective buying in- 
come of $528 million, metro- 
politan Tulsa’s 321,241 resi- 


one of the highest 


group of buyers in the South- 
Your advertising in the 
Tulsa World and the Tulsa 
reaches 
families in the area every day. 


169,185* 


: * Tribune 


BY 


@ THE BRANHAM CO. | 


OFFICES IN THE PRINCIPAL CITIES IN THE U.S.A. 


For years I have been reading 
about the great “demand” that is 
supposed to exist for competent 
and creative artists and designers. 
But just who are these studios and 
advertisers who are pleading des- 
perately for talent? Certainly a 
perusal of advertising journals and 
Help Wanted columns reveals no 
great demand. 

Personally, I feel that too many 
people in the advertising business 
talk too much like their advertise- 
ments. They’re full of glittering 
generalities, pious platitudes, ex- 
travagant evasions but no facts. 

Ernst Garnor, 
Cincinnati. 
eo . e 
Wilten Agency, Too, Should 
Have Had DeLiso Credit 

To the Editor: We noticed with 
great surprise the item in your 
March 4 issue regarding the 
double-spread De Liso Deb Leather 
Industries ad in Vogue which you 
gave full credit to Peck Advertis- 
ing Agency. We represent and 
have for ten years the Samuels 
Shoe Co., De Liso Debs. This sec- 
tion was placed in conjunction 
with Peck Advertising. We placed 
the advertising for Valley Shoe 
Co., De Liso Deb and Accent Shoe | 
Co., the three companies partic- 
ipating in the lower half of this 
space. In fact, our three clients 


paid for a greater part of this 
space than did the leather indus- 
tries. 

It was necessary for us to be of | 
assistance in the complete produc- 
tion of the lower part of this ad, 
as the Peck agency, not having had 
enough experience with the shoe 
people, did not know how to have 
shoes drawn or produced properly. 

We would appreciate your giv- 
ing us credit for our part in this | 
section. . . 

Max A. Wilten, 

Marjorie Wilten Advertising, 

Clayton, Mo. 


A Sharp Eye Catches 
Some Small Type 

To the Editor: Your Feb. 18 fea-| 
ture “Advertising We Can Get 
Along Without” showed two sew- 
ing machine ads “so similar that} 
there can be no question about} 
both having originated in the same | 
place.” | 

One of the few elements in one 
ad and not the other was a prime 
example of deceptive advertising. 
Big display line near the top: 
*MONEY BACK GUARANTEE! | 
Tiny explanatory line at the bot- | 
tom: *If returned during sale. 

And what does “during sale” 
mean? Positively seven hours 
only, Saturday, Nov. 10. 

Pretty disgusting. 

Don Faweett, 
Los Angeles. 
* * 7 


Explains Use of OJD, 
French Advertising’s ‘ABC’ 

To the Editor: ADVERTISING AGE 
of Jan. 21 published an article 
about advertising problems in 
France, and there are a couple of 
elements that I would like to spell 
out a little further. 

It was mentioned that French 
space buyers must rely in most 
cases on claimed circulation fig- 
ures. This has not been the case 
since the establishment of the 
French ABC, known as OJD (Of- 
fice de Justification de la Diffu- 
sion des supports de Publicite). 
The OJD provides outstanding 
service for advertisers and agen- 
cies in the same way ABC does in 
the U. S. and Canada. For in- 
stance, our circulation is audited 
each year, and all such reports 
are published periodically in de- 
tail by the OJD. Advertisers are 
accustomed to rely on OJD for 
accurate cost per thousand circu- 
lation figures. 

On the other hand, it is quite 
true as you say, that little infor- 
mation is available on the reader- 


| 


ship and audience of most French 
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periodicals, as French law pro- 
hibits the publication of survey 
facts about one’s competition. 

The surveys sponsored by Se- 
lection du Reader’s Digest have 
been one of the few exceptions to 
the general rule that only vague 
estimates have so far been avail- 
able from surveys. 

Our audience and cumulative 
audience figures for France are 
available from surveys made with 
first class probability sampling 
methods, and conducted by such 
firms as SSS (Service de Sondage 
et Statistique), in cooperation 
with the big U. S. research house, 
International Research Associates 
of New York. 

The quality of these surveys, 
we believe, has been up to United 
States standards. They are re- 
quested and used widely by 
French advertisers and agencies. 

Jacques Aubertin, 

Director of Advertising, Se- 

lection du Reader’s Digest, 

Paris. 

. + 7 


Prints Letter on Aluminum 

To the Editor: Thought you'd 
be interested in seeing a rather 
unique first mailing for one of our 
clients. 

We were faced with the task of 
getting across to potential buyers 
of signs the advantages of the 
Consolite sign. Words seemed in- 


pgeatiee 
eee ated 


( povsout 


sufficient—photographs likewise. 
Finally at a brainstorming session 
we came up with the answer: 
THE FIRST LETTER EVER 
PRINTED ON ALUMINUM! 

What do you think? Does it do 
the job? Will we get our points 
across? We think so. In any event, 
we should have a first and a new 
use for aluminum. 

James J. Curtin, 
Curtin & Pease Inc., Toledo. 


Says Best One-Time Ad 
Can’t Make a Sale 

To the Editor: Just looking at 
“Just Looking” in the Feb. 18 is- 
sue, and I wonder if your “one of 
the greatest copywriters” isn’t the 
kind of a guy who says to the in- 
ventor to whom he has just been 
introduced: “Invent me some- 
thing.” 

Short of radical price appeal, I 
don’t feel that even the best ad, 
on one insertion, can or should be 
expected to make a sale. My boss 
always says that the best ad is one 
with a _ built-in mechanism in 
which a hook shoots out, collars 
the customer, drags him into the 
store and whips out his wallet. 

The attempt is to get the fellow 
who suddenly decides he wants 
“something” to think of your 
“something” and not somebody 
else’s. Also it is an effort to create 
a desire for goods and this is not 
an instantaneous decision, but a 
considered one. 

All of this is, of course, old hat 
to the battle-scarred adman. How- 
ever, a final word concerning the 
1908 Van Camp ad on Page 71 of 
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above issue. My impression of this|as perfection in typing, I think | “brave” nor “stupid,” in my opin-| business men and graduates of | 
ad was that I probably had to have | even he would agree that you have |ion, but a “calculated risk” which this institution. 


an industrial oven to cook the 
beans, and that they cost “six to 
eight times” as much as the oth- 
ers and that they are “mushy and 
broken” and “ferment and form 
gas.” 
beans on a one-time insertion. 
A. MacLeod, 
Sales Promotion Department, 
Technical Appliance Corp., 
Sherburne, N. Y. 


‘A Little Knowledge. . .’ 

To the Editor: A little education 
is sometimes a dangerous thing. 

For instance, take the poor copy- 
writer who took too literally the 
sage advice of your “consultant 
in creative advertising,” Clyde 
Bedell, who writes on Page 13 of 


his excellent text, “How to Write | 


Advertising That Sells” the follow- 
ing advice: “. . .the principles of 
persuasion are used. And they are 
perpetual in their application. 
Christ dignified them in The Ser- 
mon on the Mount (Matthew 5-7), 
which should be read by all ad 
people at least once a month.” 
Now note the enclosed Stude- 
baker-Packard effort which ran in 


nether dle they shan! 


{sil 


Studebaker-Packare 


Whe pad iy Misinnnmahge snamas frst? 


several consumer magazines re- 
cently. 

“They toil not. . neither do they 
spin!” 

Presenting this advertisement to 
some 200 students—with as little 
bias in my comments as possible— 
I asked the source of the headline. 
Only five of the 200 were aware 
that it came from the Bible; one 
of these thought it from the Ser- 
mon on the Mount. 

Five of 200! College students, 
mostly upperclassmen—as smart 
as any in the nation, could not 
identify this headline. 

Is this an indictment of the copy- 
writer? of MSU students? of the 
nation’s reading habits? of the cur- 
sory reading the Bible actually 
gets? or is it the poor research 
methods used which have pro- 
duced another statistical study of 
no value? 

Maybe Mr. Bedell knows. 

Kenward L. Atkin, 

Instructor of Advertising, 

School of Journalism, Mich- 

igan State University, East 
Lansing. 


Live Audience to Stay, 
Weiss’ Secretary Says 

To the Editor: I came across the 
attached letter in the March 4 issue 
of ADVERTISING AGE, which ap- 
peared in the Voice of the Adver- 
tiser section. I couldn’t resist the 
temptation, as Mr. Weiss’ secre- 


tary, to write a few words of re-| 


assurance to Pat Quiery. Here’s 
what I have to say: 

Miss Quiery, this is to let you 
know that E. B. Weiss does have a 
secretary (me), who walks and 
talks and takes all his dictation. 
And what he doesn’t dictate, he 
types himself. He fully appreciates 
—he says, and I hope—the value 
of a live audience. And as a mat- 
ter of fact, until a machine is in- 
vented that has “intuition” as well 


Hardly calculated to sell 


|a point. |we were all aware of. His feat of 

I certainly agree. But I want to| keeping alive, for three years, a 
reassure you that E. B. Weiss is| business that had been bled white 
|human, too. by previous management, was no 
Phyllis Brownstein, pushover—so give the guy some 
Secretary to E. B. Weiss, Doyle credit. It’s due. 


| Dane Bernbach Inc., New R. G. Saltsman, 
| York. Birmingham, Mich. 
e e e No derision of Mr. Smith’s effort 


was intended or implied, nor 
would careful reading of Advertis- 
ing Age’s coverage of Crowell- 


Asks Credit for Smith 

| To the Editor: I read your story 

on Paul Smith’s departure from , 

Crowell-Collier (Feb. 18), and 'd| Collier (AA, Dec. St, et sea.) 

|\like to go on record, as a former | eave any sucn tmp : 

employe of his, to the effect that | ° vs me 

Paul Smith did everything that U. of M. Reprints AA's 

was humanly possible to make a ‘2nd Class Mail’ Story 

go of the magazine division. To the Editor: On Pages 7 and 
The fact that he did not succeed | 8 of the January issue of “Scan” 

| does not in my estimation detract | there appears an amusing item 

|from the tremendous effort he | condensed from ADVERTISING AGE 

made against what proved to be/|of Dec. 24; it is called “2nd Class | 

overwhelming odds and most cer-| Mail Takes 4 to 25 Days.” We) 

tainly does not call for the snotty | would like permission to reprint 

approach your writer chose to em-|this in our magazine, “Business 

ploy. | Topics,” which has a mailing list | 
Paul Smith’s effort was neither of some 5,000, mostly Michigan | 


Anne C. Garrison, 
Associate Editor, “Business 
Topics,” Michigan State Uni- 
versity, East Lansing, Mich. 
+ e . 
Praises Editorial’s ‘Reality’ | 
To the Editor: The editorial, | 
“The Laws and Their Breaking,” 
in your Feb. 18 issue, makes me 
feel that someone on your staff 
has a firm grasp on reality. Too 
seldom is the moral aspect of any 
problem analyzed. The sense of 
values evident in this piece of 
comment in AA, if applied to the 
general practice of advertising in 
America, would raise the whole 
level of the profession. And per- 
haps the level of taste and morality 

of our citizens. Bravo! 
W. J. MeNally, 
Charlotte, N. C. 
. . °° 
Feb. 25 Issue Second Largest 


To the Editor: If you have ever 
published a bigger issue than your 


| 


93 


issue of Feb. 25, I have never seen 
it. 


Congratulations on the size of 


the issue and your continued good 
| presentation of interesting news. 


Ralph Daigh, 
Vice-President, Editorial Di- 
rector, Fawcett Publications 


Inc., New York. 

Last year’s agency billings issue 
(Feb. 27, 1956) was AA’s largest— 
196 pages; this year’s, 194 pages. 


Marie does it | 


FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick service and fast delivery 

ALL WAbash 2-8655. 
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431 S. Dearborn Street, _ 5, nL 


THE PETERSEN READER... two of a series 
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48.3% of all Petersen Automotive 
Group readers own two or more cars 
(against a national average of only 
17.9%!) Many own three, four, 

even five cars! So in P.A.G. you 


not only reach more qualified pros- 
pects per advertising dollar... 7 
you reach more cars per prospect! cool 


From Bennett-Chaiken Survey, 1956. 


Petersen Automotive Readers... 


own more cars! 


THE PETERSEN AUTOMOTIVE GROUP—1,112,278 ABC Circulation® 
World’s Largest Automotive Consumer Readership (*Last siz months, 1956) 


PETERSEN PUBLISHING Company - 5959 Hollywood Bivd., Los Angeles 28, Calif. - HOllywood 2-3261 
DETROIT OFFice: 1514 Book Bidg., Detroit 26. WOodward 3-8660 
NEW YorK oFFice: 550 Fifth Avenue, New York 36 - Circle 6-1365 
miowest orrice: 360 N. Michigan Ave., Chicago 1 - ANdover 3-6929 
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50,000 WATTS - BOSTON 
delivers buyers 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The tenth annual Market Data section of Apvertistinc AGE will 
appear in the April 29 issue. The idea is to bring together, in one 
place, all possible market data issued by advertising media, trade 
associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, more than 1,500 separate pieces of market data were 
listed in the section, and readers of ApverTISING AGE sent in re- 
quests for over 68,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion in 
this master list. There is no charge for such listings, but the ma- 
terial must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1956, 
will be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before April 2, 1957. 

Market data material scheduled for publication before Sept. 1, 
1957, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
Ace before April 2. The description must include probable date 


of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, ApverTisinG Ace, 200 E. Illinois St., 
Chicago 11, with any necessary explanatory notes. 


New York, March 12—About 
14% of the nation’s smokers have 
changed their smoking habits be- 
cause of the so-called cancer scare 
linking the disease to cigaret 
smoking. 

This finding, released last week 
by the Psychological Corp., was 


based on a survey of 2,500 persons 
| throughout the country. The sur- 
|vey was not made for a client, 
| ADVERTISING AGE was told, but to 
| determine public interest in a so- 
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used this unique (~ piastic 


counter display 
to introduce new [ge 
liquid Clusivol x 
and a free 
plastic dispenser 


Alpha designed and 
produced this outstanding tte 
floating-silhouette unit 
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MOTION DISPLAYS © COUNTER-DISPENSERS © SELF-SHIPPERS 
WINDOW DISPLAYS © IN-STORE DISPLAYS 
ALPHA CORPORATION + 15 E. S8th St., New York 22, N.Y. + EL 5-2878 
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Portfolio of 
Successful 

Displays 


First in Display 
Advertising 
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Cigaret-Cancer Link Leads Smokers to 
Alter Habits, Psychological Barometer Says), 


cial issue, in connection with the 
research organization’s Psycholog- 
ical Barometer, which it refers to 
general public the 
country. 

The study found that 39% of the 
public believes that smoking leads 
to cancer. Of these 61% are non- 
smokers; their views, presumably, 
have little effect on tobacco indus- 
try salés. Nearly two-thirds of the 
smokers deny any link between 
cigaret smoking and cancer. 

Only 21% of the smokers who 
changed their smoking habits 
stopped smoking. The majority— 
nearly 57%—either changed to fil- 
ter cigarets or simply cut down on 
their smoking. Two out of three in 
this group switched to filters. 


opinion in 


® The survey found that much of 
the public is confused regarding 
the value of filters in reducing the 
alleged danger of cancer from 
cigaret smoke. Of the total sam- 
ple, 36% said they thought filters 
were useless. This opinion was 
held by nearly half of the smokers. 

Of those who said they believe 
filters reduce the danger of can- 
cer, the largest number—36%— 
said that filters remove or reduce 
the nicotine. The next largest 
group of this persuasion—20%— 
said that filters remove “impuri- 
ties, irritating tar, harmful ingred- 
ients.” 

The Psychological Barometer, 
which was originated in 1932, is 
conducted six times a year and 
represents urban households in all 
sections of the U. S. - 


Beltone Plots Spring Push 
Beltone Hearing Aid Co., Chi- 
cago, plans to spend $350,000 of its 
annual budget of more than $1,- 
250,000 on a spring campaign. 
The campaign will be conducted 
through magazines, including Cor- 
onet, Life and Reader’s Digest, 
newspapers, trade publications, di- 
rect mail, radio, tv and matchbook 
covers. Network shows include 
“Today” on NBC-TV; Gabriel 
Heatter on MBS; Don McNeill’s 
Breakfast Club on ABC; “One 


| Panorama on the CBS-TV Pacific 
network. Olian & Bronner, Chicago, 
is the agency. 

| Sears Microfilms Catalogs 

| Consumer catalogs of Sears, Roe- 


| buck & Co., covering every year 


from 1892 through 1956, have been ' 


as the oldest continuing survey of |, 


Man’s Family” on NBC and Pacific | 
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reproduced on microfilm and do- 
nated to 52 public and university 
libraries throughout the country. 
The catalogs provide a valuable 
reference to styles, furnishings and 
fads of bygone years—and include 
such items as a snappy Sears run- 
about, available in 1910 for $395, 
and a glass eye for horses for $5. 
From 400,000 copies of the first 
catalog printed in 1892, publica- 
tion has jumped to more than 8,- 
000,000 copies this year, Sears says. 


Robinson to Warner-Chilcott 

Paul B. Robinson, formerly vp 
and account executive of Sudler & 
Hennessey, has joined Warner- 
Chilcott Laboratories, New York, 
as director of advertising and pro- 
motion. Mr. Robinson will super- 
vise advertising and promotion for 
all ethical products of Warner- 
Chilcott and its new Nepera Lab- 
oratories division. 


err" 


ATLANTA 
| DAIRY 
| SALES 

UP 20% 


J. D. Gay, General Manager 
MISS GEORGIA DAIRIES, INC, 
of Atlanta, 
praises The Cisco Kid: 


“Sales are currently 
running approximately 
20% above normal from 
the same number of 
wholesale accounts .. . 
Cisco opened doors for 
us to put our products in 
one of the largest chains 
in this area... . As long 
as The Cisco Kid is 
available as a tv show, 
Miss Georgia Dairies, 
Inc. will be proud to 
sponsor it.’ 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 
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Coming 
Conventions 


*Indicates first listing in this column. 


March 22-31. International Photographic 
Guard Armory, 


Exposition, National 
Washington, D.C. 


March 29-30. Midwest Advertising Agen- | © 


cy Network, Bismarck Hotel, Chicago. 


April 7-11. National Assn. of Radio and 
Television Broadcasters, annual conven- 


tion, Conrad Hilton Hotel, Chicago. 


April 10-12. Point-of-Purchase Advertis- 
ing Institute, 11th annual symposium and 


exhibit, Palmer House, Chicago. 


April 13-18. National Business Publica- 
tions, spring meeting, Americana Hotel, 


Bal Harbor, Fla. 


LIPSTICK SALESMANSHIP—Principal attention focuses on 
hands in this tv commercial about a woman who 
goes shopping for a lipstick that “has everything” 


aired on 


WGR, Transcontinent 
| TV Plan Merger 


| A plan to merge WGR Corp., 
|operator of WGR and WGR-TV, 
| Buffalo, into Transcontinent Tel- 
|evision Corp. will be presented to 
stockholders of both companies on 
March 25. Transcontinent operates 
WROC-TV, Rochester, N.Y., and is 
half-owner of Shenandoah Valley 
| Broadcasting, licensee for WSVA- 
|TV and WSVA, Harrisonburg, Va. 

Under the merger plan, stock- 
holders of WGR will receive 18 


and finds it in Max Factor’s Hi Fi lipstick. This | shares of Transcontinent stock for 
Doyle Dane Bernbach-produced commercial was each share of WGR. If stockholders 
“Noah’s Ark” (NBC). 


approve the action, Transcontinent 
| will apply to the Federal Commun- 


*April 22-25. American Newspaper Pub- ‘Chicago’ Licenses Assets 


lishers Assn., annual convention, Waldorf- 


Astoria, New York. 


Contemporary Publications, Chi- 


April 25-27. American Assn. of Adver-|cago, which ceased publication of 
tising Agencies, The Greenbrier, White Chicago with the October 1956 is- 


Sulphur Springs, W. Va. 


April 25-27. Advertising Federation of | 5U© has licensed all its publication 


America, Fifth District, Fort Wayne, Ind. 


assets—principally the rights to its 


April 25-27. Advertising Federation of|subscription and advertising lists 


America, Ninth District, Hotel Mayfair, 
Sioux City, Ia. 

May 2-3. International Advertising 
Assn., Hotel Roosevelt, New York. 

May 3-4. Eighth annual Advertising In- 
stitute sponsored by the Atlanta Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 

May 5-7. Magazine Publishers Assn., 
The Greenbrier, White Sulphur Springs, 
W. Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising con- 
ference, University of Michigan, Ann 
Arbor. 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

May 20-21. Chicago Tribune's 8th an- 
nual Forum on Distribution and Adver- 
tising, audience studio, Station WGN, 
Tribune Square. 

May 26-29. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va 

June 5-7. National Sales Executives, 
22nd annual international distribution 
congress, Biltmore Hotel, Los Angeles. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach. 

June 9-12. National Industrial Adver- 
tisers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11, Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit. 

*June 19-22. Trans-America Advertising 
Agency Network, annual convention, San 
Diego, Cal. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Ho- 
tel, Washington, D.C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D.C. 

Oct. 14-15. Agricultural Publishers Assn 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

*Oct. 28-31. National Industrial Packag- 
ing & Handling Exposition, Convention 
Hall, Atlantic City. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 


Concord Watch to St. Georges 
Concord Watch Co., New York, 
manufacturer and distributor of 
Swiss watches, has named St. 
Georges & Keyes, New York, to 
handle its advertising. The account 
was previously handled by Edwin 
Bird Wilson Inc., New York. The 
company is planning an extended 
fall campaign in consumer mag- 
azines, preceded by a trade pub- 
lication drive beginning in June. 


‘Plumbing’ Changes Format 


Beginning with the April issue, 
the Journal of Plumbing, Heating 
& Air Conditioning, Heating & 
Conditioning Contractor and 
Plumbing, Heating, Air Condition- 
ing Wholesalers, Tarrytown, N.Y., 
will change from “king size” to a 
standard-size format. 


—in return for an option on con- 
vertible preferred stock of Dibo 
Inc., a new corporation. Contem- 


|porary hopes thus to reduce its 


liability to subscribers for unful- 
filled subscriptions. The Dibo 
group plans to put out a magazine 
before July. 


Wolverine Tube Names Robb 
Sam E. Robb, formerly sales rep- 

resentative in the New York City 

area, has been appointed advertis- 


|ications Commission for approval. 
ing supervisor in the advertising | 


department of Wolverine Tube di- 
vision of Calumet & Hecla, Detroit. | 


Cheston Joins Bernstein 

Herbert H. Cheston Jr., formerly 
retail advertising manager of | 
Chester H. Roth Co., has joined | 
Ted Bernstein Associates, New | 
York, as director of merchandising. 


wORS 


GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Redico-Active" MBS 


SMALL WORLD, ISN’T IT? 


This lady of French Equatorial Africa is apt 
to say so as she views one of her large-lipped 
sisters in The National Geographic. But 
jeep-driving Walter A. Weber, staff artist and 
naturalist of The National Geographic, knows 
better. Creator of so many authentic wildlife 
paintings that enliven this famous magazine, 
his myriad assignments around the world have 
shown him it is a very big place, indeed. 


Realization of this is one of the things that 
bring such vitality to the editorial pages of 
The Geographic. Experienced travelers like 
Weber are constantly coursing every line of 


latitude and longitude in 


quest of the special stories 
that have such appeal 


Contrary to popular impression, 
these disk-lipped beauties are not 
Ubangis. The French are trying 
to discourage extreme examples 
such as you see here, but female 
vanity is hard to change, whether 
it’s Lake Tchad or Peoria, Iil. 
Nestling in Mr. Weber's lap is 
a small red ground monkey who 
couldn't care less. 


for National Geo- 
graphic readers. 


The fundamental reward comes in the atten- 
tive response of over 2,000,000 families who 
follow each issue of The National Geographic. 
They, too, are a special group — endowed with 
special appreciation of far horizons, unusual 
places, interesting people. It is the same rea- 
son their median income stands 75% above the 
national figure, and their active buying habits 
are truly magnificent. 


Addressing them through the advertising 
pages of The National Geographic has its re- 
wards, too. We'll gladly map out a profitable 
expedition for you. 


G NATIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D.C. 
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THE 


LANDING 


STR\ 


as seen by 
JOHN BURGOYNE 


Wee see where all the new cars | 
for 1957 have got their backs up like | 
they were mad at somebody. Even | 
on a level street they look like 
they’re going down hill. 


t 


And, of course, the cars are getting 
bigger all the time so the roads will 
be more crowded and people will 
have to build new garages to help 
out the construction industry. But 
the thing the designers seem to con- 
centrate on most is higher and high- 
er horsepower. Those new cars’ll do 
almost anything now, even kill 700 
people over a holiday weekend. 
That’s a pretty considerate accom- 
plishment when you consider that 
none of the drivers are organized or 
anything and some of ‘em weren't 
even trying. 


xk 


A chewing gum company was hav- 
ing trouble with its bubble gum 
sales and the advertising manager 
thought that putting pictures in the 
packages might start the jaws wag- 
gin’. So they tried it and put the 
illustrated gum side by side with the 
plain, chew-with-no-view kind. Now 
what? “Call Burgoyne and find out 
how we're doing,” said the boss. 
They did and Burgoyne sailed into 
Syracuse, Tacoma and Wichita to 
see what went on in the bubble gum 
set. Sales figures in those cities 
showed that the new idea was a 
slammer and now the kids get a 
picture with every chew. 


:.F @ 


Feller that makes sun tan oil sit- 
ting on the beach in Florida last 
winter with another feller that 
makes sun glasses. They thought 
maybe they ought to offer their 
products together as a special. They 
went back home and packaged the 
two items together and put them on 
sale for the summer trade. Then 
they wanted to check on the sales of 
the package compared with the in- 
dividual items and they called Bur- 
goyne. He walked into Columbus, 
Peoria and Louisville with his eyes 
wide open and found that the new 
combination was a dinger. Now 
these two boys have merged their 


companies and they're going to town. | : 


x* * 


1 
You say you got a problem? Well, 


Burgoyne is your man. He finds out 
things quicker than you can take an 
aspirin. Send up your smoke signal; | 
we'll read you and come a runnin’. 


oe 2. a 


‘Pu a Ove 4 me 


FIRST WATIOWAL BANK BLDG., CINCINNATI 2, OHIO 


How good 
is your 
GOLF GAME? 


U. 8. QUEEN ROYAL 


Phere oe gett oat ater 


Rubber 


terterier Conta, ee oe 0, 


FAMILY OF ROYALS—U.S. Rubber Co. 


ohoret wo imdy's 
oped 


1 
: 


| 
i 


fit 


r 
HL 


rcnenner Canter, en rem mS 


has stepped up advertising of its 


golf balls this year. Shown here are three of a new series of two- 
color, column ads scheduled for Newsweek, Sports Illustrated and 
Time. Fletcher D. Richards Inc. is the agency. 


N.Y. Lawmakers Act 
to Prohibit Sales of 


Obscene Literature 


ALBANY, March 12—The state 
assembly last week approved 
unanimously two measures aimed 
at curbing the distribution and 
sale of obscene or pornographic 
literature. 

The bills would (1) outlaw tie- 
in sales which require news deal- 
ers to stock “objectionable” maga- 
zines in order to get legitimate 
ones, and (2) allow district attor- 
neys in the state to start injunction 
proceedings to stop the sale of 
magazines or books regarded as 
obscene. 


® A third proposal, now being 
considered by committees of the 
assembly and senate, “would make 


it illegal for a person to publish 
or distribute for resale any book, 
magazine or pamphlet featuring 
and primarily devoted to the de- 
scription or suggestion of illicit sex 
or sexual relations or perversion, 
or sexual passion, or the portrayal 
of the female figure with certain 
portions of the same nude.” 

This bill is intended to give more 
specific definition of what is ob- 
jectionable than laws now on the 
books. 

The assembly’s action followed 
submission of a report by the Joint 
Legislative Committee on Obscene 
Publications pointing to a “tremen- 
dous increase in sex crimes com- 
mitted by youths under 21.” The 
report declared that the “availabil- 
ity of pornography and the practice 
of advertising, exploiting and sen- 
sationalizing lurid and unnatural 
sex contributes to the increase in 
such crimes by juveniles.” ° 


Pulse Network TV 
Jan. 1-7, 1957 


TOP TWENTY SHOWS, ONCE-A-WEEK 
Program 


Perry Como (Severa! sponsors, NBC) 
$64,000 Question (Revion, CBS) 
GE Theater (General Electric, CBS) 


Boxing (Mennen, Pabst, ABC) 


wowoomoouase wn — 


Ed Sullivan (Lincoln-Mercury Dealers, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 


Alfred Hitchcock Presents (Bristol-Myers, CBS) 
You Bet Your Life (DeSoto, Toni, NBC) 


Disneyland (American Dairy, American Motors, Derby Foods, ABC) 
What's My Line (Helene Curtis, Remington Rand, CBS) 


Godfrey's Talent Scouts (Toni, Lipton, CBS) 


Playhouse 90 (Several sponsors, CBS) 
Climax (Chrysler, CBS) 


Burns & Allen (Carnation, Goodrich, CBS) 


Phil Silvers (J. B. Williams Co., 


Camel, CBS) acccecccceeee : 
Jackie Gleason (Bulova, Old Gold, CBS) 


$64,000 Challenge (Kent, Revion, CBS) 


Jane Wyman (Procter & Gamble, NBC) 2.000.000.0000. , 
Your Hit Parade (Lucky Strike, Richard Hudnut, NBC) 


Caesar's Hour (Several sponsors, NBC) ............ccccccceecene ‘ 


MULTI-WEEKLY, TOP TEN 
Mickey Mouse Club (Several sponsors, ABC) 
Queen for a Day (Several sponsors, NBC) 


NBC News (Several sponsors) 


Arthur Godfrey (Several sponsors, CBS) 
Art Linkletter’s House Party (Several sponsors, CBS) 


Captain Kangaroo (Several sponsors, 


CBS) 


Love of Life (American Home Products, CBS) 
Search for Tomorrow (Procter & Gamble, CBS) 


CBS News (Several sponsors) 
Garry Moore (Several sponsors, CBS) 
Modern Romances (Several sponsors, 
Strike It Rich (Colgate, CBS) 


NBC) .... 


Sunday Comics Get | 
Widest Reading by 


Families, Says ‘Puck’ 


New York, March 12—A study 
by Puck—The Comic Weekly 
called “Basic Patterns of Sunday 
Newspaper Readership” reaches 
three conclusions: 


e “Sunday comics—of all Sunday 
supplements—come closest to being 
read by the whole family.” 


e “Sunday comics reach the great- 
a proportion of housewives, adult 
males and teen-agers (10 to 17).” 


e “Only Sunday comics offer ad- 
vertisers two markets—adult and 
teen age.” 

Robert P. Davidson, general 
manager of Puck, said the study 
was developed by Publication Re- 
search Service, Chicago, in colla- 
boration with the Advertising Re- | 
search Foundation. 

“We believe that this is the first 


time that such a complete study 


Advertising Age, March 18, 1957 


of the readership of Sunday comics 
and supplements by age and sex 
has been made,” he said. 


® The study covered Sunday com- 
ics sections, locally edited maga- 
zine sections and nationally edited 
magazine sections of Sunday news- 
papers. These included the Balti- 
more Sun and Baltimore Ameri- 
can, San Francisco Chronicle and 
San Francisco Examiner and the 
St. Louis Globe-Democrat and St. 
Louis Post-Dispatch. 

In each city, 200 men, 200 wom- 
en, 100 boys and 100 girls were 
jinterviewed for each Sunday pa- 
per. e 


Darwin Joins Lockheed 

G. Thatcher Darwin has joined 
the sales promotion department of 
Lockheed Aircraft Corp., Los An- 
geles. Formerly a senior account 
executive in the Los Angeles office 
of Compton Advertising, he suc- 
ceeds William H. Wood, who has 
been named Lockheed advertising 
administrator. 


“Nice, but I prefer ‘Sapphires’.” 


Pre-fixed preference 


is any brand’s best 


safeguard at point of purchase. Experi- 
enced advertisers have proved that finest 
quality reproduction is a major factor in 
raising the selling potential of a campaign 
—quality that preserves every detail of 
life and brilliance through many steps to 


ultimate reader... 


Scores of them will 


tell you this is one reason they insist on 
ROGERS crafted photo-engravings. 


ROGERS 


engravi 


ng company 


2001 calumet avenue + chicago 16 


MASTER 


CRAFTSMEN OF PHOTO-ENGRAVING 
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Considering Services, | 
P.O.'s Not in Red, 
Says Advisory Unit 


(Continued from Page 1) 
specific proposals for rate changes. 

The senator said he will spend 
at least three weeks studying rate 
policy and that after that, the next 
topic on his agenda will be postal 
pay legislation. 

Postmaster General Arthur 
Summerfield is to be before the 
House committee Tuesday and 
Wednesday, outlining his plan for 
4¢ letters, 3¢ postcards, 7¢ airmail, 
2%¢ bulk third class and a 60% 
hike in rates on periodicals. He’s 
to appear before the Senate com- 
mittee Thursday, but he will be 
asked to discuss rate policy rather 
than rate proposals. 


® As a background for his study 
of the oft-discussed “postal rate 
policy” Sen. Johnston today sent 
all members of Congress a report 
by a special seven-man “citizens’ 
advisory council” which contends 
that there is no “true deficit” when 
public welfare costs and hidden 
policy expenses of the Post Office 
Department are fully considered. 
Included in the report are a list 
of “public welfare costs” adding 
up to $392,400,000 in 1955. While 
these items alone exceed the de- 
partment’s $362,700,000 deficit for 
the year, the citizens’ group said 
there are additional “hidden costs” 
in the Post Office budget which 
might also be considered, such as 
$100,000,000 in overpayment be- 
cause of excessive rates to rail- 
roads and $85,000,000 which could 
be saved if the Post Office were 
permitted to use the most eco- 
nomical forms of transportation. 


® The chief recommendation of 
the council, which was appointed 
by Sen. Johnston last year, is that 
Congress hold off on rate adjust- 
ments until “ground rules” are 
drafted to guide the rate making 
process. 

In assigning “values” to various 
public welfare items the council 
admitted there can be differences 
over the exact amount that should 
be claimed in each instance, but 
explained it is merely tryifg to 
show it is possible to build up a 
total “of reasonable public service 
costs” which exceed the so-called 
deficit. 


® Its list included these items: 
Non-postal services (sale of bonds, 
alien address reporting, migratory 
bird stamps, etc.) $312,400,000; 
free service for newspapers (in 
county), blind, and free registered 
mail for government agencies, 
$15,900,000; loss on publication of 
non-profit institutions, books and 
library books, $60,500,000; loss on 
postcards $35,800,000; loss on spe- 
cial services (registry, C.O.D. 
mail, special delivery, etc.) $48,- 
000,000; loss because of diversion 


of large parcel post items to Rail- 


How Post Office Has Hiked Rate Plans 


1956 Bill* New Bill 
Present Additional Additional 
Rate Rate Revenue Rate Revenve 
Ist CLASS (Millions) (Millions) 
Letters (per OUNCE) 0.0... 3.0¢ 4.0¢ $295.7 40¢ $3147 
ROS Pe 2.0 — — 3.0 32.6 
NN WEIN Gist lccsicteenee 2.0 --= — 3.0 1.2 
AIR MAIL: 
PAIL. cdiecactnnmntgnsnssiontiesiemaseny 6.0 7.0 16.4 70 7.1 
ee ee 4.0 — — 5.0 0.2 
+2nd CLASS — — 45.3 _ 33.0 
ee ee ee _— — — — 128.02 
Piece: 
(a) Circulars, etc. 
ere eo 686 3.0 36.6||| 3.0 — 
eS eee | 15 — 1.5 — 
(b) Books, Catalogs 
ee ee Deets 2.0 3.0 — 3.0 —- 
Additional 2 O28. ...............0. 1.5 — — _ — 
REEIRAIED (GUM wisincssetiticcnnsinn — 1.0 —- 1.0 — 
Bulk: 
(A) Circulars, ete. 
a 16.0 1 16.0 — 
Piece minimum ................0600+ 1.5 2.0 32.6 2.0—2.5t —- 
(B) Books and Catalogs 
Le ee ae 10.0 12.0 2.3 12.0 — 
es bias RE 15 2.0 1.7 2.0—2.5t — 
gees Ss. 3.0 5.0 a 5.0 —- 
Annual Bulk Mailing Fee .............. $10.00 $20.00 1.9 $20.00 aa 
4th CLASS 
Book: 
a VE See 10.0 16 10.0 —I 
Additional Ibs. .................0000+- 4.0 4.0 —56i 5.0 — 
Controlled Circulation Periodicals: 
Not over 2 078. 200.0... 10.0 10.0 —0.3 12.0 — 
Gute 0 OU cies oe 11.0 10.6 a 12.0 0.7 
Cate. np iencintstnterticmnnal 430.1 527.5 


+See separate table on this page for details on 2nd closs. 


12¢ effective July 1, 1957; 2% effective 
|||Total for all 3rd class piece mail. 
#Total for all 3rd class mail. 


July 1, 1959. 


SRevenve gain offset by inclusion of additional matter currently handled at higher 


rates. 
*As passed by the House. 


way Express under Public Law 
199 $73,000,000; loss on RFD, $95,- 
000,000, and loss on operation of 
uneconomic third and fourth class 
post offices $51,800,000. 


® The report says most of these 
services are retained because Con- 
gress and the department recog- 
nize they perform worth while ser- 
vice for the public. 

Turning to hidden costs, it says 
Congress has its own reasons for 
insisting that mail move by rail 
wherever possible, but this does 
not dispose of the fact that $85,- 
000,000 might be saved if trucks 
were used more generally. 

As other examples of hidden 
costs it mentions reports that ICC 
permits railroads to charge the 
Post Office higher rates than oth- 
er shippers. 


® No expenditure of Treasury 
funds benefits so many and con- 
tributes so much to the national 
welfare as the appropriations for 
the Post Office, the report says. As 
it is, the Post Office recovers 88% 
of the money the government 
spends on it, far more than any 


other government agency. 

“Congress is now faced with 
another demand from the execu- 
tive branch for huge increases in 
postage rates. 

“The facts are that once again 
the executive branch is advocating 
a pay-as-you-go financial policy 
for the Post Office, an old notion 
rebuffed time and again by a wise 
Congress. This proposal is based 
on the theory that the postal ser- 
vice is a business.” 


® Postmaster General Summer- 
field has been proposing his own 
version of a postal rate “policy 
statement” picked up from the 
rate bill passed by the House last 
year. 

In advance of the hearings the 
department distributed a printed 
fact sheet summarizing its case 
for rate increases. The fact sheet 
notes that the department expects 
to lose $650,000,000 next year and 
that it is a large drain on the gen- 
eral treasury. It says costs have 
more than doubled since 1932, but 
that rates are unchanged for first 
class letters; only 3% greater for 


second class; 38% for third class. 


Second Class Postal Rates—1956 vs. 


1956 Bill* 
Additional 
Now Rates by Revenue 
PUBLISHERS OUTSIDE COUNTY: Yeors (Millions) 
(Pound Rate) Ist 2nd 3rd 4th Sth 
(a) Editorial Portion .............. 1.95¢ 2.1¢ 2.2¢ 2.3¢ 2.4¢ 2.5¢ $ 5.5 
(b) Advertising Portion .............. a — — — — -- 38.0 
Ist and 2nd Zones .............. 193 24 29 34 38 43 


78 97 WS 13.4 15.2 17.0 
91 11.2 13.4 156 17.8 20.0 


(c) Minimum per copy .............. “ag 4 1.0 
TRANSIENT: 
Ff 2.0 2.0 0.8 
Additional 2 ounces .............. 1.0 1.5 
Datei’ Aiseteccisetaneacienssteinicattiitennees 45.3 


1957 Proposal 


New Bill 
Additional 
Rates by Revenue 
Years (Millions) 


=. = a = Oe 
22 25 28 3.) 
30 34 38 42 
45 51 87 632 
60 68 75 83 
75 84 94 104 
9.0 10.1 113 125 
10.5 11.8 13.2 146 
“ag 1.0 
2.0 1.0 
1.5 
33.0 


*As passed by the House. Original Post Office plan provided for 30% hike in pound rate in two annual steps. 
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Will Wolfson Drop American Motors 
Auto Operations? Auto Men Speculate 


Rumors Say He Will 
Liquidate Auto Divisions, 
Sell Appliances to Ford 


Detroit, March 15—Whether 
entrance of Financier Louis E. 
Wolfson into the picture of ailing 
American Motors Corp. as _ its 
largest stockholder will lead to 
liquidation of the firm’s automo- 
tive division or a general over- 
hauling of operations is the big 
question in automobile circles 
here. 

Mr. Wolfson now owns 350,000 
shares of AMC stock, the last 110,- 
000 purchased since the company’s 
stockholders meeting Feb. 6, when 
he voted 240,000 shares. 

AMC President George Romney 
and Mr. Wolfson have been meet- 
ing secretly in recent months and 
each time Mr. Wolfson did the 
listening, something apparently 


| strange for the former Florida 


junk dealer who operated spec- 
tacularly in the financial world to 
build an estimated $235,000,000 
empire. 


s Mr. Wolfson reportedly planned 
to push for the liquidation of the 
company’s automotive divisions, 
which have been losing money 
faster than its appliance divisions 
could make it. 

The firm reported a $19,700,000 
loss in the year ended last Sept. 30. 
Its appliance division at the same 
time reported its most profitable 
year since 1954. 

AMC has lost money each year 
since it was formed in January, 
1954, by the merger of Nash-Kel- 
vinator Corp. with Hudson Motor 
Car Co. 

For the current year the auto- 
motive division’s picture is con- 
fusing. While the company re- 
ports its sales of Rambler and 
Metropolitan cars, its smaller line, 
are up 28.5% and 108.5% respec- 
tively, the production of these 
models is down. 


® Production of Ramblers is down 
to 13,672 for the first two months 
of 1957 compared with 21,382 the 
same period of 1956. No produc- 
tion figures were available on 
Metropolitans. 

The discrepancy, the company 
said, is caused by the fact that 
production this year is “more 
realistic.” 

Production and sales of Hudson 
and Nash are ’way down. Mr. 
Romney insists he will vigorously 
oppose any suggestion by Mr. 
Wolfson that AMC drop its mon- 
ey-losing automotive divisions. 

When it was disclosed that Mr. 
Wolfson had acquired the AMC 
stock the company’s shares took a 
sharp jump on the Stock Ex- 
change. 

This inspired Mr. Wolfson to 
say: “I intend to make money on 
my stock by helping make it a 
healthy corporation.” 


s Mr. Wolfson said that his fig- 
ures indicate AMC stock can well 
be worth $28 a share now if the 
company can be made to move 
properly. He suggested that the 
government’s system for tax-loss 
carryover would work well for 
AMC. 

He said this meant that because 
AMC lost $19,000,000 last year it 
would not have to pay taxes on 
any like amount it might make 
in the next five years. 

Mr. Wolfson said he had no de- 
signs on Mr. Romney’s job, whom 
he described as “a man who im- 
pressed me very much with his 
interest in the stockholders and 
employes.” 

Mr. Wolfson said he should not 


be called a raider ef companies. 

“I do know this,” he said, “that 
there are many sick companies in 
the U.S. that are being misman- 
aged, carelessly run even to the 
point of exploitation by some of 
the officers, and something has to 
be done about it. 

“Employes can get another job, 
but stockholders have no protec- 
tion. 

“I hope to make money on this 
deal. However, the protection of 
employes and other stockholders 
has become almost an obsession 
with me. 

“I have all the money I will 
ever need for my family and me, 
but these derelict companies pre- 
sent a constant challenge to my 
associates and myself.” 

It was not made clear when 
Mr. Wolfson first became inter- 
ested in AMC, but it is known he 
held about 20,000 shares of Hud- 
son Motor stock at the time of the 
merger. He apparently has been 
buying the stock rather rapidly 
in the last couple of years. 

Linking of Mr. Wolfson’s name 
with AMC started the rumor mill 
going full blast. 

One revived rumor was that he 
would drop the auto divisions and 
sell the appliance division to Ford 
Motor Co. ° 


TV Fights Will 
Go on, Says Norris 


New York, March 15—James D. 
Norris, head of the International 
Boxing Club, which matches the 
fights for network tv’s two weekly 
series, this week indicated that the 
televised bouts will continue de- 
spite the anti-trust decision against 
the IBC. 

Mr. Norris released a statement 
this week to clarify this point after 
he had been “deluged with in- 
quiries” as to the future of the 
Wednesday night (ABC) and the 
Friday night (NBC) fights. 

Mr. Norris said his counsel had 
“rendered the following opinion, 
under which we will continue to 
operate: 

“The anti-trust suit applies to 
championship or title bouts only 
and therefore will not affect the 
continuance of the telecasting of 
our regular Wednesday or Friday 
night non-title fights.” 


s The IBC official also revealed, 
however, that one championship 
bout—the Fullmer-Robinson clash 
May 1 at the Chicago Stadium— 
will be televised as scheduled “un- 
der existing contracts entered into 
several weeks ago.” 

Sports observers pointed out that 
the judges’ decision didn’t rule 
out title bouts prior to final deter- 
mination of the suit. The govern- 
ment and IBC have 30 days in 
which to submit proposed decrees. 
Hearings will then be held to de- 
termine a final court order. 

In his clarification statement, 
Mr. Norris said that Lester 
Malitz, vp of Leo Burnett Co., pro- 
ducer of the Wednesday night non- 
title bouts, had advised the IBC 
that word had been transmitted to 
ABC informing the network that 
the Wednesday night series will 
continue. Mr. Norris also noted 
that the Friday night non-title 
series was renewed for a couple of 
years by Gillette Co. two weeks 
ago. + 


Ehrlich, Neuwirth Adds 2 


Kay Nolte, formerly a copy- 
writer at Stearns department store, 
has joined the copy department of 
Ehrlich, Neuwirth & Sobo, New 
York. Martin Goldman, formerly 
at Lampert Advertising, has joined 


the art department. 
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THE ADVERTISING MARKET PLACE 


Rates: 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 
counts, size and frequency apply. 


HELP WANTED 


| 


$1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


HELP WANTED 


ASSISTANT EDITOR for growing 
tional trade magazine. Must write 
crisp copy; know magazine layout 
production. Interest in photography 
retailing helpful. 
ditions in small midwestern city 
resume to: 
Box 9379, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 7-1991 Chicago 
SALES PROMOTION MANAGER 
We're looking for a young man who is 
on the way up, to become Sales Pro- 


fast 
and 
and 
Excellent working con- 


| advertising agency or advertiser, 


motion Manager for AAA-1 nationally | 


known direct-to-consumer organization. 
Requirements: Age 25-35; college grad- 
uate; ability to write clearly and simply; 
creative imagination; experience with in- 
centive programs. Headquarters in pleas- 
ant, moderate-sized Eastern city. Salary 
approx. $8,000 to start, depending upon 
qualifications. Send resume, including 
record of earnings to: 
Box 9416, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
All replies will be held in strict confi- 
dence. 

ACCOUNT EXECUTIVE TRAINEE 
Age 25-30. Mid-west agency. Start as Jr. 
A.E. Learn new business techniques. Ad- 
equate starting salary, plus. Agency pro- 
duction or creative-printing sales expe- 
rience helpful. Replies confidential. Send 
resume (mention salary requirements) to 

Box 9417, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 
f 


or 
ATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 38-4424 
Bankers Bidg. Chicago 3 


KEY COPYMAN’S POST has been cre- 
ated by planned expansion program at 
hustling Mid-West agency. Calls for high 
productivity of high-quality copy for 
both space and collateral advertising. 
Prefer man who can move into account 
handling, too, after a fair period of ori- 
entation. Location in medium-size city. 
Write in detail as to experience and ini- 
tial salary desired to 
Box 9418, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING ASSISTANT 
with experience in most of the following 
branches of sales promotion—creative 
layout, production, artwork, copy writing, 
printing, engraving, catalog and house 
organ preparation. Midwest location 
Write resume stating age and salary ex- 
pected. Box 9419, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

WRITERS! There is a strong demand in 
the New York market for all types of 
material. We offer honest appraisal and 
placement. Write for terms today! Daniel 


S. Mead, Literary Agent, 419 Fourth Ave. 
New York. 


HERE’ 8 A Swircn! 


desire t& 


To prove 


ployer—-Not Take money 
Advertising Executive v ~ 
year plus $10,000 bonus after, Soovine satis 
factory. Years of experience Food, Drug and 
Liquor fields. Know all phases of Advertis 
ing, particular emphasis on Merchandising 
and creative end. Can fill job Account Execu 
tive or Advertising Manager. Interview re 
quested in piace of résumé. New York area 
preterred 

Rox 500 ADVERTISING AGE 
480 Lexington Ave New York 17 N 


na- | Executive, clerical, 


experienced and 
trainee. 

Publishers Employment Agency 

469 E. Ohio St., Chgo. Su 7-2255 


TYPIST for circulation. 5 day week. 


Send | Permanent Small Loop office. Publisher. 


| 28 E. Jackson Blvd., Room 1511. Chicago. 


ADVERTISING EXECUTIVE 
The Toni Company needs a top advwer- 
tising man with imagination between the 
age of 27 and 40. This man must have at 
least 5 years’ experience with — an 
an- 
dling all phases of advertising and brand 
promotion of products sold in food or 
drug stores. Please do not apply if these 
minimum requirements are not met. 

Starting salary open and in line with 
experience. Advancement opportunities 
are exceptional. 

Furnish resume of experience and sal- 
ary required in first letter. All replies 
held in strictest confidence. 

Write Mr. N. E. Wiligin 

THE TONI COMPAN 

456 Merchandise Mart 
Chicago 54, Milinois 
WANT A BIGGER 
OPPORTUNITY? 


| COPYWRITER—Scientific subjects. Writ- 


ing flair. Chicago agency handling lead- 
ing accounts in expanding field needs 
young man long on ability, some expe- 
rience necessary. Good salary and oppor- 
tunity to understudy agency owner in 
all phases of business. Groom toward 
management. Well located, pleasant work- 
ing conditions. This is a solid opportunity. 
Introduce yourself in first letter. 
Box 9420, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING 


RADIO-TV Account Executive. Open 
COPY WRITERS. ........ccccevceccessseneees $5000-$15,000 
ADVTG. SPACE SALES os --veel 9,000 
COPY-CONTACT, Consumer -- $10,000 
LAYOUT ARTISTS ,000-$ 10,000 
ADVT. ASST., Mfr. .......... -§ 6,000 
MERCHANDISING, a $15,000 


MANY MORE GOOD POSITIONS 
SHAY EMPLOYMENT AGENCY 
30 W. Washington Chicago 2, Illinois 


OPPORTUNITY IN FLORIDA 


Do you understand the functions 
of an advertising agency? Have 
you kept abreast of new devel- 
opments in the industry? Have 
you made money in the adver- 
tising agency business? Do you 
know how to secure new clients? 
Would you like to accept the 
challenge of managing one of 
the finest agency plants in Flori- 
da and live in the land of sun- 
shine? The job calls for a real 
manager to work with loyal and 
harmonious workers. A chal- 
lenge that gives you a base of 
$5,000.00 a year expense—a most 
liberal profit sharing plan that 
will equal your cherished 
dreams. Tell us your whole story 
without delay. Box 490, AD- 
bay | meng AGE, 200 E. Illinois 
, Chicago 11, Illinois. 


$15,000 plus a share of profits. 


challenge existing in New York 
bustling metropolis . 


AN EXCELLENT GROWTH OPPORTUNITY FOR 
2 PROFESSIONAL ADVERTISING MEN 


COPY SUPERVISOR: The man we need is a promotionally minded 
creator of sound campaign ideas, who can write clear, convincing indus- 
trial and consumer advertising copy that sells. Can inspire and direct 
copywriters and has as much pride in helping to develop good writers 
as in creating campaigns himself. Strong administrator. Practical busi- 
ness judgment. Capable of assuming full authority and responsibility. 
Above all, he is a team player, not a solo performer. Age no limit. Salary 


ACCOUNT MANAGER: Should understand the marketing of heavy 
inorganics, organics, intermediates, and specialty chemicals. Experience 
in selling for manufacturer will be helpful. The man we need should be 
able to judge the merits of an advertising marketing plan as well as have 
the ability to put one together. He will have good promotional sense. 
Curious by nature, he constantly delves into client's marketing problems 
and will have the capacity to inspire our staff for solutions. Efficient 
at detail. Age 30-40. Salary: $10,000 plus a share of profits. 


ABOUT US: AAAA agency for 30 years. Enjoy a reputation for consist- 
ently sound marketing advice with both our industrial and consumer 
goods clients. Our billings have doubled in the last 5 years, and our 
long-range planning affords our employees excellent growth opportunities. 


Located in Philadelphia, we offer the same stimulating professional 
without the hectic pressures of that 
. and with ample time to THINK. Nearby fine 
suburbs, with good schools, offer an ideal opportunity for happy home 
life. Send complete résumé to Karl L. Gauck 


GEARE-MARSTON, INC. 
22ND & LOCUST STREETS 
PHILADELPHIA 3, PA. 


POSITIONS WANTED 


ought to provide good background, age 
39, married, Chicago area. 
Box 9421, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Experienced Negro advertising promoter, 
newspaper editer, public relations man 
wants products promotional- -selling job 
in Southern area, preferably Atlanta, 
where harvest is great. Write: 
Box 9422, ADVERTISING AGE 
200 E. Illinois St.,Chicago 11, Illinois 
AGENCY PRODUCTION MANAGER 
WANTS NEW JOB! 
15 years production experience with a 
medium-size New York agency, thor- 
oughly capable production manager 
would like new job 
Box 9423, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
CREATIVE COPYWRITER—9 yrs. exp. 
adv. and editorial; retail, nat’l trade 
mags. Available immediately. $6,500. 
Box 9424, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Advertising Exec. spot in South sought 
by skilled planner-writer-designer: cam- 
paigns; outdoor; mail. 1l-yr. 2-job, top- 
media bkgrd. 5-figure min. 37, family. 
Box 9425, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MARKET RESEARCH - FREE LANCE. 
For 15 yrs have sold Tools, Hardware & 
Housewares to our friends, about 1000 
retailers in N.Y. City, Long Island, N.J. 
& Penna. Will interview personally all 
or part to test new products, markets & 
copy, study advertising & display mate- 
rial acceptance, analyze sales & consumer 
preference etc. Comprehensive reports 
on executive level, covering all hard 
lines & chemicals, supplied. 
Box 9426, ADVERTISING AGE 
480 Lexington Ave. New York 17, N.Y. 
Complete Low Cost 
Advertising Service 
Expert copy—all media and collateral 
Layout, printing and engraving produc- 
tion. Follow-through to complete job. 
Marketing plans. William Wallace, Phone 
LOngbeach 1-4610-Chgo. 
SPACE SALESMAN—29, M.S. Marketing 
(wife too!) in June, Solid Sales bkgd., 
currently employed in New York. Seeks 
career opportunity with major business 
or consumer magazine, will relocate. 
Box 9427, ADVERTISING AGE 
| 480 Lexington Ave., New York 17, N.Y. 
ADVERTISING-SALES PROMOTION 
7 yrs. hard goods experience in Sales 
Prom. & Product Adv. (media, Prod.) 
over million dollar budgets, 
challenging position with top company. 
Box 9089, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Assistant Advertising and Sales Promo- 
tion Manager, age 28, seeks permanent 
} om with growing concern. 

x 9428, ADVERTISING AGE 
200 4 “Illinois St., Chicago 11, Tlinois 


COPY-CONTACT MAN 

Seeks new opportunity, as future now is 
| linked to developing better factory tech- 
| niques, not better campaigns. Offers 
| brains, drive, easy personality and own 
fair share of proved successes. Age 30, 
B.S, family, now in Chicago at $9,000. 
Box 9429, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING ASSISTANT 
Young man, age 27, has 5 years adver- 
tising experience, 3 years as copy-con- 
tact with top ten agency. Wants job with 
manufacturer as ad mer. or asst. ad mgr., 
or with agency as asst. contact man. Will 
write copy, has strong copy background. 
Salary desired $7500 

Box 9430, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Dlinois 


seeks more | 


ADVERTISING MANAGER 


To head department for nationally 
known apparel manufacturer. Must 
be thoroughly conversant with all 
phases: art, copy, layout and pro- 
duction. Retail experience desirable. 
State fully experience and salary 
requirement. 


Box 496, ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


ADVERTISING — 
MERCHANDISING MAN 


with exceptional food and Beverage 
experience seeking THE job! 

This man now holds executive 
position with medium § size 
agency, with successful record as 
Adv. and Merch. Director for food 
firm with multi-million dollar 
budgets. 

He has consistently turned out 
heavy volume of personally planned 
advertising of award winning qual- 
ity—several campaigns so successful 
that they have run for years with- 
out essential change 

He has learned the advertisin 
business from the ground up wi 
several of the country’s largest 
firms and small, but respected, 
agencies. He has experience in depth 
in all media, point of purchase and 
production - and he knows he 
can put this experience to work at 
a profit for an aggressive food ad- 
vertiser or agency with national 
consumer accounts 
join a firm that will take full ad- 
age of his ability, which isn’t 

of ideas, nor of hiring (for 
keeps) a fully matured, yet under 
forty, advertising man who doesn’t 
like to waste energy on holding a 
job that —~ 9, nto doing a job! 

He is proud of his record, and top 
references will tell yes he possesses 
all the essentials for a top-grade 
organization man. 

f you have a tough situation on 
beer, packaged foods or other highly 
competitive consumer products—one 
that needs the it a good man can 
give, then this man well worth 
contacting. 

Write Box 497, Advertising Age 
200 East Illinois St., Chicago 11, Ill. 


MEDIA BUYER 10 years space sales exp. | Publishers’ 


REPRESENTATIVES WANTED 


Advertising Age, March 18, 1957 


BUSINESS OPPORTUNITIES 


Representative has opening 
in Chicago office for young energetic 
salesman. Opportunity for rapid advance- 
ment. Send complete resume, photograph, 
and salary requirements. 
Box 9431, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Publisher of several trade books inter- 
ested in widening space sales representa- 
tion in following areas: Cleveland, Buf- 
falo, Kansas City, Minneapolis, Nashville, 
Dallas. Publishers’ representatives with 
established business should address re- 
plies to: Box 9432, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING SPACE SALESMAN 
Top national publication in merchandis- 
ing field has well established Eastern 
territory with New York City office. Un- 
usual opportunity, salary and incentive. 
Prefer younger man with plenty of drive 
and desire to make money. Send com- 
plete Sacmeoune. 
Box ADVERTISING AGE 
200 E. linels St., Chicago 11, Illinois 


PUBLICITY-MINDED WOMAN 
Desires challenging public-relations 

sition in Chicago area. Flair for 
ong-range planning and getting 
things done. Know-how acqui 
with three nationally-known com- 
panies. Degree in industrial eco- 
nomics. Let's talk it over. 

Box 501 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Our 46th Year 
A.E., Grocery $16-17™M 
A.E., Chemical equipment to $16,500 
ASST. DIR. MKTG. RESEARCH to $16M 


A. E., construction equipment $15-16M 
INDUSTRIAL COLLATERAL $8-9M 
ADV. ASST., 1 yr. indust. exp. $6M 


GLADER CORPORATION 
“The Agency's Agency” 
Don Harris, Dir. Adv. Div. 

110 S. Dearborn CE. 6-5353 Chicago 


TRADE PUBLICATIONS 

to buy? Want to sell? Write me 
Confidence respected. No ‘“ped- 
dling” of your proposition. Excellent con- 
tacts. Chas. K. Feinberg, Broker, Box 
1036, Newark 1, N.J. 


Want 
fully. 


SMALL AGENCY OR ADMAN, 
HERE‘’S THE STORY: 

I am a small one-man agency presently 
handling local radio and newspaper. I 
have expansion potential in the addition 
of other local billings and some excellent 
contacts in large national accounts how- 
ever, I do not have the organization or 
experience to service any expansion. I 
am a young college graduate in market- 
ing and commercial art with moderate 
funds to invest. I am looking for either 
of two situations: (1) A young, experi- 
enced adman who can bring with him 
billings and some capital. He must be 
able to direct and establish the operation 
of a small agency, as I will not be able 
to devote full time. He must be young 
enough to start small but be progressive 
enough in ability and new creative ideas 
to assist growth. (2) A small active 
agency capable of servicing accounts in 
all media and whose portfolio will assist 
me in obtaining new business. 

Any interested party will find this an 
unusual offer. Please be specific in first 
letter about yourself, ability to bring 
billing and investment potential. Your 
reply will be in strict confidence. 

Box 9433, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
PR FIRM AVAILABLE 
Experienced N. Y. publicity PR firm, 
highly productive; industrial; consumer; 
technical products; seeks ad agency af- 
filiation. Box 9434, ADVERTISING AGE 
Lexington Ave., New York N.Y. 


MISCELLANEOUS 

DESK SPACE for rent in air-conditioned 
office, 333 N. Michigan Ave. Complete 
secretarial-stenographic serv. avail. 8 yrs. 
exper. handling work for pubn. and mfrs. 
representatives. FR 2-4811 Chicago. 

Reproductions of your comprehensives in 
full color - short runs - fast service 
Skokie Colorgraph, Inc. - ORchard 4-7400 


ACCOUNT 
EXECUTIVE 
WANTED 


We are a highly regarded medium-sized 
agency headed by a top-flight creative 
man with big agency background. Our 
accounts are substantial 
you 
of clean billings, 
most ae ae and _ outstand- 
ing sup 
dence. 
Lexington Ave., 


and fine. If 
control from $175,000 to $350,000 
we can offer you a 


te in complete confi- 
“ny ” 478, Advertising Age, 480 
New York 17, N. Y. 


experience. MAIL ORDER, 
chandise experience desirable, 
Salary is open. 


outlining your 


Our employees know of this ad. 


OPPO RTUN ITY 


for experienced 


© COPYWRITER © LAYOUT MAN © PRODUCTION MAN 


The persons selected to fill these jobs must have considerable 
Direct mail and strong mer- 
Million dollar advertising budget. 


_ If you like to share what we consider a bright future, you're 
invited to contact us. We prefer that you write a brief letter 
ualifications. Your confidence will be respected. 


BOX 491, ADVERTISING AGE 
200 E. Illinois St., 


but not absolutely essential. 


Chicago 11, Il 


Widely Experienced 


CONSULTANT 


will work with Chicago agency on 
selected new business prospec ‘or 
small percentage of billings if busi- 
ness is secu A 
610A—28 E. Jackson Blvd. 
Chicago 4 


ADVERTISING MANAGER 


for national manufacturer of building 
products located in the vicinity of St. 
Louis. Must be thoroughly experienced in 
preparation of graphic materials, sales 
promotion, etc. Salary open depending 
upon pueteteeons. Give full details in 
pre letter #494, ADVERTISING 

200 Tilinois St., Chicago 11, 
fitinots’ 


MANAGERIAL POSITION ON 
FOOD TRADE PAPER 


Leading publication in its field for 20 
years nceds midwestern manager for Chi- 
cago office, 9 states. $10,000 start plus 
bonuses. Trade paper sales background es- 
sential, food trade preferred. Only quali- 
fied answers considered. Exceptional op- 


DIRECT FROM EUROPE 
FEATURE ARTICLES, PHOTOS, REPORTS 
ON YOUR PRODUCTS IN ACTION 
Advertising Manager-Editor-Photographer 
going to Europe in April. Familiar with 
Communications Equipment, Construction 
Machinery, Heavy Industry, Sport- 
ing Goods. Experienced in European lan- 
guages and living. Can furnish 16 mm 
movie, 4 x 5 and 2% x 244 B&W and 


portunity. Write Box 493, ADVERTISING color as well as editorial material 
AGE, 200 E. Illinois St., Chicago 11, Il. Box 498, \DVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REQUIREMENTS 
AGE: under 28 years 
EXPERIENCE: one to three 

years experience in the ad- 
vertising department of a 
manufacturer or in an ad- 
vertising agency — experi- 
ence with technical prod- 
ucts preferred. 

BACKGROUND: college gradu- 
ate, preferably with a de- 
gree in chemistry, engi- 
neering or other science. 

ABILITIES: supervise and cre- 
ate product advertising, 
sales promotion and pub- 
licity. 

AMBITION: wont a chance at 
a real opportunity to han- 
die major product group 
in rapidly growing depart- 
ment and company. 


Advertising Assistant 


COMPENSATIONS 


SALARY: middle four figures 
—fully commensurate with 
experience and ability. 

ATMOSPHERE: congenial, 
stimulating surroundings— 
modern air - conditioned 
office centrally located in 
mid-town Manhattan. 

FAMILY SECURITY: hospitali- 
zation insurance, savings 
plans, educational bene- 
fits. 

LONG RANGE SECURITY: I'b- 
eral insurance plans and 
pension benefits. 

OPPORTUNITY: expand with 
an internationally - known, 
rapidly growing organiza- 
tion with an unlimited fu- 
ture. Advance in salary, 
responsibility and job pres- 
tige. 


SEND COMPLETE RESUME WITH SALARY REQUIREMENTS TO 
BOX 495 ADVERTISING AGE 480 Lexington Ave., New York 17, N.Y. 
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To Serve You Better... 
We are pleased to announce that 


GEORGE E. PYLKAS 
EXECUTIVE ADVERTISING 
COUNSELOR 


has joined our Executive Pro- 
| curement Staff. Mr. Pylkas is a 
veteran of over 30 years in Ad- 
vertising, Sales Promotion, Mer- 
chandising and Public Relations. 
Whatever your personnel prob- 
lems, please feel free to consult 
Mr. Pylkas in complete confi- 
| dence and without obligation. 


LON D. BARTON, Pres. 
CADILLAC EMPLOYMENT AGENCY, 


Inc. 
220 S. State, Chicago, WA 2-4800 


COPY WRITER 
EXECUTIVE 


Our name is nationally famous; our 
products are in continuing demand by 


American men. We want a young 
man who can combine creative writ- 
ing talent and administrative ability 
He will create all copy, supervise 
planning and coordination of our re- 
tail sales promotion services. He'll 
write in many media; handle prob- 
lems as they come; work closely with 
our ad agency and our top executives 
This is a job with a future—we want 
a man with a future preferably 23 to 
28 years old with retail advertising or 
newspaper experience Please send 
résumé, including salary desired. All 
replies held in confidence 
Box 492 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


187 N. LaGALLE. CHICAGO 


pics 


photographers | 
DEARBORN 2-1062 
t1LLINOIS 


MARKETING 
and RESEARCH 


U.S.News & World Report has 

an important opening for a man on 
its advertising marketing and 
research staff in Washington, D.C. 
in the planning and execution of 
practical research. 

The right person has a sound 
background of experience in 
conducting public opinion and 
market research. He is able 
personally to plan and execute 
research studies in detail and can 


ae 
oe iby 


| DOUG SMITH, INC. 


——_>,——- yj 


who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


work effectively with other members 
of the staff. He knows from 
practical experience the values of 
research in solving marketing 
problems. 


No travel required. Send complete 
resume, including salary desired, to 
Director of Research and Marketing, 
U.S.News & World Report, 24th 
and N Streets, N.W., 

Washington 7, D.C. 


WRITER 
Free-lance basis. Idea man, ex- 
tremely strong: on selling by 
mail. Letters—brochures—cata- 
logs. From creating to mailing. 

JOHN ELLMAN 
8240 TRIPP SKOKIE, ILL. 
ORchard 4-2821 


Walter Lowen 


O0-CEDAR 
INDUSTRIAL 
SALES 
EXECUTIVE 


National progressive manufac- 
turer has unusual opportunity 
for sales executive with success- 
ful experience in the sale of 
brush ware to industrial and in- 
stitutional customers. The indi- 
vidual we are looking for may 
be the “Number One” or “Num- 
ber Two” man in a small com- 
pany or a regional sales manager 
capable of handling the respon- 
sibility of sales administrative 
work. All replies strictly confi- 
dential. Please give complete 
information about your experi- 
ence, training, background, and 
present earnings. Write Person- 
nel Manager. American- Marietta 
Company, 101 East Ontario St., 
Chicago 11, Illinois. 


PLACEMENT AGENCY 


Headquarters , 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Sony @ Art @ Office 
Public Relations 
Please write briefly outlining your 
pecifi xperi or Pp 1 needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 


PUBLICITY COMMERCIAL MU 9-2630 
CONVENTION INDUSTRIAL 
WHO WOULD WANT A WOMAN FOR PACKAGING 
ADVERTISING MANAGER? CONSUMER RESEARCHER 
WE WOULD! WANTED FOR 
The girl we are looking for is probably CALIFORNIA 


working effectively in some phase of ad- 
vertising, but yearning for the wider 
horizons that we can offer if she is cre- 
ative, able to write copy and has a 
knowledge and appreciation of layout and 
type. 

We are a well established ethical pharma- 
ceutical manufacturing company and 
growing like sixty! As the “best in the 
west’ and one of the biggest too, we do 
extensive direct mail and journal adver- 
tising. We need an advertising manager 
who can originate and coordinate a sales 
promotion program from start to finish 


Experience in our field is not a must, for 


this girl will be bright, perceptive and 
able to absorb and put to good use al! the 
background material that our sales and 


technical people can supply. She will work 
closely with top management and the ad- 
vertising agency, so she will inherit the 
benefits of their many years of experience 
in sales and advertising. 

With regard to the future, the ceiling is 
unlimited and, as for the immediate, the 
salary is liberal and the work and sur- 
roundings pleasant. Our building is mod- 


ern, air-conditioned and full of interest- 
ing. busy and congenial people who think 
this is a good place in which to work 


We have employee benefits galore___vaca- 
tions, hospitalization, life insurance and 
retirement plans 

If all this interests YOU and you think 
you would interest US, please write and 
tell us why. Address your letter to Mr. 
Vv. T. Johnson, Vice President. 


SMITH-DORSEY 


FINCOLN, NEBRASICA embassy 
A division of The Wander Company San Francisco 6, Calif. 


The experienced man with an imagina- 
tive approach to consumer packaging 
problems is invited to investigate this 
position in the newly formed Package 
Development Center of a large and 


GROWING NEW ORLEANS AGENCY 
HAS GOOD JOB FOR RIGHT MAN 


Fast-growing New Orleans 
Agency with New York-trained 
leadership needs experienced 
man who can become participat- 
ing executive as fast as ability 
permits. You don’t have to con- 
trol any accounts, but you'll 
need good agency background in 
copy and contact. Agency active 
in all media. Merchandising and/ 
or research background valua- 
able. We won't take climate off 
your salary. Pay commensurate 
with your contribution to the 
agency. Job open now, but can 
wait reasonable time for right 
man. All communications will 
be kept in strict confidence until 
you advise otherwise. 


Write: President, Box 2410 
New Orleans 16, La. 


integrated West Coast facturer 
of paperboard packaging. 

While several years of background in 
packaging research are required, 
emphasis will be placed on the ability 
to relate psychological and sociolog- 
ical factors of consumer preference to 
practical problems of package design 
and development. Creative design ex- 
perience is secondary to training and 
ability in utilizing the basic tech- |) 
niques of motivational research. 
This opening, created by the com- 
pany's long range expansion progrom, 
will provide outstanding challenge 
and opportunity to the qualified in- 
dividual. Please write to present your 
qualifications and receive further in- 
formation. 


PERSONNEL MANAGER 


WANTED 


additional truly creative man. 


background essential. 


his staff with his thinking. 
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CREATIVE DIRECTOR 
For an Advertising Agency 
Due to the growth of our business, a well-financed, medium-sized 
agency in New York City has an exceptional opportunity for an 


10 years agency success record is a must. Department store experi- 
ence, while not necessary, will be a plus factor. Some soft goods 


This man will direct our creative departments. He must know fine 
art and hard-hitting selling copy. More important, he must inspire 


Salary open—commensurate with ability. This is the kind of oppor- 
tunity that is limited only by the man himself. 

Write full details in your first letter in complete confidence to Box 
Number 499, Advertising Age. 480 Lexington Ave., New York 17, 
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Owens Yacht Alters Sales, Ad Setup 


to Sell Speedboat Line Like Autos 


(Continued from Page 2) 
Boats, Motor Boating and Sea & 
Pacific. Mr. Valenstein told Ap- 
VERTISING AGE that the company 
also will expand its advertising in 
mass consumer media, although 
detailed plans have not yet been 
announced. Strong emphasis will 
also be put on point of sale ma- 


|terial and other selling aids for 


dealers. 

Promotional emphasis will be 
put on the new luxury speedboats, 
which will come fully equipped 
for $3,995—the same price a con- 
sumer pays for his family car, ac- 
cording to the boating firm. 

The Speedship “22” cruiser, 
largest boat in the Speedship line, 
is powered with a new, high-per- 
formance V-8 engine, and will 
cruise at 40 mph. 

Although a new national sales 
force has been organized for the 
new Speedship line, the company’s 


ADVERTISING 
ASSISTANT 


Well known producer of house- 
hold consumer products has 
opening for young man to assist 
Advertising and Sales Promotion 
Manager. Should have two to 
four years general advertising 
experience as well as some 
background in advertising pro- 
duction, copywriting, and layout 
of consumer product items. Age 
28 to 35 preferred. Degree in 
Business Administration or Lib- 
eral Arts desirable. Excellent 
opportunity to grow and develop 
with progressive, expanding or- 
ganization. All replies confiden- 
tial. Please provide complete 
resume including present salary. 
Write Box 481, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 
11, Illinois. 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

By appointment onl 
59 C. MADISON - SUITE 1417 
CHICAGO 2, ILL, 
CEntral 6-5670 


TRUE men make the BIG 
buying decisions 
While the little woman worried about which dress to pack, the 
TRUE man picked out the airline, picked up the tickets. 
Never overlook the buying power of the men who read 


TRUE (now 2,500,000 of ’em... and still growing). Selling 
to men? Then TRUE goes to the top of your list. 


Amaria's trget sting men's meserie "BEC ) IES 
| 


older line of larger-scale Flagships 
will continue to be sold by a na- 
tional chain of factory-direct deal- 
ers, distinct from the Speedship 
organization, according to Norman 
Owens, president of the company. 


Capper Advances Ludy 

Ben Ludy, formerly general 
manager of WIBW and WIBW-TYV, 
Topeka, Kan., has been appointed 
director of national advertising 
sales for Capper stations, WIBW 
and WIBW-TYV, and for the Stauf- 
fer radio stations, KGFF, SKEK 
and SKOK, with headquarters in 
the Chicago office of Capper Pub- 
lications. Thad Sandstrom, previ- 
ously general manager of KSEK, 
Pittsburg, Kan., has been named 
general manager of WIBW and 
WIBW-TYV, succeeding Mr. Ludy. 


BIG 
SPRING 


~ IM! 


West Texas 
a la carte 


Come and get it! The rich heart of West 
Texas — served up in ONE dish. In- 
KDUB-TV Lubbock market, 
KPAR-TV Abilene-Sweetwater market and 
KBST-TV Big Spring morket (oll CBS af- 
You get more than 250,000 sets 


YT +i 4 


gredients: 


filiotes). 


ot on 


rate, You 
cover this giont areca of the Southwest 
with ONE time-soving, money-saving YES 
to the KDUB stations’ network. And re- 
member — television is the undisputed 
entertainment staple in this agricultural- 
oil industry area where per capita in- 
come ranks with the nations top. 


sit THE SOUTHWEST'S. ">. 
+, (ANT, ECONOMY- SIZE ; 
2, PAKAGE 


DUB \ 


KDUB-TV 


LUBBOCK, TEXAS 


KPAR-TV 


ABILENE-SWEETWATER, TEXAS 


KBST-TV 


BIG SPRING, TEXAS 
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Abolition of ‘Co-op’ Advertising Is 
Making an Impact on Auto Business 


(Continued from Page 1) 


jolis Tribune, the Atlanta Jour- 


back in production of x cars meant | "4l.” 


x-times-y fewer ad dollars spent 


Instead, there was a tendency 


by the agency and advertiser no|for co-op money to collect in 
longer works as automatically as “little isolated pockets” where it 


it once did. 


was not feasible to spend it. 
Dodge is going a little slow in 


® “Under co-op, every time a car | changing media—“We don’t want 
went out of the driveway ‘clink’ |to make any drastic changes”—but 
went some money into the co-op | there are alterations in the works. 


advertising fund,” he said. “And 


it had to be used for advertising; ® A current example is newspaper 
it couldn’t be used to buy nuts and| Sunday supplements. Dodge was 
bolts or increase somebody's sal-|i2 supplements this month, and 


was especially true of 
Chrysler Corp. divisions, he added. 


| 
| 
| 


will probably be in again several 
more months this side of mid- 
summer. All of which is nothing 


They tended to hew more strictly | 9¢W, but the emphasis is stronger. 
to the original idea of co-op—that|“It’s easier to use supplements 


the money was to be spent on ad- 
vertising in the contributor’s local 
area. 


s Now, however, Dodge division 
has tied its advertising, not to im- 
mediate production, but to a pro- 
jection of the year’s production 
and sales. “Everything is set to 
that projected rate of sales; if we 
don’t make that rate our advertis- 
ing ratio will be higher than an- 
ticipated and will cut into our 
projected profit. If we exceed our 
sales and production norms, then 
we should make a bigger profit 
than expected.” 

The latter happens to be the 
case with Dodge, and for that mat- 
ter the whole Chrysler organiza- 
tion. It’s having a hot year, with 
sales to date better than 40% 
ahead of last year. Dodge itself, 
as Automotive News figures it, is 
about 55% ahead of last year’s 
production for the first nine weeks 
of this year. 

Mr. Moore is the first to agree 
that the “new” Dodge advertising 
setup is not entirely new, and a 
check of other auto companies 
seems to confirm it. An executive 
of Campbell-Ewald, Chevrolet’s 
agency, wastes no time in making 
the point that nothing has changed 
there, and that advertising money 
is tied as closely as ever to the 
immediate sale. 


s At Dodge the arrangement was 
three-fold during the co-op era: 
1. The dealer co-op budget, 
maintained by $30 per car as- 
sessments on the dealers. This was 
supposed to be spent at the point 
of delivery, as much as possible. 
2. The factory co-op budget. 
This used to be put with the deal- 
ers’ contributions for expenditure 
at the local level. Since 1952, 
though, this $12-per-car sum has 
been kept separate, could be spent 
on “broad things” like Sunday 
supplements, national farm pub- 


lications, regional media, televi- 
sion, etc. 
3. Factory money — usually 


termed the “magazine schedule.” 
This was classically kept separate 
for strictly national media like 
magazines (later, network televi- 
sion also). It had to be worked on 
the basis of a year’s sales projec- 
tion; according to Mr. Moore, it 
is the budget whose workings most 
resemble today’s over-all factory 
advertising budget at Dodge. 


s Aside from a change in attitude 
toward the planning of advertising 
expenditures, there are other 
changes that accompany the switch 
from “co-op.” One is a change in 
use of media, along the lines of 
what Richard Forbes, Chrysler 
Corp.’s director of advertising and 
sales promotion, told newspaper 
people recently (AA, Feb. 11). 
“Throwing out co-op means 
better use of more effective me- 
dia,” Mr. Moore said. “Under co- 
op we seldom had enough money 
to use outstanding newspapers 
that covered large areas, like the 
Des Moines Register, the Minneap- 


now than before, because pre- 
viously they had to be charged to 
the ‘magazine budget,’ ”’ Mr. Moore 
explained. 

In general, the Dodge adman 
summed up, the auto industry, ad- 
wise, is now “more in the position 
of the packaged goods industry— 
in looking more at masses of peo- 
ple, and not so much at Joe 
Doakes of Punkin Hollow.” 

All the same, he emphasized the 
gradualness of the change. Sup- 


|pose Dodge sales were to drop off 


—would the ad budget stay as it 
is, or would it cut back to follow 
sales? 

“We wouldn’t have to do it im- 
mediately, as before,” answered 
Mr. Moore, “but I feel reasonably 
sure that management would move 
to relate expenses more closely to 
sales and income—and that it 
wouldn’t take more than a couple 
of months to do so.” 7 


ABC Works to Cut 
Costs of Auditing, 
Wolcott Tells MPA 


(Continued from Page 1) 
figures concerning all analyses of 
circulation production. Publishers 
will continue to furnish accurate 
proofs of mailing lists of analyzed 
issues and proofs of new business. 
They will maintain adequate ‘on 
and off’ records and also com- 
plete records of credit subscrip- 
tion transactions.” 

Under the procedure, he said, 
publishers will be able to get rid 
of subscription orders received 
prior to the date of an analyzed 
issue after the proof list of that 
issue has been validated by the 
auditor. Work of a similar explor- 
atory nature, he said, is being 
done at McGraw-Hill and with the 
domestic edition of Reader’s Di- 
gest. 

Despite frequent suggestions 
that standard record keeping pro- 
cedures be worked out, he added, 
experience has shown this to be 
impossible. 


s Mr. Wolcott went on to say that 
facilitating analysis throughout an 
audit period will require an in- 
crease in the cost of the audit, but 
that “the additional audit cost will 
be offset by savings effected in 
the reduction of file and storage 
expenses.” 

One of the factors standing in 
the way of the immediate adop- 
tion of this plan is the necessity 
of obtaining and training suf- 
ficient personnel to handle in- 
creased auditing. 

Mr. Wolcott said ABC’s policy 
is to help develop cost-saving pol- 
icies for publishers. But, he em- 
phasized, “It is in your interest 
and ours that any variance from 
established auditing practice shall 
not affect the integrity and ac- 
ceptance of the audit.” 

Despite the fact that there are 
now 753 advertiser companies 
sponsoring ABC and an increase 
in agency membership to 227, he 


» aarvebrun bovarkceper, bet 
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(oud (ar-heeping begins with beautitul seat cover 


CAR KEEPING—Its first consumer 
campaign gets under way with this 
ad in the March 30 Saturday Even- 
ing Post by the Automobile Seat 
Cover Manufacturers Assn. Allen 
Advertising Agency, Chicago, is the 
agency (AA, Dec. 31). 


said the bureau is not releasing 
more information on magazine 
circulation than previously be- 
cause “agency men have not con- 
vinced publishers it is warranted. 

“If the industry wants the bu- 


reau to issue more information 
about magazine circulation, it 
should say so,” he added. 

® Another speaker, Paul E. J. 


Gerhold, vp in charge of research 
and media at Foote, Cone & Beld- 
ing, said magazines often lose 
sight of the “audience concept”— 
the number of persons who read a 
publication, rather than the 
number of copies distributed. 

The audience concept, he said, 
sometimes regarded by magazines 
as “something shameful,” is one 
of the main weapons used by 
broadcast media in selling against 
magazines—‘“and quite success- 
fully, on very little other than 
audience and exposure data.” 

“Magazines with a continuing 


ing only about circulation have 
done themselves a serious injus- 
tice in the struggle for revenue 
against other advertising media,” 
he said. 

Media buyers and advertisers 
have become increasingly con- 
scious of short-term and reduced- 
rate subscriptions, combination 
sales, circulation-in-arrears, and 
the difference between “wholly 
voluntary and not-so-wholly-vol- 
untary” circulation, he said. There 
is also an increasing awareness of 
geographic information on circu- 
lation. 


s The most significant change in 
the philosophy of media selection, 
Mr. Gerhold said, has been within 
the agencies, where the develop- 
ment of the all-media concept is 
supplanting media specialization. 
“The man who was trained to 
think only about magazines, or 
only about newspapers, has rapid- 
ly disappeared. Many media de- 
partments are now reorganized 
completely along all-media lines, 
with every member of the depart- 
ment involved in all of the basic 
media types,” he said. . 


Army Times Names Jaglois 

Army Times Publishing Co., 
Washington, has expanded its ac- 
tivities in the Detroit area with the 
appointment of Joseph Jaglois as 
manager of its Detroit office. Mr. 
Jaglois formerly was on the adver- 
tising staff of Motor Trends in De- 
troit. Assisting him in representing 
the weekly newspapers published 
for armed forces personnel will be 
H. J. Crichton and Robert Cart- 
wright, both with Army Times 
| Publishing a number of years. 


natural inclination toward think-~ 


a 


(Continued from Page 1) 
“total marketing mix” (product 
development, packaging, pricing, 
publicity, sales promotion, personal 
selling and distribution channels) 
have been considerably overhauled. 

“While the consent decrees seem 
to have proved the immediate im- 
petus for this project,” Mr. Frey 
said, “I feel sure such a project 
was inevitable. Scrutiny of the 
industry in an objective manner 
has been long overdue.” 

Mr. Frey reported his colleague, 
Kenneth Davis, is sharing the job 
with him. Until now they have 
been interviewing advertising 
managers, media and agency ex- 
ecutives, and studying published 
material in business papers, books 
and various reports. They are 
building a comprehensive ques- 
tionnaire which shortly will go to 
agencies, advertisers and media, in 
order to broaden the base of the 
interviewing. 


® He has encountered consider- 
able skepticism and antagonism, 
he indicated, and he reported at- 
titudes ranging from a notion that 
Frey and Davis disapprove of ad- 
vertising agencies to doubt that 
the report will attract much atten- 
tion or be influential. He repeated 
again that it would be objective, 
and that it would delve into many 
other aspects beside agency com- 
pensation. 

“T hope you can see,” he summed 
up, “that we are not intending 
(as some have supposed) to throw 
a bombshell into the industry, to 
come up with a set of radical 
recommendations. Nor are we com- 
ing up with a formula—‘this is 
it.’ Rather we shall present a re- 
port that can be, we believe, a 
guide for better advertising serv- 
ices, and one that can thus make 
this vital, dynamic force meet 
more adequately the increasing and 
varied needs of our individual 
business and our national econo- 
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{Objective Scrutiny of Ad Business 
Long Overdue, Frey Advises ANA 


my. . . I want to stress again that 
we are engaged in gathering in- 
formation that will be useful to 
you in appraising your advertising 
operation and useful to others in 
appraising theirs. . . We are not 
making the appraisals. We cannot 
step into individual situations and 
recommend the actions be taken.” 


& Questionnaires will also go to 
advertisers’ top management, and 
Mr. Frey explained that “we are 
not interested in any sort of check 
on your performance. We think 
it is important to learn the atti- 
tude of these company heads to- 
ward advertising and toward the 
agency system, to learn something 
of the part they play or think they 
play in the company-agency rela- 
tionship, and to ascertain the 
amount and nature of any non- 
advertising and non-marketing 
counsel they may get from agen- 
cies.” 

He also reported that while at- 
titudes had been skeptical, he so 
far had encountered no unwilling- 
ness to assist the study on the part 
of any individual or company, par- 
ticularly mentioning the Ameri- 
can Assn. of Advertising Agencies 
and its president, Frederic R. Gam- 
ble, in this regard. 

The target date for the study is 
the fall meeting of the ANA. It 
will be in Atlantic City, Oct. 27-30, 
and it will be an open meeting. 

The preliminary forecast of the 
Frey report topped an uneventful 
48th spring meeting for ANA. It 
heard a new “ANA March” (sam- 
ple lyrics: “We invest our adver- 
tising dollars in a hundred differ- 
ent ways, to prove to America 
that advertising pays”) which Nel- 
son Ideas, a Syracuse jingle spe- 
cialist, composed for the associa- 
tion. But the meeting, which in 


| previous years has featured vehe- 


ment feeling over broadcasting 
costs, FTC cooperation and agency 
compensation, was a waltz. ° 


Tax Rule Lets Publishers Treat Promotion 
as Current Cost Despite Subscription Setup 


WASHINGTON, March 14—In an 
abrupt about face, the Internal 
Revenue Service ruled today that 
publishers can treat all circulation 
promotion costs as current expense 
for tax purposes. It makes no dif- 
ference what system of bookkeep- 
ing they use to report subscription 
income. 

This decision, which gives pub- 
lishers more flexibility in handling 
promotion costs, means the depart- 
ment has abandoned a_ position 
taken since 1939. It then said that 
promotion costs could be treated as 
current expense only if subscrip- 
tion income was also treated as 
current income. 

Only last year the Treasury op- 
posed the adoption of a law as- 
suring publishers a free choice in 
reporting of subscription income 
unless it also provided that the 
method of reporting promotion ex- 
pense should be consistent with 
the system selected for reporting 
subscription income. 


® Legislation which clarified the 
publisher’s right to use either cur- 
rent or deferred reporting for sub- 
scription income or promotion ex- 
pense had been included in the big 
tax revision bill of 1954. But these 
provisions were among the por- 
tions of the bill subsequently 
repealed after critics of the admin- 
istration warned about “loop- 
holes” which would open the way 
for “profiteers.” 

The dispute over bookkeeping 
treatment of circulation expense 
and income has raged for more 


than 20 years. Early in World War 


II, the Treasury agreed that pub- 
lishers could report subscription 
income over the years in which a 
subscription is served, but it held 
that once the publisher picked a 
reporting system he had to stay 
with it, and he had to handle cir- 
culation promotion expense the 
same way. 


® Today’s turn-about came in an 
interpretation of amendments to 
the tax law adopted in 1950 which 
specify that expenses for building, 
maintaining or increasing circula- 
tion of newspapers, magazines or 
other periodicals can be treated as 
deductions from gross income. e 


FCC to Vote on Decision 
Affirming WWSW Grant 


The Federal Communications 
Commission has announced it has 
instructed its staff to draft a deci- 
sion affirming its July 22, 1955, 
grant to WWSW Inc., for a new 
tv station to operate on Channel 11 
in Pittsburgh. Additional hearings 
were ordered after plans were sub- 
mitted to change studio locations 
and equipment. 

The commission must still vote 
on whether to accept the decision 
after it has been drafted by the 
staff. 


Boylan Joins Bolling 

Matt Boylan, formerly a sales 
executive with Joseph Hershey 
McGillvra Inec., radio-tv repre- 
sentative, has joined the New 
York tv sales staff of Bolling Co., 
radio-tv representative. 
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New Reach McClinton 
Shop Gets Prudential 


(Continued from Page 1) become Reach, Yates & Mattoon. 
and Philip M. White, who re-|Mr. Reach, who had been presi- 
signed earlier this week as vp|dent, moved up to chairman and 
and manager of Calkins’ Chicago treasurer. Henry A. Mattoon, who 
office. had resigned as vp and creative 
committee chairman at Dancer- 
Fitzgerald-Sample, was named 
president and James Yates, co- 
founder of William Esty Co., be- 
came exec vp. 

The trio operated the shop for 
about two years. First to leave 
was Mr. Yates, who subsequently 
joined Leo Burnett Co. in Chicago. 
Last July Mr. Mattoon left and 
|turned up at McCann-Erickson as 
vp and chairman of the marketing 
plans board. In 1955 Mr. Reach’s 
agency billed $5,500,000; for 1956 
the figure was $7,131,000. 


s Sherwood Smith, chairman of 
Calkins & Holden, told ADVERTIS- 
tNG AcE today that the changes 
would not affect the agency’s 
branch office setup, nor would the 
creative team that worked on 
Prudential be affected. 

Mr. Smith said Prudential “nev- 
er got any better service than it 


@ Meanwhile, Calkins & Holden 


announced the promotion of 
George B. Bo- 
gart, formerly 


account supervis- 
or in its Chicago 
office, to the spot 
vacated by Mr. 
White, vp in 
charge of the 
Chicago office. 
The agency also 
announced “ac- 
ceptance of an 
offer” from Fred- 
erick E. Baker 
Associates, Seattle, to buy a mi- 
nority stock interest in Calkins & 
Holden. Mr. Baker was simultan- 
eously elected to the board. 

Last August, when Boeing Air- 
plane Co., Seattle, named C&H to 
succeed N. W. Ayer & Son on its 
account, the agency affiliated with 
Baker & Associates. The deal 
called for Baker local personnel 
to service Boeing and for Baker to 
use C&H creative talent and re- 
search in serving its own regional 
and local clients. 

Because of Mr. Baker’s closeness 
to the Boeing account, his joining 
Calkins & Holden should help keep 
the account in the C&H shop, Mr. 
Bogart believes. At least one other 
account, David White Co., Milwau- 
kee camera maker, also appears 
likely to weather the storm and re- 
main with C&H, according to late 
reports reaching ADVERTISING AGE. 


Robert Robb Philip White 


got here. They’ve won a raft of 
awards, and—and-you can quote 
me on this—Mr. McClinton never 
had anything to do with servicing 
the account.” 

Mr. Smith added that the “dis- 
agreement” that led to Mr. Mc- 
Clinton’s departure could better 
be described as “a basic disagree- 
ment over ownership policies that 
saw Mr. McClinton on one side 
and me and Paul Smith and Mike 
Carlock, the other partners, on 
the other side.” 

Mr. Smith also said he “found 
it difficult to understand why 
Prudential would desire to change 
advertising agencies at this time, 
inasmuch as the company in 1956 
moved into the No. 1 position as 
the world’s biggest seller of life 
insurance, selling $8.2 billion of 
new insurance last year. 

“Although Prudential is prob- 
ably one of the most profitable 
accounts in the advertising busi- 
ness,” Mr. Smith said, “we have 
found our deepest satisfaction in 
the nationwide recognition our 
Prudential advertising has won.” 

While some Calkins & Holden 
employes have indicated they will 
follow the Prudential account 
wherever it goes, Mr. Smith em- 
phasized that “the entire creative 
team that produced the award- 
winning Prudential print and tel- 
evision ads is remaining with us.” 


George Bogart 


® Early in 1950, Calkins & Hol- 
den merged with Carlock, Mc- 
Clinton & Smith, and six part- 
ners—with equal financial shares 
—started running the agency on 
a majority vote basis. Mr. Mc- 
Clinton previously had been with 
N. W. Ayer & Son, where he 
handled the “Ford Sunday Even- 
ing Hour.” At C&H he was gen- 
erally regarded as the key man 
on the Prudential account. 

The Prudential account came 
into the C&H shop in 1950 in the 
course of another merger deal. In 
January of that year Paul Smith 
Advertising, then Prudential’s 
agency, merged into the then new 
Carlock, McClinton & Smith 
group. 

Prior to 1950, a whole string of 
agencies had held or shared the 
account at one time or another— 
Benton & Bowles, New York; 
Cecil & Presbrey, New York; 
United Advertising Agency, New- 
ark, and Frank Presbrey Co., New 
York. Prudential’s Canadian ad- 
vertising was handled for a long 
time by Cockfield, Brown & Co. 
It is now handled by Foster Ad- 
vertising Ltd., Toronto. 


s Meanwhile, Mr. Reach, who 
founded his agency in 1933, moves 
up to chairman of the board to 
make room for Mr. McClinton. He 
welcomed the latter’s entry, say- 
ing that “Hay and I have been 
friends for a long time, socially.” 

(Mr. McClinton and Carrol M. 
Shanks, president of Prudential, 
also have been friends for a long 
time. Some observers believe this 
the reason only three weeks 
elapsed between the time Mr. Mc- 
Clinton resigned from C&H and 
Prudential decided to move its ac- 
count to Reach McClinton. Both 
men are products of the Pacific 
Northwest and both attended the 
University of Washington.) 

Mr. Reach said the new Reach 
McClinton combination plans an 
“immediate expansion of person- 
nel in all departments, and an 
early addition of branch offices 
across the country.” At present, 
the agency has offices in New 
York and Newark. Combined staff 
numbers 96 persons. 


is 


® About half of Prudential’s 1956 
ad spending went to “You Are 
There” and other tv shows. About 
s For Mr. Reach this marks the | $1,250,000 went into newspaper 
second time he’s occupied the! supplements and about $1,500,000 
chairman’s office. Late in 1953 he| to dailies. Consumer magazine ad- 
announced that Charles Dallas} vertising last year amounted to 
Reach Co. would, on Jan. 1, 1954,' only about $14,000. 7 


Last Minute News Flashes 


Ptizer Buys 3 Dailies for Annual Report Supplement 

Brook._yn, March 15—Chas. Pfizer & Co., ethical pharmaceutical 
producer, will present its annual report in a 16-page magazine supple- 
ment running in the March 31 New York Times and the April 14 Chi- 
cago Tribune and Los Angeles Times. MacManus, John & Adams is 
placing the copy. 


Phillips Broadens Spot TV Push for 2 Products | 


BARTLESVILLE, OKLA., March 15—Phillips Petroleum Co. is examining | 
newscasts and minute and 20-second availabilities to bring its spot 
tv lineup to 65 markets by mid-spring, in the start of a proposed year 
‘round drive for its Flite Fuel gasoline and Trop Artic motor oil. Spot 
radio in 35 markets will be added to the present schedule of approxi- 
mately 55 markets. Lambert & Feasley is the agency. 


Borden Tests New Instant Dutch Chocolate Mix | 


New York, March 15—After three years of developmental work, 
the Borden Co. has put a new Instant Dutch chocolate flavored mix 
into four test markets—Syracuse, Cincinnati, New Orleans and Port- 
land, Ore. The mix is receiving heavy newspaper and in-store promo- 
tion in the test markets, including a self-liquidating $2.50 Elsie doll 
premium and coupons good for free movie tickets. Borden is playing 
up the “imported Dutch cocoa” theme for the instant mix, which also 
is fortified with vitamins and iron. Young & Rubicam is the agency. 


Kidder Brokerage Sets Push in Dailies, Radio 


New York, March 15—A. M. Kidder & Co., stock broker, will break 
a new advertising campaign March 21 in newspapers in Tampa, Mi- 
ami, Jacksonville and St. Petersburg, Fla., and on five-minute news 
broadcasts over radio stations WGBS, WCKR and WQAM, Miami, em- 
phasizing the need for experienced and expert advice when buying 
| securities. The Florida program will be followed by a similar cam- 
paign in New York and six other eastern cities within a few weeks. 
| Monroe Greenthal Co. is the agency. 


Katz Rejoins Ruppert; Allen Is Named Ad Head 


New York, March 15—Herman Katz, who left Jacob Ruppert in 
1955 after five years as vp and director of sales during which time he 
was credited with working miracles with the brewery’s profits (AA, 
Sept. 13, 54), has returned as special sales adviser. John J. Taylor Jr., 
vp and advertising manager, is being moved to Boston as vp in charge 
of New England sales. Lincoln W. Allen, former assistant advertising 
manager, will replace Mr. Taylor as company ad manager. No replace- 
ment has been named to succeed Thomas R. Santacroce, who suc- 
ceeded Mr. Katz in ’55 as vp in charge of sales. Mr. Santacroce left 
Ruppert Jan. 1 to become vp in charge of West Coast operations for 
Compton Advertising (AA, Dec. 31, 56). 


‘Life’ Guarantee to Hit 6,000,000; Rates to Rise 


New York, March 15—Life plans to raise its guarantee from 5,600,- 
000 to 6,000,000 next fall, at the same time increasing its b&w page 
rate from $23,080 to about $25,150, it was learned today. The maga- 
zine, which is delivering about 5,800,000 copies currently, is pointing 
out to agencies that the boost to a 6,000,000 guarantee is justified by 
the “handsome response” to its recent campaign for subscriptions. 


MPA-MAB Merger in May Is Seen 


New York, March 15—A merger of the Magazine Advertising Bu- 
reau with the Magazine Publishers Assn. is expected to be approved 
at the annual meeting of the MPA in White Sulphur Springs, W. Va. 


New Toronto Agency Is Hilton & Riggio Affiliate 


ToRONTO, March 15—A new agency, Bradley, Venning & Hilton Ltd. 
will open here April 1. An outgrowth of John Bradley & Co., Toronto, 
the agency will be an affiliate of Hilton & Riggio, New York. Principals 
of the agency will be Peter Hilton, president of Hilton & Riggio; John 
Bradley, founder of the Bradley agency, and Hedleigh T. Venning, for- 
merly vp in charge of the Shirriff division of the Shirriff-Horsey Corp., 
Canadian food processor. 


Review Miami TV Award, Court Tells FCC 


WASHINGTON, March 15—The court of appeals here has ruled that 
the Federal Communications Commission must review its decision 
awarding Channel 7, Miami, to Biscayne Television Corp. The court 
said FCC had failed to evaluate fully the role of former NBC President 
Niles Trammell, who holds 15% of the station’s stock. The remainder 
of the stock is divided between representatives of the Knight and Cox 
newspaper interests. 


Publishers Act on Magazine Selling Methods 

New York, March 15—Complaints about field selling of magazines 
moved the Magazine Publishers Assn. to recommend to the MPA 
board “a program for further tightening field-selling practices and for 
providing publishers with better information on those practices.” The 
MPA program includes use of “every legal and moral means” by pub- 
lishers to require agency compliance with Central Registry standards 


of magazine selling. A statement of the proposed program has been 
sent to the National Better Business Bureau and the Assn. of Better 
Business Bureaus, which have expressed concern about field-selling 
methods. 


Shell Sets ‘Life’ Push; Other Late News 


e Shell Oil Co. will break an institutional campaign next month in 
Life, using 13 four-color spreads. Kenyon & Eckhardt is handling the 
campaign. 


e Edward J. O’Leary, president of Schenley Import Corp. since 1947, 
has been elected board chairman. Theodore Gommi, exec vp, will suc- 
ceed Mr. O’Leary as president. No successor has been named as exec 
vp. Before joining Schenley, Mr. O’Leary was president of Somerset 
Importers Ltd. Mr. Gommi has been associated with Schenley Indus- 
tries for 34 years. 


e National Shoe Stores, New York, will use 20 newspapers in 11 mar- 
kets and spot radio in 25 markets when it breaks its spring ad cam- 
paign next week. Weekly newspaper insertions will range from 360 
lines to double pages. The agency for National, which operates 133 
stores in the Northeast, is Emil Mogul Co. 
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DAVID L. HURWOOD has joined An- 
derson & Cairns, New York, as di- 
rector of marketing and advertising 
research. For the past two years he 
was with Young & Rubicam doing 


market research and testing tv 
shows and commercials. 


‘Utterly Fantastic,’ 
Says ‘Confidential’ 
of Obscenity Charge 


New York, March 15—An in- 
dictment in Chicago against Con- 
fidential and its printer was 
termed “utterly fantastic” yester- 
day by the magazine’s legal coun- 
sel. 

The indictment, entered March 
7 by a federal grand jury, charged 
the defendants with violating a 
federal law against “mailing ob- 
scene or crime-inciting matter.” 
The matter referred to was an ar- 
ticle in Confidential’s March issue 
on “The Pill That Ends Unwanted 
Pregnancy.” 


In discussing the “pill” (an 
anti-leukemia drug), the article 
had given information “directly 


and indirectly how and by what 
means abortion may be produced,” 
it was charged. The indictment, 
based on a postal law, concerned 
the relatively small number of 
Confidential copies which go 
through the mail to subscribers 
(a little over 100,000 copies of the 
March issue). 


® The magazine's counsel, Albert 
A. DeStefano, of Becker, Ross & 
Stone, told Apvertisinc AcE, “I 
think Confidential performed a 
public service by alerting the pub- 
lic to a danger.” Many other pub- 
lications, at one time or another, 
violate “the letter of the law” in 
their stories on abortion, he con- 
tinued. 

Mr. DeStefano pointed to other 
recent actions involving Confiden- 
tial: A state senate investigation 
of “smut magazines” in Los An- 
geles and a meeting of California’s 
attorney general, Edmund G. 
Brown, with New York district 
attorney Frank S. Hogan to de- 
velop “New York angles” on Con- 
fidential’s operation. 

The lawyer thought the “blitz- 
kreig” simultaneity of these var- 
ious actions suggested some cen- 
tral motivating force behind them, 
though he was not prepared to 
say what it might be. He pre- 
dicted that the Chicago indict- 
ment “will be quashed.” But, if 


|not, the magazine is prepared to 


carry the case to the U. S. Su- 
preme Court, he declared. 


® In Chicago, ADVERTISING AGE 
learned that papers have been 
served on the two defendants, 
that they will probably have until 
at least April 8 to answer the 
charges and that the site of the 
impending trial is being changed. 

The co-defendant, Kable Print- 
ing Co., Mt. Morris, Ill., asked and 
was granted a change within the 
federal court district here from 
the eastern division (Chicago) to 
the western division (Freeport), 
within which Mr. Morris is situ- 
ated. Confidential made no objec- 
tion to the change. . 
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Ads That Lay Biggest Eggs Hatched by Men| 
Who Ape Competition. Says Ludgin’s Baxter} 


(Continued from Page 3) 


out, 66¢ of every dollar 
Toasties spent on their version of | does a big logo. 
the ad went to promoting Kellogg! “The big logo,” 
corn flakes . . . “and it serves ’em 
right,” he added. 

To a lesser extent, advertisers 


their field are bound to suffer sim- | copywriters wander off 
ilar loss of identification to the 


borrowing, he said, were (1) the) 


| to indicate that the atmosphere of 
lifting Kellogg’s theme, he pointed | an ad does a better job of giving 
Post | | it identification to the reader than 


he emphasized, 
“is no substitute for the big idea 
—of impact through atmosphere.” 

Another egg-laying type of ad, 
borrowing ideas from ads outside | Mr. Baxter went on, results when 
into a| 
“never-never land’’—saying things 
idea originator, Mr. Baxter point- in print that they wouldn’t dream 
ed out. Some examples of such | of saying to someone to his face. 
Such an ad, he asserted, was a|GORDON SCHONFARBER JR., formerly 


Viv lipstick ad headed “She’s got Chase National Bank ad featuring | exec vp of Gordon Schonfarber & 


the Viv look,” which was copied |a boy smiling over the cob of corn 
“She’s got the Hertz! he is about to eat. The copy says 
fade-in the moving force behind the smile 
color for the tea drinker copied in |is the corn, and the force behind 
|the corn is the farmer. Behind the mother, the late Mrs. A. W. Schon- 
farmer is farm equipment, feed, 
® Unduly large logos are another | supplies and so on. And behind 
|the whole works is money, lent 


by Hertz’ 
look” and (2) Lipton’s 


an RCA ad for its color tv sets. 
ken 
major cause of mortality for ads, 


Mr. Baxter charged. He cited sev- | by the Chase Bank. 
eral ad identification test scores | 


“... And bankers ask why their 


Associates, Providence, R.I., has 
been elected president and treas- 
urer of the agency. He succeeds his 


farber, who died last year. 


ads don’t seem to get next to the 
public,” Mr. Baxter added tartly. 
Another egg-laying variety of 


A MARKET YOU CAN EASILY PUT YOUR FINGER ON 


What is the 
NORTHWEST 


NORTH CAROLINA 
Market? 


The Northwest North Carolina Market is a clearly defined 
market—one you can easily put your finger on. Thriving 
towns . . . bustling communities . . . busy industrial plants 

. rich tobacco harvests . . . these are the things that boost 
the buying income of families in this important 11-county 
area. Their daily newspapers are the Winston-Salem Jour- 
nal and Sentinel, with a concentrated circulation pattern 
that snugly fits the area. When you buy the Journal and 
Sentinel you buy Winston-Salem plus Northwest North 
Carolina. 


107,560 FAMILIES* — $447,044,000.00** RETAIL SALES 
ONLY THE JOURNAL AND SENTINEL DOMINATE 
NORTHWEST NORTH CAROLINA 
100% COMBINED PENETRATION IN WINSTON-SALEM 
83% COMBINED PENETRATION IN THE 11-COUNTY AREA 


*Rockingham County coverage includes 5 townships 
**Standard Rate and Data, Current Consumer Markets 
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WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
National Representative: KELLY-SMITH COMPANY 


You can’t cover 
North Carolina 
without the 
Journal and 
Sentinel 
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ad, he continued, are ads that re- 
flect too many ideas at work at 
once—the kind that result, he said, 
from contributions and revisions 
by each and every participant in 
an agency executive staff meeting. 


# One frequent result of such 
meetings is a fifth type of ad that 
usually lays an egg—one with too 
many heads, Mr. Baxter said. He 
presented statistics indicating that 
the rate of ad-noting declines as 
the number of heads increase, and 
that the rate of ad readership fol- 
lows suit. 

Some pretty fair indications of 
what really puts ads over to the 
public come to light, he said, in an 
examination of ads that copywrit- 
ers, sales managers and house- 
wives all agree are the most mem- 
orable. Ludgin has for the past 
four years asked each of these 
three groups to select the ten ads 
they thought were memorable, he 
said, and they usually pick the 
same ten. 

The ten ads thus selected in 
1956 were for Schweppes tonic, 
Smirnoff vodka, Life Savers, Max 
Factor’s Red Tape lipstick, Hunt’s 
catsup, Pan American, the Dia- 
mond Institute, Sonotone hearing 
aids, Stopette deodorant and Jell-O. 

Each of these ads had three 
things in common, Mr. Baxter em- 
phasized: (1) Each promoted a 
single sales feature, (2) each was 
centered directly on the product, 
without any borrowed interest at- 
traction and (3) each had a visual 
jolt—something the consumer 
didn’t expect to see. 


Brown-F orman 


Again Broadens 
Line; Adds Bols 


(Continued from Page 3) 
Bols products will be under the 
supervision of the Amsterdam com- 
pany. 

The full line of Bols products, 
now marketed by Bols Distributing 
Co. here (which will discontinue 
|} operations), includes 37 varieties 
|'of domestic and imported liqueurs. 
| Lawrence W. Pugh, vp of the Bols 
American distribution organiza- 
tion, will join B-F as general sales 
manager for Bols products. He will 
|make his headquarters in Louis- 

ville. 

U.S. advertising for the Bols line 
is handled by Bermingham, Castle- 
man & Pierce. The agency is ex- 
pected to be changed after June 1, 

| ADVERTISING AGE was told. B-F ex- 


|pects to increase Bols advertising | 


and sales promotion materially 
| during the last half of 1957, it was 
| said. 
This is the third time in the past 


Advertising Age, March 18, 1957 


|nine months that B-F has broad-|at Ruthrauff & Ryan (AA, March 
ened its line of products. Besides|11), will not alter in any way 
Old Forrester bonded bourbon,|B-F’s relations with the agency, 
Early Times straight bourbon and/| which has handled the B-F account 
King blended whisky, the company | since Repeal. 
|markets—through subsidiaries— 
Jack Daniel’s Tennessee sour mash!» For the fiscal year ending April 
whisky, Usher’s Green Stripe/|30, B-F is anticipating sales of ap- 
scotch whiskies, Veuve Clicquot | proximately $95,000,000, compared 
champagne and a variety of | with $77,719,572 in fiscal '56. Prof- 
French, Spanish and German |its for the current year, however, 
wines. lare expected to be about the same 
las last year’s $2,939,886 because of 
® B-F acquired the Jack Daniel | non-recurring income of $1,285,126 
Distillery, Lynchburg, Tenn., last | last year received in settlement of 
fall (AA, Sept. 3). A few weeks | tax claims. 
earlier it acquired control of Jo-| Jack Daniel is not expected to 
seph Garneau Co., New York liq-| contribute to B-F’s net profits until 
uor importer (AA, Aug. 27). As/| fiscal 1959 because the $18,000,000 
soon as practicable, B-F will con-| distillery is expected to be amor- 
solidate all of its New York branch | tized over a period of six or seven 
office operations under one roof. | years. It is estimated that within 
In 1955, B-F ranked 96th among | five years, however, the Jack Dan- 
the 100 leading national advertis-|iel operation will show a yearly 
ers, with an expenditure of $5,011,-| profit of about $2,500,000. 7 
370. In 1954, the company invested 
about $4,627,308 in advertising. 
While 1956 figures are not yet 
available, B-F is estimated to have 
spent approximately $6,000,000 to 
$6,500,000 in a stepped-up adver- 
tising program. This figure is ex- 
pected to be increased considerably 
this year. 


Gerity Names Allen Associates 

Gerity Broadcasting Corp., oper- 
ator of WNEM-TV, Saginaw, 
WPON, Pontiac, and WABJ, 
Adrian, Mich., has appointed John 
S. Allen & Associates consultant 
for the Gerity properties. The Al- 
len company was formed in Miami 
in January by John S. Allen, for- 
merly vp, director and general 
sales manager of WTVJ, Miami. 
Offices are at 1101 N. E. 79th St. 


a The company’s advertising agen- 
cies are Ruthrauff & Ryan, Chicago 
and New York, for Old Forrester, 
Early Times and King whiskies; 
Gardner Advertising Co., St. Louis, 
for Jack Daniel whisky, and (as| Angst Named Marketing VP 
of May 1) Albert Woodley Co.,| John E. Angst, formerly vp of 
New York, will take over from/| western region sales of the Amer- 
Buchanan & Co. on the Joseph] ican Car Foundry division of ACF 
Garneau Co. account. Industries, New York, has been 

Incidentally, a B-F spokesman |named to the new post of vp in 
told ADVERTISING AGE that the or-| charge of marketing for the divi- 
ganizational changes being made | sion. 


* 


PUT POWER 


behind your 


CHURCH MARKET Sales, 


with 
Pulpit 
Digest 


Profit by the concentrated purchasing agent* power of the 
selective minister-subscribers to PULPIT DIGEST. 


Here are aggressive ministers with growing parishes... 
alert to equipment, literature and supply needs for expand- 
ing church and education programs. Here are ministers with 
authority and funds to purchase. PULPIT DIGEST has been 
reaching a selective Protestant ministers’ market for 20 years 
with the only exclusive professional journal of its kind. Capi- 
talize now on this established market of selective clergy. 


83.6 MINISTERS FILE PULPIT DIGEST FOR FUTURE USE 


Write now for complete rate and market data 


PULPIT DIGEST PUBLISHING COMPANY 
GREAT NECK, N.Y. 
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THE TIME READER™...as seen by 


x | O. SOGLOW 


INTELLECTUAL 


BON VIVANT 


Nw eS 


INDIVIDUALIST 


THE WEEKLY NIVSMAGATINE 


TIME 


. circulation 

* TIME offers the biggest concentrated audience of best customers : e 

and influential people in the United States today. Nevertheless ~ 
Soglow exaggerates. Not all TIME readers are boat owners. 2,100,000 
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NINE NEW @IBCULATION RECORDS 


4,830,000 
(Pub. Est.) 


4,641,018 asc) 


4,558,602 (asc) 
4,557,861 asc) 


4,446,146 (asc) 


4,150,347 (asc) 


3,865,558 isc) 


THE CONTINUING GROWTH OF 
McCALL’S CIRCULATION 


(2nd Six-Months’ Total Circulation Figures, 1950 through 1956) 


| | | | 


-—_——+> 
—-—— - 
Y eli 
"ae eee 
ea 
1950 1951 1952 1953 1954 1955 1956 


*Pub. Estimate for December 1956: 4,984,000 


SET BY McCALL’S 


]_ BIGGEST JULY IN McCALL’'S HISTORY! 

BIGGEST AUGUST IN McCALL'S HISTORY! 
BIGGEST SEPTEMBER IN McCALL'S HISTORY! 
4 BIGGEST OCTOBER IN McCALL'S HISTORY! 
BIGGEST NOVEMBER IN McCALL'S HISTORY! 
BIGGEST DECEMBER* IN McCALL'S HISTORY! 
BIGGEST 3rd QUARTER IN McCALL'S HISTORY! 
BIGGEST 4th QUARTER IN McCALL'S HISTORY! 


BIGGEST 6 MONTHS IN McCALL'S HISTORY! 


(Based on publisher's estimates for second 6 months of 1956) 


Circulation records like these point up the growing power of McCall’s, which 
has made impressive circulation gains in every year since 1950. 


All through 1956, McCall’s circulation climbed steadily, with each month of 
the year setting a new all-time high in total circulation for that month. 

And McCall’s wound up the year with an estimated December circulation 

of 4,984,000. 


The January 1957 issue of McCall's, based on current estimates, will achieve 
the highest January circulation in McCall's history. 


Beginning with the August 1957 issue, McCall’s will raise its circulation 
guarantee to 5,000,000. 


This continuing growth is significant evidence of the important role that McCall’s, 
the magazine of Togetherness, plays in the lives of more and more millions of 
families. Ask your McCall’s representative to give you the complete facts on 
McCall’s, the one magazine edited for the woman whose chief interests are the 
best interests of her family. 


MeCalls 


The magazine of Togetherness 
reaching more than 4,800,000 families 
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